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Kefauver List of 
Subpoenas Rocks 
Drug Ad World 


Committee’s Indicated 
Line of Interest Includes 
Brand Ads, Publicity 


New York, June 7—The latest 
turn taken by the drug industry 
investigating committee headed by 
Sen. Estes Kefauver (D., Tenn.) 
has led directly to the heart of the 
medical advertising agency busi- 
ness. 

Among the 21 organizations 
subpoenaed last week (AA, June 
5) were William Douglas McAd- 
ams Inc. and L. W. Frohlich & Co., 
both of New York, the two largest 
agencies in the field. Between 
them, McAdams and Frohlich han- 
dle about 50% of the ethical drug 
advertising placed through agen- 
cies. Each bills more than $15,000,- 
000. 

It has been a prime contention 
of Sen. Kefauver that pharmaceu- 
tical producers spend too much 
money on brand advertising and 
that these expenditures tend to 
inflate the prices of prescription 


drugs. Up to now, he has con- 
centrated his fire on the manu- 


facturers; now 
the agency side. 


he has turned to 


® The new subpoenas issued by 
the committee indicate that three 
areas are now being explored by 
investigators: (1) Promotion of 
specific products; (2) relations be- 
tween the medical communica- 
tions field and the consumer press; 
and (3) so-called “interlocking” 
relationships existing among a 
(Continued on Page 10) 


Elgin Choice of 
McCann Startles 
Contending Shops 


Contending Agencies 
irked at Ignoring of 
‘Chicago-Based’ Criterion 


ELGIN, ILL., June 8—Elgin Na- 
tional Watch Co. surprised and 
angered some Chicago agencies this 
week when it picked McCann- 
Marschalk Co., New York, to han- 
dle its account. Billings are esti- 
mated at between $1,000,000 and 
$1,500,000. The losing agency was 
J. Walter Thompson Co., which 
also lost Schlitz this week (see 
story elsewhere on this page). 

Several agencies told ADVERTIS- 


ING AGE that they were told by) 


Elgin that a Chicago-based shop 
or an agency with a Chicago office 
would be hired by Elgin. McCann- 
Marschalk does not have a Chicago 
office. 

The agencies also charged that 
Elgin planned to narrow the or- 
iginal list of ten invited agencies 
down to two or three and the 
“finalists” would be given a chance 
to make a second presentation to 

(Continued on Page 112) 
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STYLECRAFT 


NO FISH STORY—Opening ad of a new full-color campaign for Style- 
craft cotton knits scheduled for fall insertions in The New York 
Times Magazine and Seventeen uses twice as much white space as 
merchandise space to point out that the rest of the line is as exciting 
as those illustrated. Irving Serwer Advertising is the agency. 


‘It's Possible There Might Be a Trend’... 


Agencies Unruffled by Wilmington 
Direct Buy Plan; Applaud Single Rate 


‘| Can’t Imagine Client 
Doing a Thing Like That,’ 
Shrugs One Agency Man 


NEw York, June 8—The action 
of the Wilmington News and Jour- 
nal in (1) wiping out the rate dif- 
ferential between general and re- 
tail and (2) permitting direct buys 
at a net general rate by adver- 
tisers, seemed to be of relatively 
minor interest to advertising agen- 
cies, whose 15% commission seems 
to be jeopardized by the arrange- 
ment. (See editorial on Page 16.) 

Most agency men surveyed eith- 
er claimed to be uninformed about 
the details of the new plan or pre- 
ferred not to talk about it. 

“You might say the Wilmington 
arrangement solves one problem 
and presents another,” one agency 


Gamble-Skogmo to 
Buy GOA Shares; 
470,000 Goal Not Hit 


New York, June 9—Allen & Co., 
investment company, announced 
today it had been instructed by 
Gamble-Skogmo, Minneapolis, to 
buy all General Outdoor Advertis- 
ing Co. stock for which it has been 
accepting tenders at $40 per share 
since May 1. 

Although Allen & Co. and Gam- 
ble-Skogmo declined to say how 
many shares had been tendered, 
Allen told ADVERTISING AGE that 
it had not accumulated 470,000 
shares, which was the original goal 
of Gamble-Skogmo. 


# A federal judge in Minneapolis 
last week authorized Gamble- 
Skogmo to buy the GOA stock on 


condition that it would sell its in-| 


terest in Walker & Co., a Detroit 
outdoor company, within 120 days 
of the time it bought the GOA 
shares, and that it would not sell 
the GOA stock to Naegele Outdoor 
Advertising Co. # 


media boss diplomatically said. 

While one agency media direc- 
tor allowed, off the record, that “it 
could be a terrible mess” if the 
Wilmington plan became _ wide 
spread, others seemed casual 
about its implications. 


Top managements of agencies 
seemed to be less informed, and 
much less informative: “I don’t 


know much about it’; “I haven't 
had a chance to study it”; “I just 
know the bare details, and the 
media people don’t seem upset”; 
and “It depends how it works out.” 


® As one agency board chairman 
had the deal explained to him, he 
said, “‘That’s good,” when the re- 
tail-national differential was out- 
lined, and, “I don’t like that,” 
when the possibility of a direct 
buy by an advertiser was ex- 
(Continued on Page 12) 


Wanted: New Music from Old Band... 


Schlitz Goes to Burnett 
Without a Presentation 


JWT Figures Account 
at $11,500,000; Schlitz 
Says It Bills $15,000,000 


MILWAUKEE, June 6—History re- 
peated itself yesterday when Leo 
Burnett Co., Chicago, acquired the 
Schlitz beer account for the sec- 
ond time in nine years—and once 
again, without any formal presen- 
tation whatsoever. 

In addition to making no presen- 
tation, the Burnett agency had no 
competition for the account, which 
represents the largest account 
switch of the year. Jos. Schlitz 
Brewing Co., Milwaukee, did not 
consider or talk to any other agen- 
cies. J. Walter Thompson Co. had 
handled Schlitz for the past five 
years. 

Schlitz told ADVERTISING AGE that 
the account bills about $15,000,000; 
JWT claimed that billings have 
been running about $11,500,000. At 
either figure, Schlitz is the largest 
account to change hands this year 
and is the largest account ever ac- 
quired by Burnett. 

The change, effective in 90 days, 
does not involve Post & Morr, 
which handles Old Milwaukee, 
Schlitz’ popular-price beer, or 
Gotham-Vladimir Advertising, 
New York, which has Schlitz ex- 
port advertising. 


e The search for a new agency 
began more than a year ago, when 
Patrick H. Gorman, vp and direc- 
ior of marketing of the old Bryan 
Houston agency, joined the brewer 
as director of advertising (AA, 
Jan. 11, 60). He was told by the 
management that Schlitz was not 
happy with JWT and that a change 
was desired. 

Mr. Gorman undertook exten- 
sive research on the work of agen- 
cies handling consumer products. 
The Burnett agency rated much 


Last Minute News Flashes 


Benrus, Grey Have ‘No Comment’ on Split 


NEw York, June 9—Benrus Watch Co. and Grey Advertising took 
refuge in “no comment” today when asked if Grey had resigned the 
Benrus account. Trade sources thought it likely that Grey had resigned 
the account some time ago, was probably keeping its resignation quiet 
while negotiations for a new Beurus agency were conducted. Benrus 
now bills between $500,000 and $1,000,000. 


GE at Work on Proposed Image Campaigiz 


NEw YorK, June 9-—General Electric Co 


and its institutional agen- 


cy, Batten, Barton, Durstine & Osborn, ave working on proposals for an 


image campaign. Neither the conter 


t nor media have been worked out 


yet, and currently “there’s no knowing whether the proposal will get 


off the ground, because GE’s problem of approval is a massive one, 


it was said. Except for last year’s 


” 


strike ads, GE has not run an in- 


stitutional campaign in several years. 


Harry Swan Named Motcrcraft Ad Manager 


Detroit, June 9—Harry L. Swan, formerly advertising manager of 
Ford Motor Co.’s Lincoln Mercury division, has been named advertis- 
ing manager of Ford’s new Motorcraft division, which sells parts and 
accessories (mostly those recently acquired from Electric Autolite Co.) 
to the independent after-market (AA, April 17). Also joining Motor- 
craft’s ad department is Bob Boyd, who worked on the Autolite ac- 
count at Grant Advertising and closed Grant’s Detroit office last De- 
cember, after cleaning up agency work on the account. Autolite moved 
to Batten, Barton, Durstine & Osborn Jan. 1. 


(Additional News Flashes on Page 111) 


stronger than any other agency. 
Last month, Mr. Gorman tele- 
phoned Leo Burnett and invited 
him and other agency executives 
to Milwaukee for a meeting with 
the Schlitz management. It was 
the first contact in recent years 


between Schlitz and the agency. 
On May 23, Mr. Burnett, board 
Young Jr., 


chairman; William T 


} 


— 
i. 


Patrick Gorman Robert Uihlein 


president, and Draper Daniels, 
exec vp in charge of creative serv- 
ices, made the trip to the beer 
capital. They met in a two-hour 
session with Erwin C. Uihlein, 
board chairman, Robert A. Uihlein 
(Continued on Page 119) 


P&G Keeps Big Lead... 


Spot TV Off 2.1% 
to $151,328,000 in 
Ist Quarter: TvB 


New in Top 100 Are 
Morrell, Van Camp, 
Hanes, 2 Coffee Groups 


NEw York, June 7—For the first 
time since the Television Bureau 
of Advertising started keeping re- 
ports on the industry’s business 
barometer in 1955, the spending 
curve for spot tv has moved down- 
ward. 

Spot tv gross time billings for 
the first quarter of 1961, estimated 
by N. C. Rorabaugh Co. and re- 
leased by TvB, totaled $151,328,000 
—a drop of about 2.1% from the 
spending level in the correspond- 
ing quarter a year ago. 

While the general business slump 
slowed spot’s pace, it did not af- 
fect network spending, which was 
stabilized somewhat by longer term 
contracts. 

Gross time sales for network tv, 
as reported by Leading National 
Advertisers-Broadcast Advertisers 
Reports, went from $171,899,681 
for the first three months of last 
year to $182,478,172 for the 1961 
period. 

Reports from stations indicated 
that spot business began to pick 
up in March and may look better 
in the second quarter than it did 
the first. 


# As always, the spending power 

of Procter & Gamble far out- 

weighed that of any of the compet- 
(Continued on Page 68) 
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MOHAWK TIRES 


DEALER 


l¢ SALE—Mohawk Tire is using 


newspaper ads like this to promote | 


its 1¢ sale for its whitewall tires. 


Mohawk l¢ Sale 
Backs Whitewalls 


AKRON, June 8—Mohawk Rub- 
ber Co. is running a special month- 
long radio and newspaper cam- 
paign in North Carolina to promote 
a 1l¢ sale on white sidewall tires. 
The company is spending approxi- 
mately $60,000 in 44 newspapers 
and 44 radio stations between June 
4 and July 3. 

The Mohawk ads feature white- 
wall tires for a penny more than 
blackwalls. Whitewalls, which ac- 
count for 52% of Mohawk’s new 
tire sales, usually cost between 
$3.50 and $5 more than blackwalls. 


s Although the l1¢ sale is a current 
promotion in all Mohawk markets, 
the factory is putting its own ad 
budget into North Carolina, Wil- 
liam Irvin, Mohawk advertising 
manager, said. 

Mohawk expects to follow up on 
the current ad campaign in North 
Carolina with some sort of sports 
program, possibly football. 

Carr Liggett Advertising is the 
agency. = 


Kal, Ehrlich Taps 
Non-Agency Experts 
for Marketing Board 


WASHINGTON, June 7—Kal, Ehr- 
lich & Merrick has formed a mar- 
keting advisory board “to give 
professional counsel to the firm’s 
clients and to advise in the cre- 
ation of new campaigns.” 

The eight-man board is com- 
posed of four KEM partners, and 
four experts from outside the 
agency, who are nationally known 
in their special fields of endeavor. 

The board will examine cam- 
paigns developed by the agency 
prior to the preparation of ad- 
vertising materials, and will re- 
view and criticize any product’s 
total marketing strategy, includ- 
ing distributive procedures, sales 
force, merchandising, packaging, 
advertising, display, sales promo- 
tion, public relations, publicity and 
media. 


® Members of the advisory board 
are: Milton L. Elsberg, president 
of Drug Fair, drug department 
store chain; Dr. Dwight L. Gentry, 
professor of business organization, 
the College of Business and Public 
Administration, University of 
Maryland; John A. Logan, presi- 
dent, John A. Logan Associates, 
management counsel; Carl B. 
Salts, vp, Pepsi-Cola, New York; 
and four KEM partners: Norman 
C. Kal, chairman; Alvin Q. Ehrlich, 
exec vp; Harry L. Merrick Sr., 
president; and Bernard L. Linkins. 


Enna Jettick Gets 
Abby’s Point; Sets 
Adjacent-Ad Push 


New York, June 8—It all began 
when advice columnist Abigail Van 
Buren launched a crusade against 
pointed-toe shoes and said she had 
received “more than 100,000” let- 
ters in support of her campaign 
(AA, May 29). 

Now she has an advertiser 
strongly on her side as well. 

Enna Jettick launched a news- 
paper campaign in 100 markets 
today. The first ad is an open let- 
ter to Abby telling Enna Jettick’s 
concept of fashion with cornfort. 
Subsequent ads will stimulate 
the “Dear Abby” masthead and 
will show specific footwear in ad- 
dition to explaining Enna Jettick’s 
fashion-comfort philosophy. They 
will appear June 13, June 15 and 
June 20. 


® Miss Van Buren has approved 
the ads which are planned to run 
adjacent to her columns and news- 
paper representatives have been 
oriented on local retailer tie-ins. 

The drive has been merchan- 
dised to Enna Jettick retailers, 
who received point of sale dis- 
plays including photos of Abby. A 
four-page insert appeared in Foot- 
wear News outlining the program. 

Rockmore Co., the Enna Jettick 
agency, put the program together 
in less than ten working days in 
order to get all ads running before 
the annual Enna Jettick sales per- 
iod starts later this month. = 


Milwaukee Adclub Changes 
Name, Elects Stephan Head 
The Women’s Advertising Club 
of Milwaukee has changed its name 
to Advertising Women of Milwau- 
kee and has elected Lucille C. 
Stephan, Moebius Printing Co., 
president. Other new officers are 
Dorothy Helms, Bert S. Gittins Ad- 
vertising, vp; Rita M. Greer, 
Charles Meissner & Associates, re- 
cording secretary; and Marjorie 
Beimer, WTMJ and WTMJ-TV, 
corresponding secretary. 


Milline Club Names Rule 

Elton H. Rule, a vp of ABC-TV 
and general manager, KABC-TV, 
Los Angeles, has been named vp 
and general manager of a newly 
established Milline Club of South- 
ern California, Los Angeles. 


“fin Pont aud their crasy New Verker ads! 
Rrerybody wants tuted stockings for Christmas!” 


Nor) tenhtee eee « eorhing off i owe Ch! ag 


ENCORE—Du Pont will get extra 
mileage from its “lovable eccen- 
trics,”” whom it introduced for its 


pro-stocking campaign early this| 
to boost|to be successful, producers must 


jturn out programs that agencies 


year (AA, Dec. 5, °60), 
tinted stockings in The New York- 
er from Sept. 23 to Dec. 23. 


NBC Shows ‘Some 


Interest’ in Truman 
TV Series: Susskind 


New York, June 7—NBC-TV 
has shown “some interest” in the 
series of 26 one-hour programs 
that former President Harry S. 
Truman has contracted to do for 
Talent Associates-Paramount, ac- 
cording to David Susskind, vp of 
the production company. 

The weekly series, which is ex- 
pected to be ready to start next 
February, will deal with “the ma- 
jor historic events of our time” 
and the years when Mr. Truman 
was President. Mr. Truman will 
narrate the show from the Tru- 
man Memorial Library in Inde- 
pendence, Mo. Material for the 
series will be drawn from his pri- 
vate files and notes will be sup- 
plemented with films and tapes 
from many other sources here and 
abroad. Cost of the series has been 
estimated at $2,500,000. 

No advertisers have been signed 
yet, but as Mr. Truman put it, 
“Sponsors will not, in any way, be 
the kind who would detract from 
the dignity” of this type of show. + 
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Good TV Will Find Sponsors: Simpson; 


Producers Hold Key 
to Better Shows, Says 
FC&B Broadcast Head 


Los ANGELES, June 6—Agencies, 
advertisers and networks wield 
some control over television pro- 
gramming, but basically it’s up to 
the producers to improve the cre- 
ative content of the nation’s fre- 
quently inferior tv fare. 

This theory was propounded 
here last week by Jack Simpson, 
national director of broadcast of 
Foote, Cone & Belding. Speaking at 
an impromptu press conference, 
Mr. Simpson indicated that most of 
the onus for the low state of tele- 
vision creativity rests on the shoul- 
ders of the suppliers. 

He pooh-poohed the notion that 


and advertisers have already dem. 
onstrated they will buy. “We can 
no longer allow the producer to 


j}use the excuse that he’s producing 
|only what can be sold,” he said. 


a “If each producer came up with 
just one show a season, or one pi- 
lot which is above the standard 
television fare, there would be a 
large number of quality programs 
available and, more important, 
many would be bought by spon- 
sors.” 

He added that while networks, 
advertisers and agencies “have 
some degree of control” over tele- 
vision programming, “it is time 
producers made an independent in- 
vestment of time and talent in 
developing untapped areas of cre- 
ativity.” 

Meantime, a check of some major 
program suppliers failed to turn 
up a single producer who agreed 
with Mr. Simpson. All of those 
queried refused to be quoted, but 
their position was that it has tra- 
ditionally been the supplier—the 
producer—who has assumed most 
of the risk in developing and fi- 
nancing pilot programs, many of 
which “are still in the can.” 

“Mr. Simpson had better quit 
kidding, or polish up his rose col- 
ored glasses,” said one major inde- 
pendent production head. + 


Highlights of This Week's Issue 


Newton F. Minow, FCC chairman, sug- 
gests that broadcasters should finance 
the operation of the Federal Communi- 
cations Commission through a licensing 
fee system. Page 4 


Phillips-Van Heusen Corp. sets a $1,000,000 
fall advertising budget to introduce a 
new wash-and-wear shirt Page 6 


Great National Life Insurance Co. cam- 
paign stresses the importance of regular 
checkups, both physical and finan- 
cial Page 18 


H. A. Balleck, Texas Southern University 
professor, says it’s more expensive, and 
unnecessary, to devise special advertis- 
ing or illustrations to reach the Negro 
market Page 23 


Leo. H. Rosenberg retires as vp of Foote, 
Cone & Belding to embark on a career 
as a consu!tant Page 22 


NBC Spot Sales time buyer opinion panel 
study reveals time buyers agree they 
could do a much better job for clients 
if they were kept fully informed about 
over-all campaign strategy Page 27 


George Weissman, chairman of the board, 
Philip Morris Overseas, division of 


Philip Morris Inc., predicts an ‘“‘opti- 
mistic future’’ for wholesalers, specifi- 
cally those in the tobacco products 
field Page 


Pacific Telephone Northwest's new cam- 
paign lampoons the Easterners’ idea of 
U. S. geography and urges readers to 
make themselves “insufferable” in 
spreading the story of the Pacific 
Northwest to their out-of-state 
friends Page 24 


The Bureau of Advertising’s eighth an- 
nual summer survey forecasts that about 
one in every four retail stores will in- 
crease its summer ad budget this year, 


and newspapers will get nearly all the | 


money Page 40 


The 1961 Censolidated Consumer Analysis 
reveals Kleenex facial tissues, General 
Electric automatic dishwashers and 
Johnson's paste and liquid floor waxes 
are the leading brands Page 46 


Topps Chewing Gum Co. and Frank H 
Fleer Corp. wage battle over the right 
to sign players for their baseball 
cards Page 4 


Trans-Lux Corp. sets up new subsidiary, 
Television Affiliates Corp., to give wid- 
er circulation to local tv produc- 
tions Page 60 


William J. Boythart, president of Boy!l- 
hart, Lovett & Dean, says “people are 
either 


violently for, or just as vio- 
lently opposed to, licensing of agen- 
cies” Page 64 
Renfield Importers’ summer magazine 


drive features a bottle of Gordon's gin 
snuggied into the snow Page 70 


Katz Agency issues 29th edition of its 
“Spot Television Advertising Cost Sum- 
mary” Page 74 


Arthur M. McCoy, exec vp. John Blair & 
Co., tells retailers to determine future 
sales potential and then allocate an ade- 
quate budget to accomplish the sales 
objective Page 85 


Norman Strouse, president of J. Walter 
Thompson Co., says selling and adver- 
tising abroad is the path of the future 
as travel and communication 
fall 


barriers 
Page 87 
Advertising Age study reveals 


change jobs on the average 
times per decade 


admen 
of three 
Page 106 


Canada’s supreme court reserves judgment 
in a plea by the Crown against a Que- 
bec appeals court decision on the ad- 
missibility of certain evidence in the 


government's $1,000,000 tax 
against Reader's Digest Assn. 
Ltd. ; . 


case 
(Canada) 
Page 110 
Manpower Inc. launches a ‘“‘boom busi- 
ness" international sales and advertising 
campaign Page 117 
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- But, Lewine Wonders, Who'll Air ‘em? 


CBS Films Finds Plenty 
of Sponsor Backing; Can’t 
Interest Own Network 


New York, June 8—Being more 
or less in the network family ap- 
parently doesn’t help a producer 
get a good tv time spot for a new 
show—despite advertiser interest. 

Case in point is CBS Films, the 
latest producer to fall victim to the 
networks’ scheduling policies. CBS 
|Films, a_ production-distribution 
subsidiary of Columbia Broadcast- 
|ing System, got top management’s 
okay to produce a list of shows for 
possible network airing in the 
|1961-’62 season. Robert F. Lewine, 
|\CBS Films program vp, readied 
| four pilots and went to work sell- 
|ing them. 
| The proposed 30-minute series 
| were: “Daddy-O,” a comedy spoof- 
|ing tv; “Mister Doc,” a dramatic 
series built around a small town 
druggist; “Russell,” a western 
| based on the life of cowboy painter 
|Charles M. Russell, and “Baron 
| Gus,” a comedy about a foreign 
newspaper man. Advertiser inter- 
est was lively, but the networks 
were not impressed. None of the 
shows could get a time spot. Not 
even “Daddy-O,” which had Quak- 
er Oats waiting in the wings as an 
alternate sponsor, or ‘‘Mister Doc,” 
which probably could have had 
full sponsorship within a matter of 
hours if a time period had been 
| available. AT&T, Campbell Soup 
and Procter & Gamble all report- 
edly were warm prospects for 
“Mister Doc.” 


® These are the latest evidences 
of a strange tv phenomenon. Non- 
formula shows frequently are un- 
able to get on the schedule even at 
the advertiser’s behest, while the 
“locked in’ carbon copies of al- 
ready prevalent action series 
sometimes have to be sold to reluc- 
tant sponsors at bargain rates. 

The salesmen whose job it was 
to sell the CBS Films packages had 
no illusions about the reluctance of 
ABC and NBC to carry their 
shows, but they had not expected 
to be repulsed by CBS. 

CBS Films’ production facilities 
in Hollywood already have been 
closed down and three production 
executives laid off. Mr. Lewine 
will stay with the company. 

Mr. Lewine, who used to be on 
the other side of the sales fence as 
a program vp at NBC, accepted his 
sales troubles philosophically. He 
said the network programming 
bosses may have felt the new CBS 
Films package’ weren’t deserving 
of time on the schedule. He was 
told, for example, that “Mister 
Doc,” a sentimental warm series, 
was “too soft” to compete with ac- 
tion-adventure. 


8 Mr. Lewine pointed out that the 
network’s strategy is to fight hour 
shows with other hour shows. 

“One hears that television wants 
new and fresh thinking,’ Mr. Lew- 
ine said, “but they don’t really. 
The thinking in television is to 
produce something that’s like 
something else that’s already 
established. 

“None of our shows had gun 
play, rape, sadism or masochism. 
Guess we were a year ahead of 
time.” 

Despite the network rebuff, CBS 
Films distribution activities are 
expanding. Five new properties 
have been added to the syndication 
catalog. They include “Angel,” 
“Wanted—-Dead or Alive,” “De- 
cember Bride,” “World of Giants,” 
and the second year of “Deputy 
Dawg.” There is a possibility the 


Voice of the Advertiser 1902 | 30-minute western, “Russell,” will 
What They're Saying : 16 | go into syndication. + 
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Advertising Age, June 12, 1961 
Some Admen Fret 


at Bunched Ads 
in Restyled ‘Life’ 


‘No Point in Creeping 
Into Changes; Format 
isn’t Frozen’: Jackson 


NEw York, June 6—Life, which 
introduced its new format last 
week, said the redesign “isn’t fro- 
zen”—and some advertisers would 
just as soon have it fluid. 

The changes in design (AA, May 
29) by the nation’s largest single 
advertising medium—$138,784,242 
in ad revenue in 1960—caught ad- 
vertisers and readers of the mag- 
azine by surprise. 

The Life revamp, which sported, 
among other things, new editorial 
layouts and type changes, bunched- 
up ad sections, and new sections 
including a “Life Guide” on the 
lively arts, evoked mixed reactions 
from advertisers. Most, as might 
have been expected, were not en- 
thusiastic about the grouping of as 
many as ten pages of solid adver- 
tising toward the middle of the 
book. 

Life, however, had answers for 
most admen’s beefs as it readied its 
June 9 issue under what the mag- 
azine termed “a period of evolu- 
tion.”” Said one Life official: “Our 
reaction has been good, and 98% 
of Life’s staff is very pleased. If 
proven wrong, we'll change. But 
it’s too early to tell.” 


s The publisher of Life, C. D 
Jackson, told ADVERTISING AGE: 
“The format is not frozen: the 
whole darned thing is up for re- 
study. You understand, of course, 
that we had to do some pretty 
drastic opening up—there’s no 
point in creeping into it. 

“I’m fascinated by some adver- 
tisers who are blissfully unaware 
of ad banks, some even larger, 
which have appeared many times 
in the past several years. Adver- 
tisers will not only get used to it, 

(Continued on Page 68) 


Two Ex-Grant Men 
Form Seattle Agency 


SEATTLE, June 8—A new agency, 
Burke & Thomas, has been formed 
by William Burke and John S. 
Thomas, both formerly with the 
Seattle office of Grant Advertis- 
ing. 

The agency said it has brought 
seven former Grant accounts into 
its shop—Alaska Airlines, Wash- 
ington Blue Cross, Butterworth, 
Clan Importers, Code-A-Phone 
Co., James Henry Packing Co. and 
Charles R. Watts Co. 


® In Chicago, Grant said “We are 
not conceding” the Alaska Airlines 
account. The rest of the accounts 
represent “well under 10%” of 
the Seattle office billings, accord- 
ing to Grant. 

Mr. Burke was president of 
Burke Co. at the time of its pur- 
chase by Grant in 1958, when he 
became local manager for Grant. 
He was succeeded last month by 
Dan Madden (AA, May 29). Mr. 
Thomas was an account executive 
at Grant. 

Burke & Thomas is located in 
the Norton Bldg. + 


Instant Lemon Launched 

Union Starch & Refining Co., Co- 
lumbus, Ind., is using tv spots in 
23 top tv markets to introduce its 
new powdered lemon juice, Pen- 
ant’s Instant Lemon. Newspaper 
ads will also be used. Baer-Kim- 
bley-Spicer, Cincinnati, is the 
agency. Fred A. Niles Productions, 
Chicago, produced the tv commer- 
cials. 


‘Arndt Loses Last 
Two Food Accounts: | 
Musselman, Dulany 


| PHILADELPHIA, June 8—Arndt, | 

| Preston, Chapin, Lamb & Keen has 
lost its last two food accounts, re- 
|moving it from the food business | 
for the first time in several dec- | 
ades. 
It lost the $500,000 C. H. Mussel- | 
'man Co., Biglersville, Pa., account | 
| 


to Gray & Rogers, Philadelphia. 
(Franklin T. Cox Advertising, Bala | 
Cynwyd, Pa., will continue its tv 
test market activities in selected | 
markets for Musselman.) Mussel- | 
man makes applesauce and other | 
processed fruits. 


a The agency also has notified its | 
staff that it is terminating its ar- | 
rangement with Dulany Frozen) 
Foods, Fruitland, Md., when the 
latter finds a new agency. Dulany | 
is understood to be interviewing | 
agencies. 

A year ago, Arndt lost San Gior- | 
gio Macaroni Co. to the Philadel- 
phia office of W. B. Doner & Co. + 


} 


Continental Baking | 
Cancels TV Spots 


‘for Budget Reasons 


Rye, N. Y., June 8—Continental | 
Baking Co., usually a 52-week us- 
er of spot television, has cancelled 
its orders for Wonder bread and 
Hostess cakes in all but a very few 
markets, effective June 15, for 
“budgetary reasons.” 

Lee Mack Marshall, advertising 
manager of the company, said that 
Continental had planned to take a 
summer hiatus from spot tv this 
year but that it did so two weeks | 
sooner than originally planned be- 
cause “we had heavier expendi- 
tures during the first five months 
than had been expected.” Tv spots 
are being retained in only a few 
markets where special activities 
make their use feasible. 


# Continental was the sixth big- 
gest spot tv spender in 1959, pour- 
ing $10,806,480 in the medium. It’s 
1960 outlay was little more than 
half—$5,879,280—and dropped 
Continental to 16th place. 

The baker probably will return 
to spot tv in the fall, Mr. Marshall 
said. Meanwhile, the company is 
using 24-sheet posters in a large 
number of markets, having started 
in May. It recently renewed a 
quarter-hour per week in CBS- 
TV’s “Captain Kangaroo.” 

Ted Bates & Co. is the agency 
for Continental. + 


Merrill Lynch 
Anti-Speculation 
Ads Stepped Up 


New York, June 6—Merrill 
Lynch, Pierce, Fenner & Smith— 
“the thundering herd’’—will ride 
again this June 12 to warn the un- 
wary investor. 

In a one-third page broadside in 
115 newspapers across the country, 
the giant broker will list some of 
the get-rich-quick rumors which 
it believes are fast ways of going 
broke. 

Copy will include seven quotes, 
with a ring familiar to every dab- 
bler in the stock market, like the 
hoary tip, “Hear they’re going to 
merge.’ But Merrill Lynch con- 
cludes with the words of warning: 
“Don’t believe.” 

Merrill Lynch ads go into 170 
newspapers in 128 cities—just 
about every city where it main- 
tains an office. However, for this 
cautionary aspect of the advertis- 

(Continued on Page 114) 


AUTOMATION FROM FIELO TO FEED LOT...through Butier Syste-Matic Centers 


~  — 
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FROM ONE COME MANY—Butler Mfg. Co., Kansas City, will launch its 

first corporate ad campaign with this four-color ad in the June 24 

Business Week. The series will feature combinations of the compa- 

ny’s products for industry and farm. Aubrey, Finlay, Marley & 
Hodgson, Chicago, is the agency. 


Delta Spreads Wings as National Advertiser 


ATLANTA, June 7—Delta Air 


| Lines will introduce its new trans- 
| continental 

| West Coast 
with a multi-media ad campaign 


service between the 
and the Southeast 


costing more than $500,000. This 
pre-inaugural promotion is in ad- 
dition to Delta’s regular advertis- 
ing budget. 

Marking another first for the 
Atlanta-based airline, Delta on 
June 11 inaugurates the first non- 
stop service between the South- 
east and the West Coast over the 
long-sought southern transconti- 
nental route recently awarded by 
the Civil Aeronautics Board. 

The break-through to the Coast 
means that Delta, long a regional 
advertiser, now ‘spreads its wings 
as a national advertiser on a ma- 
jor scale for the first time in the 


DELTA-new southern 
transcontinental 
Jet route-links 


HERE WE COME—Delta is running this 
announcement ad during June in 
the Los Angeles Mirror and Times. 


30-year history of the line. 
Planned for early use, in addition 
to local route-city media, are Holi- 
day, The New Yorker, Newsweek, 
The Saturday Evening Post, Sun- 
set Magazine, Time, U.S. News & 
World Report and the Wall Street 
Journal. 


® Delta’s many-sided build-up for 
the inaugural flights includes ex- 
tensive local advertising in -34 
cities, the over-all program em- 
bracing newspapers, radio, tele- 
vision, outdoor, direct mail, maga- 
zines, 21 trade and vertical publi- 
cations and diverse collateral 
materials ranging from badges for 
ticket-office personnel to motion- 
picture films and new Delta 
“Dream Vacation” folders. 
Advertising for the airline is 


With New Southern Transcontinental Route 


created and placed by Burke 
Dowling Adams Inc., Atlanta, Del- 
ta’s agency for the last 16 years. 
It is under the personal direction 
of B. D. Adams, agency president, 
and Howard Schriner Jr., vp. 
Newspaper schedules provide a 
concentrated three-week push 
with large b&w and two-color ads 
in Los Angeles, San Diego, Dallas, 
Fort Worth, New Orleans, Atlanta, 
Jacksonville and Orlando, plus a 
group of newspapers in 20 feeder 
cities of the Southeast. Later in 
the summer, Las Vegas and San 
Francisco papers will be added, 
when service to these cities begins. 


® Supporting the effort in route- 
city newspapers will be a variety 
(Continued on Page 112) 


Station Cuts into 
Duncan Coffee Tape, 
Stephenson Charges 


DENVER, June 8—An advertiser 
which tried to avoid radio’s pro- 
clivity toward rock ‘n’ roll music 
by taping its own five-minute mu- 
sic shows has found that it’s not 
that simple. 

Duncan Coffee Co., Houston 
(through Clay Stephenson & As- 
sociates, Houston), has been plac- 
ing its “Maryland Club Sing- 
Along” shows on about 60 stations. 
It discovered last month, however, 
that KIMN, Denver, had been tak- 
ing commercial excerpts from the 
show, and inserting its own musi- 
cal selections. 

Stephenson fired off a letter to 
the station, charging that the sta- 
tion’s “musical selections indis- 
criminately chosen” had ‘destroyed 
the total intent of the Maryland 
Club programs.” 

The agency also threatened to 
file reports with the Federal Com- 
munications Commission and the 
National Assn. of Broadcasters. 


s Full restitution has been prom- 
ised by Kenneth E. Palmer, general 
manager of KIMN, who said new 
owners had taken over only last 
Jan. 1, were reorganizing the sta- 
tion and had not realized the tapes 
were being altered. He pointed out 
that the director of the continuity 
department—the person apparently 
responsible—had been fired before 
the protest was made (the director 
is now suing for breech of con- 
tract). 

Mr. Palmer said the fee has 
been returned, that an offer was 
made to air an apology, and that 
spot time was offered to help rec- 
tify the switch. Stephenson said it 
would delay its filing of a report 
to NAB or FCC pending further 
review of the situation. + 


Spread Mailing 
to Ease Postal 


Rush, Belen Asks 


Circulation Seminar 
Hears P. O.’s Drive; 
Angerman Tells Key Role 


CuicaGco, June 7—The Post Of- 
fice Department today unveiled a 
new program to seek cooperation 
of large mailers in leveling off the 
flow of mail during the day, thus 
improving service. 

Assistant Postmaster General 
Frederick C. Belen said about 80% 
of the mail is channeled into local 
post offices after 5 p.m., creating 
peak hours between 5 and 8 p.m., 
while much of the postal facilities 
stand idle during the early morn- 
ing hours. 

Mr. Belen presented the ‘“Na- 
tionwide Improved Mail Service” 
program at a press conference, and 
again at a luncheon talk to the 
sixth annual Circulation Seminar 
for Business Publications here. 

Mr. Belen said the department 
will personally contact businesses 
which do a large volume of mail- 
ing, asking them to send mail to 
the post office late at night or ear- 
ly in the morning. 


® He said postmasters of some 300 
post offices bringing in gross re- 
ceipts of $400,000 or more annually 
have been asked to send their ex- 
ecutive assistants to visit the top 
100 mailers in their cities, urging 
cooperation. These top 100, he said, 
will usually represent about 50% 
of the local post office’s volume. 

Mr. Belen said his campaign is 
aimed primarily at first class mail 
users. 


® A bright future for the circula- 
tion manager was forecast at the 
seminar by Virgil Angerman, sales 
manager of the special products 
division of Columbia Envelope Co. 

“A circulation manager is in the 
best position to work his way to 
the top in any publishing organiza- 
tion,” he said, “because he is closer 
to the reader and his needs. He can 
best evaluate the type of editorial 
material that the reader wants— 
and that sells.” 

Mr. Angerman ticked off a list 
of top men in the publishing field 
who started in circulation: Richard 
Deems, president of Hearst maga- 
zines; Anthony R. Gould, vp and 
business manager of U.S. News 
& World Report; Gibson McCabe, 
president of Newsweek; Roy E 
Larsen, chairman of the executive 
committee of Time Inc.; and sever- 
al others. 

“The circulation manager who 
has a hand in improving the prod- 
uct is the first to be recognized for 
salary increases, promotions and a 
place on the board of directors,” 
Mr. Angerman said. + 


Ad Age Moves Into 
New L.A. Offices 


ADVERTISING AGE has moved 
its West Coast sales and edi- 
torial office to new and 
larger quarters. The new ad- 
dress is: 

8217 Beverly Bldg. 
Los Angeles 48, Cal. 


The new phone number for 
AA in L. A. is: 


Olive 1-3710 
Denis Higgins is the Ap- 
VERTISING AGE editorial rep- 
resentative in this office; 
Richard E. McCarty is AA’s 
advertising representative on 
the West Coast. 
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20th Century-Fox 
Pushes ‘Snow White, 
Stooges’ Film on TV 


New York, June 7—In one of the 
most extensive network tv cam- 
paigns ever staged by a motion 
picture company, 20th Century- 
Fox is promoting its “Snow White 
and the Three Stooges” during the 
four weeks preceding its July 4 
release date. 

Thirty one-minute participations 
have been scattered through ABC- 
TV’s “Stagecoach West,” “Guest- 
ward Ho,” “Matty’s Funday Fun- 
nies,” “The Roaring Twenties” and 
“Walt Disney Presents,” and NBC’s 
“Shirley Temple Show” and “Na- 
tional Velvet.” This will be backed 
with a page in McCall's July issue 
and in the June 25 issue of Puck— 
The Comic Weekly. 

In addition, 20th Century has 
made available eight tv spots, in 
60-, 20- and 10-second lengths, and 
12 radio announcements, for use by 


its local exchanges in periods ad- 
jacent to the network tv buys. 
| These will be placed through co-op 
| budgets. 


|@ The Three Stooges will make 
guest appearances on shows which 
carry their tv shorts, urging view- 
ers to see their picture. A sound- 
track album from the movie, in 
addition to other albums and single 
releases of tunes from the film, 
jhas been released by Columbia 
Records. 

The campaign was designed by 
20th Century; the ads were placed 
by Charles Schlaifer Co. + 


CBS Films Sells ‘Giants’ 

CBS Films, New York, has begun 
syndication of “World of Giants,” 
a 13-episode series with Marshall 
Thompson and Arthur Franz as 
government agents involved in 
counter-espionage exploits. Mr. 
Thompson is featured as a man 
six inches tall, the victim of radi- 
ation exposure. Available for a 


ORANGE FLAVOR 
NESTLE'S 


DANDY—Tested in Roanoke last 
summer, Nestle Co.’s Keen, an in- 
stant soft drink in four flavors, is 
now in Tucson, Chattanooga and 
the Davenport-Rock Island-Moline 
area. Tv, radio and Sunday comics 
are being used also and a 50¢ re- 
fund offer is being tested. VanSant, 
Dugdale & Co. is the agency. 


June 19 start, the series was pro- 
duced by CBS Television. 


EVENING-SUNDAY 


Providence Lines 
Journal-Bulletin 2,865,012 
Phoenix 


Republic-Gazette 2,743,999 
Baltimore Sun 2,737,266 
Rochester Democrat 

and Chronicle, 

Times-Union 2,637,282 
Milwaukee Journal 2,531,297 
San Diego Union- 


Tribune 2,448,430 
Louisville 
Courier-Journal- 
Times 2,425,755 


Columbus Dispatch 2,335,439 
Grand Rapids 


Press 2,287.988 
South Bend 

Tribune 2,095,238 
Norfolk Ledger- 

Dispatch and 

Virginian-Pilot, 

Star 2,056,342 
Detroit News 2,043,520 
Akron Beacon- 

Journal 1,975,364 
New Haven 

Register 1,938,516 
Fort Worth 

Star-Telegram 1,925,024 


OF ALL NE 
IN ALL MARKETS 
IDENGE 
JOURNAL-BULLETIN 
IS FIRST | 


AUTOMOTIVE LINAGE 


a 


SUNDAY 
Lines 
Providence Journal ] 265,841 


Buffalo Courier 
Express 909,287 
Los Angeles Times 757,307 


Hartford Courant 666,403 
Rochester 

Democrat & 

Chronicle 615,455 
Cleveland Plain 

Dealer 571,470 
Baltimore Sun 539,853 
Milwaukee Journal 537,693 


New Haven Register 532,604 
San Diego Union 487,425 
Worcester Telegram 478,202 
New York Times 457,657 
Miami Herald 434,094 
South Bend Tribune 427,143 
Akron Beacon- 


Journal 401,276 


WSPAPERS | 


MORNING- SUNDAY 


a 


: Lines 
Providence Journal 3,941,343 
Jacksonville 

Times-Union 2,922,516 
Miami Herald 2,869,526 
Buffalo Courier 

Express 2,851,735 
Phoenix Republic 2,744,776 
Washington 

Post-Times 

Herald 2,610,258 


Los Angeles Times 2,538,664 
Rochester 
Democrat and 
Chronicle 
Louisville 
Courier Journal 2,199,739 
Cleveland Plain 


2,467,528 


Dealer 2,142,071 
Tampa Tribune 2,100,018 
San Diego Union 2,031,920 
Dallas News 2,022,624 
Norfolk Virginian- 

Pilot 1,946,495 
San Jose Mercury- 

News 1,937,501 


PROVIDENCE JOURNAL-BULLETIN 


Boston office: 479 Statler Bidg., Boston 16; Represented in Florida by McAskill, Herman & Daley, 
4014 Chase Ave., Miami Beach 40; Represented elsewhere by Ward-Griffith Co., Inc. 


Charge Stations 
to Support FCC, 
Minow Suggests 


SoutH BEND, June 6—FCC Chair- 
man Newton F. Minow has reiter- 
ated his belief that broadcasters 
should finance the operation of the 
Federal Communications Commis- 
| sion through a licensing fee system. 

Mr. Minow repeated his thinking 
| about commission financing during 
a filmed interview on “Washington 
Tie-Line” on WNDU-TV. 

“You pay in this country for a 
driver’s license, a dog license, but 
we have no charges at all for any 
form of a broadcasting license ... 
a major broadcaster, an amateur 
license, or a safety device, which 
| surprises me. 

“I would very much like to have 
| the FCC on a self-supporting basis. 
I’m sure WNDU would be very 
glad to help out on that. I think 
most people wouid if they realized 
that what we're doing is letting 
people use public property. At least 
the government should be reim- 
bursed for this use.” 

Mr. Minow said the ways of set- 
ting up a licensing schedule were 
under study, with the Canadian 
system as a possible model. 


es Mr. Minow stood by the state- 
ments made in his “vast waste- 
land” speech (AA, May 15), his 
maiden address as FCC chairman, 
which some people think torpedoed 
the government’s plans for a re- 
organized FCC. He said the Wash- 
ington speech drew thousands of 
letters—maybe 35 of which were 
critical. Mr. Minow did not retreat 
from the “vast wasteland” descrip- 
tion of tv, but repeated his chal- 
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, lenge to any broadcaster to spend 
a whole day in front of the set and 
| see if he didn’t agree that “for the 
| most part, it is a vast wasteland.” # 


N.Y. Ad Group Elects 
Rickard President 


| 
| 


| The Assn. of Advertising Men 
|& Women, New York, has elected 
Joseph B. Rick- 
ard, ad manag- 
er of Coronet’s 
“Family Shop- 
per,” president. 

Other new of- 
ficers are Rob- 
ert Desley, Mc- 
Cann-Erickson, 
and Donald 
Kurz, Junior 
Achievement of 
New York, vps; 
Fred P. Matase, 
Pronto Address- 
ing & Mailing Service, treasurer; 
and Dorothy E. Nixon, Lever Bros. 
Co., secretary. 


Joseph B. Rickard 


Kupper Launches Monthly 

Arnold Kupper, president of Ar- 
nold Kupper Advertising, Hartford, 
has launched a new monthly mag- 
azine, Country Clubs Connecticut. 
Offices of the publishing company, 
Country Clubs Connecticut, are at 
1010 Wethersfield Ave., Hartford, 
same address as the Kupper agen- 
cy. At the same time, Spolen Mag- 
azines, Hartford, has been appoint- 
ed local advertising representative, 
and Peter Bovis & Associates, New 
York, national advertising repre- 
sentative. 


Fiorini Joins Ted Bates 

Ange J. Fiorini, formerly mar- 
keting-merchandising manager of 
Good Housekeeping, has joined 
Ted Bates & Co., New York, as an 
account executive on the Conti- 
nental Baking Co. account. 


GREEN THUMB 


In The 
Lop 20 In 


Total Retail Sales 


Watch Food Sales Sprou 


Hungry Metropolitan Greensboro Market ranks high in food 
sales in the South’s top markets—ahead of Baton Rouge, close 
behind primary markets like Nashville, Knoxville and Chat- 


tanooga. Feed your sales story 


through the Greensboro News 


& Record—the only medium with dominant coverage in the 
Greensboro Market and selling influence in over half of North 
Carolina. Over 100.000 circulation: over 400.000 readers. 


Write on company letterhead for “1961 Major U. S. Markets 
Analysis” Brochure of all 300 Metropolitan Markets. 


Greensboro—In the Top 


20 Retail Markets of the 


South and in the Top 100 of the Nation. 


Greensboro News and Record 


GREENSBORO, NORTH CAROLINA 


| Represented Nationally by Jann & Kelley, Inc. 
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How to make your advertising 
ollars work harder to 
9 66 . 99 
B beat today's “Profit-Squeeze 


| Read what This Week can do for you right now— 


to help solve your profit problems! 


1. THIS WEEK has the massive audience—more than Be THIS WEEK has the overwhelming acceptance of 


13,590,206 families week after week. Broad national 
coverage, yet with concentrated impact — beyond that 
of any other medium—in the major metropolitan areas 


top retailers and their “buying committees”—the key 
retail executives whose decisions can make or break 
any product or any promotion today. 


where profit opportunity is greatest! 4, THIS WEEK, by far, gives you the lowest cost per 
2. THIS WEEK actually reaches more homes in 43 thousand for both 4-color and black-and-white pages 
“make-or-break” markets than the average half-hour — of any major weekly magazine—and the greatest cir- 


“Tep Ten” network television show. culation impact of any weekly magazine. 


HOW THIS WEEK CAN PROVIDE GREAT SAVINGS FOR MAJOR PRINT ADVERTISERS 


ONE 4-COLOR PAGE -————_-14 4-COLOR “ 
PAGES 
Total Circulation Cost/M Total Cost Total Cost 
LIFE 6,764,686 $6.96 $47,050 $619,178 
LOOK 6,500,000 $6.76 $43,910 $577,855 
, Lire2 took —«-13,264,686 | $6.86 | $90,960 $1,197,033 
: 
S This Week 13,590,206 $3.91 | $53,150 || $635,674 
Dollars saved by using 
This Week to reach same total circulation $37,810 $561,359 
as Life and Look combined entities _ 
Sources — Circulation 


THIS WEEK — average ended 9/30/60 
Life and Look — average ended 12/31/60 
or rate base when higher 


Rates: Currently effective 
(Look — effective 7/18/61) 


Compare This Week with television, too! 

To reach 13,590,206 homes through television...what show cua 
would you have to buy? What price would you have to pay? 
What chance do you really have of securing such a show? 


THE MOST POWERFUL = [Hig Week 
SELLING FORCE IN PRINT waoazins 


CIRCULATION 13,590,206 
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Van Heusen Sets | 


$1,000,000 Drive 
for New Shirt 


Company Hopes to Gain 
Sales via Wash-Wear 
Shirt sans Resin Itch 


STROUDSBURG, Pa., June 9—The 
advertising head of Phillips-Van 
Heusen Corp. today said his com- 
pany plans to invest more than 
$1,000,000 this fall in an advertis- 
ing program introducing a new 
wash-and-wear shirt. 

Robert J. Mohr, director of ad- 
vertising and sales promotion, told 
a Marketing Executives Club of 
New York seminar that this is “the 
largest amount of dollars ever ex- 
pended in the men’s wear industry 
to introduce a single product to 


the consuming public.” 


our-page inserts in men’s wear 
publications, ads in Look and Es- 
quire, spot tv in about 125 markets 


plus press parties, statement in-| 


serts, mat programs, counter cards, 
window streamers, blowups and 
a revamped polyethylene package. 

Mr. Mohr said the company had 
already received from dealers the 
largest volume of orders ever 
booked on a new product. 


@ The Van Heusen executive ex- 
plained that wash-and-wear 
shirts, on the market since 1957, 
accounted for 65% of the branded 
men’s shirt business despite the 
fact that their resin coating (giv- 
ing the shirts their wash and wear 
qualities) itched, took on a yellow 
hue and was not permanent. 

The problem, as Van Heusen 
sees it, is to satisfy consumers, 
insure repeat business and gain a 
“true competitive advantage, not 
just a fictional one with semantic 
value.” 


The answer is to develop a 
‘and-wear finish and to beat our 
| competition to the market with it.” 
_ A decision was made last Jan- 


fall. A marketing program had to 
be developed and implemented in 
two months, Mr. Mohr said, since 
the introductory date to dealers 
was set for mid-March. 


® The program started with a 
four-page insert in leading men’s 
wear publications. Reprints were 
mailed to all Van Heusen accounts 
and to all prospective accounts. At 
the same time, telegrams were 
sent to major dealers alerting them 
to the announcement ad, Mr. Mohr 
said. 

Press parties were held for the 
trade and consumer press. The 
next move was a series of one- 
night stands, starring a team of 
executives (including Mr. Mohr) 
traveling from city to city. Special 
luncheon presentations were made 
to buyers and retail merchandising 


uary to introduce the product this | 


executives who represented Van 


The Van Heusen push involves | ‘completely new non-resin wash- | Heusen’s “top-volume” group. 


“We decided on the advertising 
| direction by admitting to ourselves 
| that the consumer is cynical and 
suspicious regarding wash-and- 
wear claims and promises, while, 
at the same time, grateful for the 
performance factors that wash- 
and-wear products did supply,” 
Mr. Mohr told the seminar. 
Copy for the ads declares: “Look 
mister. If it’s really wash-and- 
wear—guarantee it! We do guar- 
antee it! It’s the first all-cotton 
shirt with no ‘drip-dry’ resins. 
The cotton itself is self-ironing!” 
The national approach will be 
translated to point of sale through 
motion displays keyed to person- 
alities in the tv spots (Bert Parks 
and Jane Connell). For direct mail, 
Van Heusen will provide over 7,- 
000 franchised dealers with state- 
ment inserts. Dealers will also get 
|mats, suggested layouts and (in 
the case of larger stores) ad ideas. 


® The seminar also heard H. L. 


sbuy 


St. Louis 


an 


- 
4 


“*KTVI rate card 
your lowest cost 
~~ 
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Maw thas we 


GUARANTEED—Phillips-Van Heusen 

will run page b&w ads in Esquire 

and Look this fall to promote its 

Century Vanalux wash and wear 

shirts. Grey Advertising, New York, 
is the agency. 


Schreiner, national retail sales 
manager of the lighting products 
division of Sylvania Electric Prod- 
ucts. He told how his company 
convinced grocery, hardware and 
drug retailers that its “integrated 
merchandising system” could in- 
crease total store traffic. 

The system utilizes “chipboard” 
packaging and _ color-coding of 
packages, shipping cartons and 
price tickets to make it easier for 
consumers to select and buy bulbs, 
and easier for the wholesaler and 
the retailer to receive, stock and 
re-order, Mr. Schreiner said. 


® He pointed out that the program 
virtually eliminated the sales of 
single bulbs, “thus increasing 
turnover.” 

The program also enabled Syl- 
vania to increase retail distribu- 
tion to the point where the com- 
pany is a 20% factor in the market, 
Mr. Schreiner said. 

The program was backed by 
advertising in The Saturday Eve- 
ning Post and over the Arthur 
Godfrey (CBS) and Don McNeil 
(ABC) programs. 

Elected at the annual seminar 
were Emanuel Goren, Thayer 
Laboratories, president; Austin 
John Johnson, Benton & Bowles, 
vp; Richard M. Elliott of Look, 
secretary; Roy Harris, Advertising 
Distributors of America, treasurer. 


St. Louis Women’s Adclub 
Elects Dickey President 

The Women’s Advertising Club 
of St. Louis has elected Marion 
Dickey presi- 
dent. Mrs. Dick- 
ey, president of 
the St. Louis 
Hostess Co., was 
named St. Louis 
Advertising 
Woman of the 
Year in 1959. 

Other new of- 
ficers are Mary 
Kimbrough, 
Gardner Adver- 
tising, vp; Peg- 
gy Johnson, St. 
Louis Post-Dispatch, secretary; and 
Audrey Kettelkamp, Schlesinger- 
Tarrant Brokerage Co., treasurer. 


Marion Dickey 


Florida-Georgia Group Bows 

Four daily newspapers in south- 
west Georgia and northwest Flori- 
da have offered a one-order, one- 
bill service to advertisers through 
their representative, Shannon & 
Associates, Atlanta. They are the 
Tallahassee Democrat; the Times, 
Valdosta, Ga.; the Times-Enter- 
prise, Thomasville, Ga.; and the 
Observer, Moultrie, Ga. They have 
named their 17-county area In- 
terstate Major Market. 


Central Builds New Offices 

Central Advertising Agency, 
Lima, O., has begun construction 
on a new building at 329 N. West 
St. Occupancy is planned for early 
fall. 
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MARKETING 
PUZZLE 
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If your puzzle is piecing magazine selectivity and impact 
into a regional advertising picture, you’ll find Ladies’ Home 


Journal’s new Regional Edition Marketing Plan fits in 
beautifully. 


Now you can advertise in any one or combination of 
seven regional editions of the Journal. 


The price is low — examples: $3,110 buys a full page, black 
and white, covering all of New England. $3,690 buys the 
edition covering the five Southwestern states. 


Results are measurable — Journal regions closely correspond 
to standard marketing areas. 


And your sales potential is fantastic — Journal readers have 
25% more to spend than the average; and one out of 
every two women spending in top stores everywhere is 
a Journal reader. 


Which is why regional advertisers looking for a bigger 
piece of the market find the best solution is in a regional 
piece of Ladies’ Home Journal. 
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This Week in Washington .. . 


By Stanley E. Cohen 
Washingten Editor 


WASHINGTON, June 8—When 
astronaut Alan Shepard blasted 
into space, members of the missile 
industry burst into print with big 
ads explaining their various roles. 
These ads were a further irritant, 
at a time when penned up hostility 
to large scale advertising activity 
by defense contractors once again 
was threatening to burst into the 
open. 

As far back as anyone remem- 
bers there has been a running 
quarrel over the use of institu- 
tional ads by companies engaged 
primarily in defense work. The 
ads represent a small item to the 
companies, but they imply a state 


,of prosperity which rubs law- 
makers the wrong way. 

Since the early days of World 
War II, the controversy has been 
neutralized by a live-and-let-live 
formula. A reasonable amount of 
advertising to support trade jour- 
nals, recruit manpower and scarce 
materials or sell scrap is regarded 
as a legitimate cost in negotiated 
defense contracts. But other ads 
must come out of profit. 


# With minor refinements, that’s 
still the story today. But the list 
of trade publications gets longer 
and the ads get fancier. Moreover, 
many companies deliberately ex- 
tend their advertising to include 
general magazines and newspa- 
pers. 


Advertising Age, June 12, 1961 


Defense contractors have com-|research and development “pie” is| voiced concern about the volume 


|pelling reasons for including gen-| 


Space Flight Ads Stir U.S. Concern | 
Over Defense Contractor Ad Spending 


eral media in their advertising | 
schedules. In recent years, the 
whole complex of defense indus- 
tries has been undergoing radical 
change. Many companies which 
formerly had big shares of defense 
business actually found they were 
facing sudden death. 


|} amount 


expected to be about $14 billion. 
So here is a volume of business 
which exceeds in size the total 
which US. ‘business 
spends for all forms of advertising. 
While it may not be necessary to 
advertise in order to sell to the 
government, the lush contracts in- 
evitably go to companies which 


| have some “standing.” 


® Aircraft companies, which for- 
merly got the lion’s share of de- 
fense business, have been super- 
seded by electronics companies. 
Many of these are newcomers, or 
old companies with new corporate 
identities. Even though they may 
have little to sell directly to the 
public, there has been a feverish 
race to gain public recognition. 
The stakes are immense. A few 
years ago, total expenditures for 
research and development in the 
U.S. were less than $5 billion a 
year. During the current year, 
expenditures will amount to more 
than $12 billion, of which at least 
$8.5 billion comes directly from 
government. And next year the 


Government purchasing experts 
are like the rest of us. When a 
man has the responsibility of rec- 
ommending a contractor on a 
highly speculative project, which 
may involve many hundreds of 
millions and even billions of dol- 
lars, he likes to deal with a known 
quantity. More than that, he likes 


to feel that the man up top who) 


|of defense advertising. He would 
|like to find ways to reduce it. 

Members of the Senate armed 
|services committee. Among those 
reportedly concerned about the 
volume of defense advertising, and 
actively demanding “action,” are 
such distinguished men as Sen. 
|Ellender (D., La.), Sen. Russell 
| (D., Ga.) and Sen. Case (R., S. D.) 
| House appropriations committee. 
Many committee members, par- 
ticularly Rep. Robert Sikes (D., 
Fla.), are demanding that the De- 
fense Department crack down on 
,the volume of advertising. And 
| Under Secretary of the Air Force, 
J. V. Charyk has assured the 
committee that restraints are be- 
ing introduced. 


reviews his recommendation will | 


also have confidence in the com- 
pany he has chosen. 


® In this current controversy over 
defense advertising, the sparks 
come from a number of directions. 

Defense Secretary McNamara. 


/On at least two occasions he has) 


“Bedroom of New York” is a jest that’s easily justified to 
describe the commuter towns that surround Manhattan. 


Many of the people who sleep in these towns turn to the Big 
City for almost everything else... their jobs, their fashions, their 
shopping, their entertainment. And it follows that they depend 
upon the New York City newspapers that serve these interests. 


New York department stores with suburban branches know this. 
They place more weekday advertising in the World-Telegram 
than in any other New York city or suburban newspaper. It’s the 
retailers’ choice to sell the families of RESPONSE-able New York 
... wherever they live in city or suburbs. 


RESPONSE-able New York 


takes home the 
WORLD-TELEGRAM 


New York's Qua/ity Evening Newspaper 


|@ One reason the problem gets 
magnified out of context is that 
congressmen cannot. distinguish 
between trade paper ads, financed 
directly as cost, and general ads 
which the defense contractors sup- 
port out of their own pockets. 

While the department has prom- 
ised to study its regulations, the 
chief impact, if any, will be from 
the raised eyebrow. Simply by ex- 
pressing displeasure, the depart- 
ment can persuade some of its 
contractors to cut back. 

The newspaper and magazine 
ads financed by contractors will 
continue unless the department 
can persuade the contractors to be 
less ostentatious. 

For more than a year the de- 
partment has been reviewing its 
regulations on the use of trade 
paper ads. 


# In that first go ’round on the 
problem last year, the services 
tried unsuccessfully to come up 
with a tighter definition of “trade 
and technical.”” They could only 
confirm the judgment they made 
years ago: That the appro- 
priate list of publications varies 
with each contract. Today, as it 
has since the early days of World 
War II, the Defense Department 
leaves the negotiation of the ap- 
proved media list with the con- 
tracting officer handling the in- 
dividual contract. 

Despite frequent approaches 
from individual publishers, who 
insist there must be a more ef- 
ficient way to handle the problem, 
the services have refused to estab- 
lish a master list of approved publi- 
cations, or to indicate a percentage 
which represents an  appropri- 
ate cost factor for trade and tech- 
nical advertising. 

At present, the total volume of 
advertising in trade and technical 
publications financed out of de- 
fense contracts is estimated to be 
in the range of $5,000,000 to $10,- 
000,000. The companies which are 
buying these ads are handling 
roughly $16 billion worth of de- 
fense business. 


# In the current study, the joint 
committee charged with this prob- 
lem is giving the advertising rules 
the most thorough examination 
they have had since they were 
first adopted in their present 
form. The committee is studying 
such questions as: 

1. How much is it costing? 

2. Can we tighten the definition 
of trade and technical publications? 

3. What is the nature of the 
contribution which this advertis- 
ing makes to the defense effort? 

4. How valuable is the dissem- 
ination of these publications? 


® Knowledgeable officials who 
have kept very close to this pic- 
ture are convinced that advertis- 
ing has almost invariably complied 
with the letter and spirit of the 
live-and-let-live formula. One 
well placed official reports he has 
personally run down innumerable 
instances where defense con- 
tractors were supposed to be 
charging the government for ads 
in general publications. “Never 
once,” he said, “have I been able 
to confirm such a report.” = 
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The nation’s 2nd largest seaport in foreign 
tonnage—that’s the busy port of Baltimore. 
A round-the-clock flow of ships, trucks and 
trains keeps countless thousands busy—and 
prosperous—in Dynamic Baltimore, now in an 
unprecedented period of growth and develop- 
ment. Hi Did you know that Baltimore is the 
8th fastest-growing market in America—that 
only 3 larger metropolitan areas exceed our 
rate of growth in total retail sales? Here is 
one very important market. And one medium 
—the Baltimore Sunpapers—covers it best. 
Here’s why: Half the families in the entire 
state of Maryland live within a 15-mile radius 
from the center of downtown Baltimore. In 
this compact area—roughly the ABC City Zone 
—an estimated 92% of all retail sales are made. 
And this same area accounts for 88% of our 
daily circulation (77% of it home delivered) 
and more than 82% of our Sunday circulation 
(80% of it home delivered). What is our 
circulation? Over 420,000 daily and over 
319,000 Sunday. M To reach the buying power 
of Baltimore, the Sun outshines them all. 


HNPFE 


“Everything in Baltimore revolves around The Sun” 


National Representatives: 
Cresmer & Woodward—New York, San Francisco, Los Angeles 
Scolaro, Meeker & Scott—Chicago, Detroit 


Circulation Figures: ABC Publisher’s Statement 9/30/60 
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Kefauver List of 
Subpoenas Rocks 
Drug Ad World 


(Continued from Page 1) 
number of companies in the phar- 
maceutical field. 

The Frohlich and McAdams 
agencies were directed to supply 
the committee with all records 
covering the promotion of the fol- 
lowing prescription products: 

Frohlich—Parke, Davis & Co.’s 
Chloromycetin, Norlutin and Midi- 
cel; Schering Corp.’s Sigmagen 
and Trilafon; Lakeside Laborato- 
ries’ Imferon and Catron; Geigy 
Pharmaceuticals’ Preludin, Buta- 
zolodin and Tandearil. 

McAdams—Upjohn Co.’s Med- 
rol and Panalba; Roche Laborato- 
ries’ Librium, Marplan and Marsi- 
lid; J. B. Roerig’s TAO and Car- 
trax; Ciba’s Ritalin and Singoserp. 


s Pharmaceutical admen, studying 
this group of products, concluded 
that the committee is seeking evi- 
dence for alleged “indiscriminate” 
promotion of drugs which have 
toxicity in certain circumstances. 
It was noted that three of these 
products—Marsilid, Imferon and 
Catron—have been withdrawn 
from the market because of such 
objections. Another drug, Chloro- 
mycetin, has also had a troubled 
marketing history, although it is 
one of the most widely prescribed 
antibiotics. 

Paul Micali, ad director of 
Schering, told ADVERTISING AcE he 
had no idea why the committee 
was interested in Sigmagen. “Why, 
it’s not even a product of conse- 
quence,” he said. 


s A second area of interest for the 
committee revolves around articles 
appearing in consumer magazines. 
Subpoenas issued by the com- 
mittee direct companies to produce 
records of their dealings with the 
press; the Reader’s Digest is cited 
specifically. It was thought that 
this line of inquiry results from 
criticisms which have been voiced 
that drug companies seek to place 
stories in magazines on new prod- 
uct discoveries, and that this leads 
to patients pressuring doctors to 
prescribe these new drugs. 


# The third area of interest in- 
volves a number of companies 
closely associated with either the 
McAdams agency or Dr. Arthur 
M. Sackler. Dr. Sackler is board 
chairman of McAdams and is 
acknowledged as the pioneer in 
the development of advertising to 
physicians. 

Dr. Sackler was subpoenaed in- 
dividually, as were his two broth- 
ers, Drs. Raymond and Mortimer 
Sackler. All three Sackler brothers 
are psychiatrists. 

The Sackler family is known to 
play a leading role in five drug 
companies which also were sub- 
poenaed: Purdue Frederick Co.; 
G. F. Harvey Co.; Blair Labs; Bard 
Pharmaceuticals and Nordson 
Pharmaceutical Labs. The largest 
of these companies is Purdue 
Frederick, marketer of Senokot, a 
widely prescribed laxative. 

Pharmaceutical Advertising As- 
sociates, which functions as a 
house agency of Purdue Frederick, 
also received a subpoena, as did 
Siegel & Goldburt, New York, the 
accountant for both the McAdams 
and Frohlich agencies. 


8s A sixth drug company on the 
subpoena list was Chemway Corp.., 
a company whose stock is traded 
on the New York Stock Exchange. 
Chemway apparently rated this 
attention because in 1958 it ex- 
changed a block of its stock for 
L-glutavite, a bio-chemical brain 
stimulant developed by another 


| Sackler enterprise, Gray Pharma- 
ceutical Co. 
Subpoenas also went to eight 


informational affiliates of the| 


McAdams agency, several of them 


/no longer active. For example, a | 


| subpoena was issued for “Scope,” | 
a weekly newspaper that had been | 


| produced for Upjohn by Physicians 


News Service Inc., editorial unit | 


of McAdams. “Scope” was discon- 
tinued last November. A subpoena 
also was issued for 


“Image,” a) 


quarterly publication produced for | 
Roche Laboratories. 


8 Another publication subpoenaed | 
was Medical Tribune, a weekly | 
newspaper started last year by | 
American Research & Develop- | 
ment Corp., Boston investment 
house. Medical Tribune is owned 
by American Research, but it is 
produced by the McAdams editori- 
al unit, Physicians News Service. 
An old target of the committee, 
MD Publications Inc., New York, 
also was on the subpoena list. This 
company is the publisher of MD, 
monthly magazine for physicians, | 
and it figured prominently in the 


. 


AFFILIATES—McCarty Co., Los Angeles, has announced that it has 

completed an arrangement with Daiko Advertising Agency, Osaka, 

Japan, under which services of the two agencies will be exchanged 

in their respective countries. Signing contracts here are Kozaburo 

Odanaka (left), head of Daiko, and H. E. Cassidy, president of the 
California agency. 


ouster of Dr. Henry Welch as di- ® 
rector of the antibiotics division of Cott Shifts Back 


the Food & Drug Administration. 
One company on the subpoena | 
list—Medical & Pharmaceutical In- | 
formation Bureau, New York pr | 
company—went to great pains this | 
week to point out that it had ab- | 
solutely no connection with either | 
the McAdams agency or Dr. Ar-| 
thur Sackler. 


to TV for Cherry 
Cola’s Bow in East 


New Haven, Conn., June 7—Cott 


|Beverage Corp. has launched a 


s John Weilburg, president of Sci- 
ence Public Relations Inc., parent 
company of the information bu- 
reau issued a statement asserting: 

“Medical & Pharmaceutical In- | 
formation Bureau was purchased 
in August, 1956, from its then sole 
owner, R. L. Sigerson, by John 
Weilburg Inc. There is not now, 
nor has there been any “interlock- 
ing” or any other kind of relation- 
ship between John Weilburg Inc., 
Medical & Pharmaceutical Infor- 
mation Bureau or Science Public 
Relations Inc. and William Douglas 
McAdams Inc. or Dr. Arthur M. 
Sackler or his brothers, or any 
other agency serving the pharma- 
ceutical industry.” = 


Exempts Controlled 
Circulation Books 
From Foreign Hike 


WASHINGTON, June 7—The Post 
Office Department has decided to 
excuse controlled circulation busi- 
ness publications from the increase 
in international mail rates which 
go into effect July 1. 

Under the rate increases ordered 
by Postmaster General J. Edward 
Day, the rate on surface mail to 
foreign countries other than Cana- 
da increases from 8¢ to 11¢, and 
the rate for printed matter from 
4¢ for the first two ounces and 2¢ 
for each additional two ounces to 
5¢ for the first two ounces and 3¢ 
for each additional two ounces 
(AA, April 24). 


\s Riedl 


s The Postmaster General retained 
existing rates for publications 
mailed at second class rates. In a 
notice to postmasters this week, 
he also specified that controlled 
circulation business publications 
are to continue to enjoy the present 
rate of 4¢ for the first two ounces 
and 2¢ for each additional two 
ounces. 

Also effective July are new rates 
to Canada, including a substantial 
increase in the rate on newspapers 
and magazines passing as second 
class matter and decreases on most 
other classes of mail (AA, March 
27). 

National Business Publications 
confirmed that the association had 
met with postal executives to ob- 
ject to the proposal increasing the 
international rate on controlled 
circulation business publications. + 


\*heavy, six-figure” tv spot cam- 
|paign to introduce its new bottled 
|Cherry Cola in the East. At the 
|same time, a hefty segment of the 


budget is being devoted to a sum- 
mer campaign for mixers and True 


Fruit beverages. 


The campaign, kicked off May 


|28 and getting into full stride last 
| Monday with similar spots on sev- 


eral channels, marks 
switch in Cott’s ad strategy. 
After being out of tv since the 


a major) categories—Cherry Cola, mixers 


j}and True Fruit flavors. Ordinarily, 


a similar 12-to-13-week schedule 
with emphasis on 10-second spots. 
WNEW-TV, has a six-week 
schedule calling for 60 and 20-sec- 
ond spots which began May 29. 

In addition, WNHC-TV, New 
Haven, started a 19-spot-per-week 
schedule of 10, 20 and 60-second 
commercials May 28. 

For the Hartford, Conn., market, 
WHNB-TV is carrying 16 spots per 
week (10s and 60s) in prime or 
fringe time. 

In Springfield, Mass., WWLP-TV 
began a 10-spots-per-week sched- 
ule of 60s, 20s and 10s last May 28. 

Another three stations in the 
East have also been lined up. 


es The campaign will use three 
commercials of each length, with 


;one devoted to each of the three 


end of the °40s, and using mainly | 


newspapers since then, Cott ac- 
cepted recommendations of its new 
agency, Riedl & Freede, New York, 
to get into tv in a big way this 
summer. 


ws The agency got the account last 
January from Cohen & Aleshire. 
It handles the parent company’s 
advertising where it has direct dis- 
tribution, which is mainly in the 
East, with most emphasis in the 
New York-Connecticut area. 

Basically, Cott was sold on the 
following factors: 


1. Past advertising had been pri- 
marily price promotions, which 
some dealers don’t look on as ad- 
vertising. 


2. The beverage business peaks 
in the summer, but Cott’s previous 
advertising was not peaking when 
sales were. 


3. Surveys indicated that many 
people feel that price promotions 
are only required if the product is 
not too good itself. 


& Freede’s presentation 
worked out three possible cam- 
paigns with a standard sample 
budget in three media—radio, tv 
and newspapers. Five points were 
involved: Reach, frequency, pres- 
tige value, the capacity to present 
the product in an appealing way 
and the recognition that teen agers 
are of “some influence” in soft 
drink purchases 

Tv got the vote, with tv’s bonus 
audience of teen agers helping to 
swing the decision. 


s This is how the spot package 
shapes up: 

ABC-TV is the base, getting a 
hefty percentage of the budget. The 
12-to-13-week schedule calls for 21 
spots per week, mostly 60 and 20 
seconds, with some 10 seconds. 
Spots began June 5 

CBS-TV, beginning June 5, has 


Cott advertises that it has 17 fla- 
vors, though the true number is 
about 30. For example, its mint 
ginger ale goes over big in the 
Pittsburgh area, but nowhere else. 

For this campaign, Daniel A. 
Whitney, vp at Riedl & Freede, said 
Cott had hit on “sophisticated real- 
ism” to distinguish it from the big 
guns in the business with far more 
to spend. 

The pattern for all three is the 
same. No faces appear on the com- 
mercials—a break from the usual 
beverage approach. “We have used 
just legs and feet to try to make 
the product exciting. We empha- 
size the action and motion of peo- 
ple,” he said. 

Background to each is music 
‘round the “It’s Cott to Be Good” 
theme, with the instrumentation 
provided by chromatic drums. 


s For the mixers, mainly an adult 
drink, cuts and music are blended 
in a dancing scene with a cha cha 
beat. For the True Fruit flavors, 
mainly a children’s drink, music is 
a modern pop beat. For the Cher- 
ry Cola, a teen age product, the 
beat is distinctly rock ’n roll. 

Cott claims it was the first to 
put Cherry Cola in bottles, al- 
though the cola had been distrib- 
uted some time ago in cans on the 


{West Coast. It has just achieved 


distribution in the East, and a kick- 
off 600-line trade ad on June 5 said 
initial orders were limited to three 
cases of quarts and three cases of 
12-o0z. cans. 

All the heat will be on the cola 
from June 5 through July 5, after 
which the commercials will rotate 
through the first week of Septem- 
ber. 

Until the start of the tv blast, 
Cott used newspapers, primarily 
for flexibility. It will continue to 
use the medium, but only for Cher- 
ry Cola during summer. The sum- 
mer newspaper promotion will be 
a one-time shot June 29 and 30 in 
34 newspapers. + 


Advertising Age, June 12, 1961 


Lipton Sets 10 
TV Specials to 
‘Promote Iced Tea 


New York, June 8—Thomas J. 
Lipton Inc. is looking forward to a 
“brisk” tea summer sales season. 

To help the season come up to 
the company’s sales expectations, 
Lipton has scheduled ten tv spe- 
cials for warm weather months. 

The series begins tonight with a 
repeat of the “CBS Reports’ tele- 
cast, “A Real Case of Murder.” 
| This will be followed by two new 
presentations on NBC—the annual 
TV Guide awards show on June 
13 and “JFK Report No. 9” on June 
20. An NBC special, “The Great 
War,” will be rerun on July 4. 

Besides tonight’s show on CBS, 
|there will be reruns of six other 
|“CBS Reports” programs. Lipton 
| is co-sponsor of the CBS shows and 
‘full sponsor of the NBC specials. 
Sullivan, Stauffer, Colwell & 
|Bayles is the agency. The specials 
| will supplement the alternate week 
schedule on “Wayne & Schuster,” 
| Jack Benny’s vacation replacement. 
= The commercials, designed to 
show what iced tea can do on a 
hot day, will feature George Fen- 
neman, who passed out Lipton tea 
|before the cameras in the Lipton 
hospitality suite last year at the 
political conventions. + 


"Denver Post’ Issues 
‘Supplement; Co-op 
Set by Weeklies 


DENVER, June 6—Newspaper 
competition in Denver reached into 
the foothills when (1) the Denver 
| Post launched a supplement to its 
regular home edition, offering in 
the section, lower ad rates and 
news of suburban areas, and (2) 
six suburban weeklies formed a 
corporation to build a joint print- 
ing plant. 

While the Rocky Mountain 
News, Denver’s other daily, has 
made no comment on the Post’s 
venture, the weeklies, which feel 
that the Post supplement is aimed 
at them, have published a barrage 
of adverse editorials. 

The six weeklies, with a com- 
bined circulation of 35,000, have 
joined Suburban Press, a corpo- 
ration that will print their news- 
papers. Each publisher’s news- 
paper will continue to use its own 
composing room; the forms or mats 
will be taken to the projected plant 
for production. Two of the week- 
lies, now full size, will switch to a 
tabloid format to use the three- 
color press, already acquired. 

Bill Kostka, of William Kostka 
& Associates, Denver, is co-owner 
of two of the newspapers, the 
Golden Transcript and the Broom- 
field Star Builder. + 


| 
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WU A KITCHEN-FULL OF APPLIANCES 
at the grand opening 
of the 


Entry banks avaiable at any of these Hotpotet dealers — but murry contest ends lune 16, 196! 


KITCHEN PRIZE—Hotpoint Co. will 
open “the world’s largest kitchen 
| planning and display center” in 
Chicago June 12 and newspaper 
ads will offer a grand opening prize 
|to the public. Hotpoint has opened 
| similar centers in Pittsburgh and 
| New York. Compton Advertising is 
the agency. 


is 
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Men who sell the West with Sunset 


ren 


Ortho Garden Products’ Howard Grady says... 
“WE USED OTHER MEDIA, TOO, BUT SUNSET OUTPULLED THEM ALL” 


Howard Grady knows how to make things grow 
— flowers, farm crops, and his company’s sales. 
He is president of California Chemical Company, 
whose Ortho Division is the world’s largest pro- 
ducer of garden chemicals. Ortho has been a 
Sunset advertiser since 1930. 


The Ortho 2-page spread in April Sunset was a 
typical success story. It carried a listing of Ortho 
dealers, localized in Sunset’s three zone editions, 
plus a tear-out coupon worth 39¢ toward the pur- 
chase of Ortho Liquid Rose Food. “Response was 
tremendous,” says Mr. Grady. “Dealers all over 
the West reported selling out. We used other 
media, too, but Sunset outpulled them all.” 


Men who sell the West know that Sunset is the 
surest, fastest way to get action in the Western 
market. Sunset’s 2,000,000 adult readers in the 
West and Hawaii are the best customers in the 
region. “Sunset readers,” says Mr. Grady, “are 
the heavy-user group, the people others turn to 
for advice. Virtually all of them have gardens.” 


Sunset publishes more garden editorial pages for 
the West than any other magazine, and localizes 
its information with three separate zone editions. 


“‘We’re impressed with Sunset’s thoroughness of 
reporting,” says Mr. Grady. “It’s accurate, com- 
plete. This kind of believability in the articles 
means, to the reader, that Sunset advertisers can 
be believed, too.” 


Sunset readers respond to Sunset — and its ad- 
vertisers — because Sunset talks to them person- 
to-person, one Westerner to another. About gar- 
dens, travel, foods and homes. All the best ideas 
in Western Living. Every article, every ad, are 
seen again and again by Sunset readers. 


When Sunset comes out, 2,000,000 pace-setting 
Westerners take action. When you advertise in 
Sunset, that action is in your direction. Take the 
word of Howard Grady. “In the West,” he says, 
“we get greater benefit from Sunset than any 
other publication.” 


THE MAGAZINE OF WESTERN LIVING 


| 
: 


“The coupon pops right out,” 
says Advertising Manager 
Louis Czufin, explaining 
Ortho Sunset promotion 
to President Howard Grady. 


LANE MAGAZINE COMPANY, MENLO PARK, CALIFORNIA 
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Agencies Unruffled by Wilmington 


Direct Buy Plan; Applaud Single Rate 


(Continued from Page 1) 
plained. 

Two exceptions were James Mc- 
Caffrey, of Ogilvy, Benson & Math- 
er, who told an ANA meeting that 
the Wilmington change was “elec- 
trifying”’ (see story on this page), 
and Newman McEvoy, of Cunning- 
ham & Walsh, who thought the 
wide spread of the new rate struc- 
ture was most desirable. But where 
Mr. McCaffrey was prepared for 
change in agency compensation, 
Mr. McEvoy thought any change 
in the compensation system night 
damage the quality of newspaper 
advertising. 

Here are some of the reactions: 


s Mark F. Byrne, vp and media 
director of William Esty Co., said 
his agency was “happy” to see the 
establishment of the single-rate 
plan, and he predicted that the 
Wilmington move “will be fol- 
lowed rapidly by a lot of other 
newspapers.” 

Mr. Byrne compared the situa- 
tion to the buying of a newspaper 
on newsstands. “After all,” he 
said, “if I visit Wilmington, I 
would expect to pay 7¢ for a paper, 
just like a local resident.” 

The Esty media director felt 
that the single-rate move was “far 
more significant” than the other 
feature of the plan, allowing ad- 
vertisers to buy at the same rate 
as agencies. He said that he did 
not think that this practice would 
have much effect on Esty opera- 
tions. 


a W. B. (Pete) Matthews, vp of 
Young & Rubicam, said briefly, 
“The stabilization of .rates in 
newspapers by which an adver- 
tiser can get the most satisfactory 
approach to an individual market 
is of the highest importance. We 
hope that in any stabilization the 
importance of the national repre- 
sentative and the interest of the 
national agency would be pro- 
tected.” 


# Gordon Vanderwarker, space 
supervisor at Donahue & Coe, said 
he was aware of the changes “but 
I haven’t had a chance to study it 
carefully enough to form an opin- 


ion. 


® Fairfax Cone, chairman of the 
executive committee of Foote, 
Cone & Belding, Chicago, said he 
felt the Wilmington move would 
result in no changes in agency 
compensation. “In England,” he 
pointed out, “newspapers have a 
single rate, and agencies there still 
use the commission system.” 
Edward Stern, vp and media 
director of Foote, Cone, com- 
mented that “any action which 
moves closer to a single rate policy 
is a good thing.” He also felt the 
Wilmington move would not alter 
the commission system, since 
agencies “would merely add their 
commission” to the net rate. 


s Compton Advertising said it was 
studying the situation to see how 
it might affect the agency and its 
clients, but there were no decisions 
at this time strong enough to be 
considered agency policy. 


s “Our hats are off to Wilmington 
for eliminating the rate gap,” said 
a source at J. Walter Thompson 
Co. “It’s a great start and we're all 
in favor of it.” 

Until the News and Journal de- 
cided to scrap the linage differen- 
tial, said the source, the Thompson 
agency had noted that the retail- 
national gap among other news- 
papers “actually was widening in 
recent years.” 

Another Thompson man declared: 

“Also, we know there have been 
‘closed-door’ contracts between 
some papers and their big local 


advertisers. No one knows just 


how much, but we've heard it 
went past published rates. So—the 
so-called rate gap, in some cases, 
actually has been greater.” 

Regarding the direct-buy aspect 
inherent in the News and Journal 
offering, a Thompson source said: 
“I can’t imagine a client doing a 
thing like that. For example, let’s 
take a company with $1,000,000 
billing. I doubt if it would go di- 
rect, because (1) it comes to the 
agency to find out how to invest} 
its budget, and (2) an agency is 
totally aware of the client’s appro- | 
priation. 

“From an ethical standpoint, di- 
rect buys are wrong. Of course, 
they may excite agencies or ad- 
vertisers to favor fee arrange- 
ments—it’s possible that there 
might be a trend here, if the Wil- 
mington system became wide-| 
spread,” he observed. 

s A Benton & Bowles source said 
he was not aware of the Wilming- 
ton plan, but when its details 
were outlined to him he com-| 
mented: “We've always. been) 
against a two-rate system. A lot 
of ‘local’ advertising isn’t really| 
that local, and we realize this! 
even though Benton & Bowles 
doesn’t use newspapers as much 
as some other agencies. 

“We disagree, nevertheless, with 
direct buying. It would only result 
in time-consuming negotiations! 
between agency and client on! 
what fee, if any, we should get. | 

“An advertiser might be influ-| 
enced to ask, more frequently, 
‘How much are you making, and 
why?’ The question of 15% might 
get sidetracked, to the point 
where you'd be figuring a fee on 
just how much each campaign 
part contributed to the whole,” he 
added. “We'd be inclined to be- 
lieve that it would be the smaller 
advertiser—the guy who’s tighter 
with a buck and who demands less 
service—who would be interested 
in buying direct. But in the mean- 
time, we think the present agency 
commission system is right; that 
is, until someone comes up with a 
better and more uniform way,” he 
said. 


@ The space buyer in an over- 
$50,000,000 agency felt that the 
Wilmington papers still retain the | 
conventional agency commission 
rate with the 42¢ rate, but said 
the significant move is in the) 
leveling of the national and local 
rate removing the “imposition on 
national advertisers which has 
been in effect for quite a while” | 
resulting in “quite a tax” on na-| 
tional advertisers. 

One agency media chief ex- 
pressed doubt that the Wilmington | 
rate card would be taken up on a| 
widespread basis. Commenting on | 
the part of the card which allows | 
direct placing of ads by adver-| 
tisers, he said, “I surmise most| 
advertisers will find this a clumsy | 
way to operate.” He pointed out! 
that without a commission, ad-| 
vertisers might get less than an| 
honest media recommendation. 


s As for the standardization of 
national and local rates, he indi- 
cated this would be “a great serv- 
ice” if all newspapers would adopt 
a single card and “stick to it,’’ but 
he maintained that the dual rate 
system is “too ingrained” in news- 
papers for any change. 

In a two-paper market, he said, 
if one newspaper adopted the uni- 
form rates and the other didn’t, 
department stores would “crucify” 
the innovator. He contended that 
the newspapers with uniform rates 
wouldn't pick up enough national 
advertising to offset the loss of 
retail advertising. 


baie 


FREBERG RIDER-— 
Stan Freberg, ra- 
dio-tv commer- 
cial producer, 
gazes smugly 
from his seat of 
victory as Jeno F. 
Paulucci, presi- 
dent of Chun 
King Corp., Du- 
luth, tugs the 
rickshaw rider. 
The Chinese food 
company execu- 
tive lost a bet to 
Mr. Freberg that 
the series of com- 
mercials pro- 
duced by the lat- 
ter would boost 
sales 10%. Sales 
soared 25%. Bat- 
ten, Barton, Dur- 
stine & Osborn is 
the agency. 


He conceded that a uniform 
rate might give Mmewspapers a 
greater share of the dollar of ad- 
vertisers already committed to 
newspapers, but he didn’t think it 
would convince advertisers to 
switch from radio or tv into news- 
papers. 


es One media director declared: “If 
they’re trying to put ad agencies 
out of business, they might as well 
forget it.” He said a direct adver- 
tising approach “very seldom” of- 
fers any advantages and often is 
more costly. 

He termed the uniform rates “a 


|healthy thing,” but he added that 


he was of the opinion that “the 
local guy” should be favored with 
lower rates because he pays taxes, 
is more civic minded and takes 
pride in his local newspapers. 


ws The American Assn. of Adver- 
tising Agencies said: “The circum- 
stances surrounding the Wilming- 
ton plan represent a very unusual, 
peculiar, and isolated case. 

“I doubt seriously whether..it 
will cause a trend,” the Four A’s 
man speculated. 

Fred W. Pitzer, vp of Jann & 
Kelley, who takes office July 1 as 
president of the American Assn. 
of Newspaper Representatives, told 
ADVERTISING AGE: “A newspaper 
rate structure that minimizes or 
eliminates the local-national rate 
differential is a progressive indus- 
try move, for four reasons: 

“1. It is good for the advertiser 
because he can run his advertising 
through local or national channels 
to serve his particular needs with- 
out worrying that his competition 
is securing a lower rate for the 
same volume or frequency of space. 

“2. It serves the agency in that 
it is confident that the net rate it 
gets is as low as the client can 
secure through any channel. 

“3. It benefits the newspaper 
because it converts unspent co-op 
advertising allowances into news- 
paper advertising space. 

“4. It helps the newspaper sales- 


man because he has an additional | 


sales tool to sell the cost efficiency 
of national newspaper advertising.” 
s Commenting on Wilmington’s 
direct-buy angle, Mr. Pitzer 
opined: “The ad business is not 
set for this kind of activity right 
now. Someone has to prepare and 
develop ad programs, and agencies 
are well equipped to do them. 

“Fee systems: I do not believe 
the Wilmington plan will encour- 
age their use; there are some al- 
ready in existence, as you are 
aware. The important thing is that 
any increased remuneration to 
agencies—whether it takes a fee 
form or not—will be based on 
need, and not grow out of a single 
plan,” Mr. Pitzer said. 


s At Leo Burnett Co., an official 


|ington system 


who asked that his name be with- 
held advanced the notion that a di- 
rect Buy of space hy an advertiser 
“makes advertising a commodity,” 
like apples or clothing. “It fore- 
goes all consideration of the pri- 
mary 
agency—the creative aspects of 
turning out ads. Here at Burnett, 
we don’t feel that we're really 
working for an account until the 
ads are written and approved— 
and this net rate deal ignores all 
this and is therefore a backward 
step.” 

Describing the Wilmington move 
as “a step in the right direction,” 
MacManus, John & Adams, Bloom- 
field Hills, Mich., said “the next 
step will be a set rate for national 
and local, with some frequency or 
bulk discounts on top of that.’”’ The 


agency added: ‘“‘We hope other ma- | 
jor papers will adopt the plan, but | 


there will have to be some adjust- 
ment, because commissions and 
markups could become a major 
problem for the agencies.” 


a Newman McEvoy, senior vp 
and media director of Cunning- 
ham & Walsh, was ecstatic over 
the Wilmington rate change. He 
declared: “I’d like to express my- 
self in superlatives. This trans- 
cends in impomance any of the 
discussions we’ve been hearing on 
one or another of the rate dis- 
count plans.” 

He said “the Wilmington boys” 
have gone far beyond this sort of 
rate “gobbledygook” and have 
come up with a rate card that will 
make the whole newspaper adver- 
tising picture more of a service to 
readers. 

He said the publisher, the na- 
tional advertiser, the local adver- 
tiser, as well as the reader, will 
benefit if the Wilmington rate card 
is adopted by all newspapers. Lo- 
cal advertisers will be “bolstered 
by the one-two impact” of more 
effective national advertising. 
“Any one brand will get the bene- 
fits of this combination punch,” 
he said. 


s Mr. McEvoy termed the Wilm- 
one of “fairness,” 


|since “the publisher makes a com- 


plete disclosure to the national 
advertiser, just as he does to the 
Main St. merchant.” 


The C&W media director said 
he appreciates the fact that the 
Wilmington newspapers acknow- 
ledge that agency people are 
“craftsmen worthy of hire” and 
that they take this into account 
in supplying advertisers with a 
commissionable rate card. 

He asked the newspapers’ co- 
operation in continuing the com- 
mission system as an incentive to 
“produce professional advertising.” 
Without the professional service 
of an agency, he said, “I fear the 
impact on the caliber of advertis- 


function of an advertising | 


Advertising Age, June 12, 196) 


| ing in newspapers.” 

|= Carl Georgi Jr., vp and media 
director of Campbell-Ewald, De- 
troit, told AA: “This is something 
we've been trying to do for a long 
time—the difference between 
local and national rates in the past 
has been ridiculous. We felt we 
were being discriminated against. 
The argument in the past always 
has been that the local merchant 
could not use the outstate circu- 
lation, but the truth is that the 
department stores make good use 
| of this circulation. 

“We are very much in accord 
| with the Wilmington plan, and we 
| hope other papers will pick it up, 
although so far there is no indica- 
tion that the News and Journal 
|are trying to sell the idea.” + 


Ogilvy’s McCaffrey 
Calls Wilmington 
‘Setup ‘Electrifying’ 


| Rye, N.Y., June 8—A senior vp 
| of the agency that helped Shell Oil 
Co. launch its massive all-news- 
paper push under a fee system to- 
day tacked his approval on the 
single-rate plan of the News and 
| Journal, Wilmington, Del. 

James J. McCaffrey, of Ogilvy, 
Benson & Mather, made his re- 
marks before a workshop on plan- 
ning and controlling profitable ad- 
vertising, staged here by the Assn. 
of National Advertisers. 

Terming the Wilmington plan 
“rather electrifying news,” Mr. 
McCaffrey said the Wilmington 
issue was “of great interest. 

“For years the advertiser and 
the agency have bellyached about 
the national-local rate differential. 
Why, we have asked, does the re- 
tailer get the break? The real an- 
swer, of course, has been that the 
business just grew that way. 


® “Now a publisher has seen fit to 
turn this around and put us on an 
equal basis. I, for one, like it very 
much, despite predictions of gloom 
from some agency quarters. 

“It promises to cause the re- 
evaluation of a great many cooper- 
ative advertising plans—and I like 
that. It at least indicates that 
something is stirring in the direc- 
tion of stopping the ridiculous 
practice of the national advertiser 
paying first-class fare and riding 
steerage—and I like that,” Mr. 
McCaffrey said. 

“And if a widespread adoption 
of this thesis comes to pass—as I 
hope it will—and if this forces a 
broad re-evaluation of the present 
agency system, I'll like that, too.” 


® Turning to another area, Mr. 
McCaffrey said that “another tool 
which the agency’s media opera- 
tion can use in getting 100¢ of the 
dollar for the advertiser is by 
verification that advertising was 
properly exposed to your market— 
just as you ordered it. 

“The problem in print has never 
been a great one. The agencies, 
together with the Advertising 
Checking Bureau, have always 
been able to verify to your satis- 
faction that you got what you paid 
for. And if you didn’t, steps were 
taken to correct the matter. 

“The broadcast industry,” said 
Mr. McCaffrey, “has been a horse 
of a different color. And yet here, 
too, progress is being made,” he 
added, then singled out the agree- 
ment between Young & Rubicam 
and Broadcast Advertisers Re- 
ports for a new system of verifying 
the proper handling of copy (AA, 
June 5). 

“While not totally foolproof, the 
Y&R method promises to elimin- 
ate a great many of the vicissi- 
tudes and much of the actual 
cheating in the handling of local 
tv spots. It’s undoubtedly a costly 
operation, and many of us will 
wait and see whether it works 
before taking the plunge our- 
selves.” # 
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COPYRIGHT FAWCETT PUBLICATIONS, INC., 1961 


MORAL: Publish a useful, realistically edited woman's magazine, and more and more women will take the trouble to go out to buy it. 


Womans Day = 


Womans Day 


IS {he 
lastest 
OrOWInY 

Magazine 


in {he 
WOMallS 


Service 
Hialtl 


Circulation Growth June '58—December '60 


WOMAN'S DAY 2,345,270 
McCALL’S 1,210,312 
LADIES’ HOME JOURNAL 855,016 
GOOD HOUSEKEEPING 593,273 


OURCE A.B.C 
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Now...-Authoritative proof 


Facts from the Nielsen Media Service: 


The American Weekly is read in more adult homes per 
copy than any syndicated Sunday supplement checked! 


The American Weekly’s reach is 21.6% greater 
than its circulation 


adult homes per 100 copies* 


American Weekly ............ 122 
Supplement B............... 106 
Supplement C.............4 107 


American Weekly reaches further 


The Nielsen Study of magazines and Sunday supplements, re- 
cently released, has electrified the entire advertising profession. 
These findings clearly show that all Sunday supplements are 
not alike, indeed that there is a vast difference in advertising 
value. This indicates a difference in product, in editorial vision 
and vitality...a difference in responsiveness and in extension 
of influence. 


*Based on ABC circulations in effect at time study was made. Source: nee 
Nielsen Media Service—July-December, 1960. | nc 


“American Weekly 
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mF acts from an analysis of one million reader responses: 


a7The American Weekly’s active life extends weeks 
mand months after date of issue! 


35% to 50% of the one million American Weekly One million is a substantial number to base a finding on. The 
reader responses came in two weeks to three subjects varied, including contest entries, ballots for holiday 

imonths after issue date changes, diet inquiries and dollar bills for President Kennedy’s 
portrait. The pattern of long pull was constant. The variance 
As additional evidence supporting the Nielsen findings, analysis | WS in degree only. 


of one million of the more than 1’2 million reader responses 
to American Weekly articles during the past 16 months has been For more complete information on the Nielsen Media Service 


made. This analysis reveals a quality of The American Weekly | Report and the One Million Reader Response Analysis, call 
not generally credited to Sunday magazines—length of active life! | your American Weekly representative. 


. BEST READ SUNDAY MAGAZINE ...cna tre most resultful 
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The Editorial Viewpoint... 


The Wilmington Case 


The most surprising reaction to the action taken by the Wilmington 
newspapers in eliminating the rate differential between retail and 
national, and in agreeing to accept copy from national advertisers at 
the net non-commissionable rate, is the lack of reaction. 

In the normal course of events, advertisers might be expected to 
cheer the decision, because they have wanted equalization of rates, 
and the right to buy direct at net rates, for a long time. And, on the 
whole, advertisers did express favorable opinions of the action. 

But we would have expected agencies in particular, and perhaps 
other media owners, to react most violently to this serious breach 
in the commission dike. Thus far they have not done so, and their 
failure to react indicates the surprisingly widespread privately held 
belief of agencies that the days of the commission system are num- 
bered. Most agency men have not wanted to be quoted. In private 
conversations, the reaction has almost universally been mild—a 
shrug of the shoulders, a guess that the action marks another nail 
in the coffin of the commission system, and even an occasional indi- 
cation that agencies will welcome the “more professional” notion of 
fees replacing commissions. 

It is natural that agencies should look with favor on the emergence 
of a fee system for the creation and placing of advertising, if once 
they are assured that nothing in the system will jeopardize their own 
place in the advertising structure. But up to now, the assumption 
has been that the granting of net rates, so that advertisers could buy 
direct without having to pay an agency commission, would seriously 
weaken the over-all position of advertising agencies. 

On the basis of original reactions to the Wilmington move, it is 
extremely interesting to note that position has changed. Neither ad- 
vertisers nor agencies now seem to feel that net rates—allowing the 
by-passing of agencies by those who desire to do so—will make any 
great difference in the structure of the business. In a sense, this is a 
rather unusual indication that advertising agencies have now firmly 
established their essential functions, without regard to the manner 
in which they are paid. 

One might almost say that advertising agencies have finally 
emerged from the brokerage state. Every sensible advertiser now rec- 
ognizes that they perform essential services, that these services cost 
money no matter who does them, and that the independent agency 
normally does them better and more cheaply, in the long run, than 
those agency operations tied to a single advertiser. No smart adver- 
tiser uses agency service because “it doesn’t cost anything.” 

So net rates, with agencies working on fees, might very well cause 
less displacement in the advertising business than many people have 
heretofore supposed. But it could be a serious mistake to make such 
an important change in the traditional structure of the advertising 
business without the most careful consideration and discussion. 

National advertisers almost universally favor elimination of rate 
differentials between local and national copy, and so do a good many 
media people. The differential is annoying, it is complex, it is in- 
creasingly difficult to administer equitably, and it diverts an un- 
conscionable amount of national advertising into co-op channels, 
where all too frequently the funds end up as price concessions to 
dealers rather than as advertising. 

One way to reduce or eliminate the differential is to follow the 
Wilmington course—that is, to eliminate the agency commission on 
national business. But an equally effective way would be to raise the 
local rate by making local advertising, as well as national advertising, 
subject to agency commission. 

It would be relatively simple to take care of the giant retailers in 
any market who provide an agency service on their own copy, by 
making their “agency” operations commissionable. But beyond this, 
making local advertising subject to agency commissions would bring 
agencies more effectively into the local advertising picture in all me- 
dia—and might result in substantial benefits to all advertising by 
sharply raising the effectiveness of the advertising of smaller retail- 
ers. 

Before we change the whole advertising structure by setting net 
rates for national advertisers, it would surely be worth while to ex- 
plore the opposite course—of making all advertising, local and na- 
tional, equally commissionable to agencies. 


An Approach to the Public 


Harry McMahan, ADVERTISING AcE columnist, advanced an un- 
usual suggestion for telling advertising’s story to women’s clubs, civic 
groups, etc., before the Advertising Federation meeting last week. 

What he suggests is that a presentation of how our economy works, 
and how advertising affects our economic and social well being, be 
put together. To illustrate this basic story of advertising’s functions, 
he would use eight or ten well-known commercials as the visual part 
of his text. But his script would tell the story of all advertising and 
all advertising media. 

He’d like to see four national advertising groups get together to 
support it. So would we. And that’s one reason we'd like to see an 
over-all strategy board in the business, to which proposals like this 
might be taken, and passed along to individual associations. 


Robert C. Bailey, Southard Co., Columbus, 0. 
“When that account left, we consolidated our copy, art and produc- 
tion departments and he’s done a great job.” 


What They're Saying... 


Creativity at the Top 
| The creative management man 
‘is never short of self-confidence. 
| Once committed to an idea, he will 
|go to the limit, because he trusts 
his own judgment. The creative 
management man is a great seeker 
after facts. The creative manage- 
ment man attracts creative people 
the way honey attracts flies. I have 
noticed that a truly creative man 
will work happily for an unrea- 
sonable and eccentric creative ty- 
rant, and be miserably unhappy 
while working for an amiable and 
and no-talent stuffed shirt. 

What can we who serve industry 
do to encourage creativity in man- 
agement? There are innumerable 
able men in management who be- 
cause of their training or back- 
| ground or lack of opportunity have 
never really tried to think in new 


creative talents they may have un- 
knowingly possessed. This _ pro- 
vides us who work with manage- 
ment people an important oppor- 
tunity. Because we see creativity 
at work in various businesses, we 
are in a position to encourage and 
help develop talent, ideas and 
creativity. However, I must warn 
you in such cases—be sure the guy 
you are helping thinks that most 
of the ideas that develop are “his” 
ideas. You may otherwise incur his 
undying enmity... 

Creative management is an in- 
dispensable ingredient for business 
and economic improvement, and 
we should not overlook one area 
which above all others is in need 
of the ultimate in creative man- 
agement—ourselves. 


From a talk by Walter Guild, presi- 
dent of Guild, Bascom & Bonfigli, to 
the Los Angeles chapter of the Amer- 


| terms—have never exercised what ican Marketing Assn. 
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Rough Proofs 


Jacqueline Kennedy’s reported 
interest in Parisian fashions may 
have been merely a delicate trib- 
ute to her host in la belle France, 
Gen. Charles de Gaulle. 


Daniel J. Murphy of the FTC 
Says agencies must share the blame 
with advertisers for violations of 
| the rules and regulations. 

Quite a few agency men have 
| already found this out the hard 
way. 


There seems to be little doubt 
| as to which is our national sport, 
now that so many leading golf pros 
are using and teaching the base- 
| ball grip. 
e 

Harriet Van Horne is quoted by 
the Post as saying that television 
makes her tired. 

But she continues to spend most 
of her waking hours looking at tv 
and writing about it. 


nated a “blue sky”’ plan for stimu- 
lating creative thinking, insists 
| that this is not to be confused with 
brainstorming. 

Who rang the bell on that un- 
inhibited community funfest, any- 
way? 


| 
| Fulton, Morrissey, which origi- 
} 


Admiral took 2,000 of its dealers 
to Las Vegas for fun and business, 
including the signing of $20,000,- 
000 worth of orders. 

How do you get dealers who are 
taking in the shows on the strip 
to keep their minds on their work? 


In view of the huge investments 
airlines are having to make in new 
equipment these days, it was small 
wonder United was glad to add 
Capital to its resources. 


Ed Murrow’s references to the 
advertising expenditures of “one 
soap company” in comparison with 
those of the USIA seemed more 
than ungracious, in view of the 
contributions that company made 
to his salary as an employe of a 
network. 


Booth Newspapers Inc. came up 
with a refreshingly candid head- 
line over one of its promotion ads, 
“A clear, almost unbiased study of 
newspaper coverages in Michigan 
now.” 

« 


Joyce Davidson, who appears on 
|“PM East,” is described as “a 
beautiful Canadian blonde” who is 
“smarter and sharper than any 
woman has a right to be.” 
Or any need to be? 


Business Week reports turning 
down a subscription offered by a 
| locomotive engineer, an action that 
appears to flout manifest destiny, 
in view of the fact that John Hill, 
one of the company founders, was 
himself a locomotive engineer. 


The Advertising Federation of 
America chose as its new board 
chairman the man from Cunning- 
ham & Walsh—Jack Cunningham, 
himself. 

Copy Cus. 
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a 61 PERCENT 
OF DELAWARE VALLEY’S 


FURNITURE AND APPLIANCE 
SALES ARE MADE 
IN THE SUBURBS 


The Philadelphia AMnguirer delivers your advertising to 27% more 
suburban women readers than does any other Philadelphia newspaper. 


is 
Ly 


Sources: Sales Management Survey of Buying Power; Continuing Study of Adult Newspaper Readership by Sindlinger & Company, Inc. based on over 70,000 interviews, 1957-60. (Summary of 1960 study available on request.) 
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. LUBBOCK AVALANCHE -JOURNAL 


METROPOLITAN LUBBOCK 
SECOND IN THE NATION IN 
RETAIL SALES... 
$5,770 PER HOUSEHOLD! 
40% ABOVE U.S.AVERAGE !... 


UNAPPROACHED BY ANY CITY OF COMPARABLE SIZE 


The only medium that delivers 68% coverage of the entire 19-county, rich, 
bustling Lubbock Market! 


epresented Nationally by TEXAS DAILY PRESS LEAGUE, INC. 


Civil War Tie-in Ad Guide 
Published by Committee 

The committee on advertising of 
the Civil War Centennial Commis- 
sion has issued a booklet, “Aids for 
Advertisers,” to help agencies and 
advertisers produce Civil War tie- 
in advertising without pitfalls in- 
herent in historical advertising. 
Requests for the booklet and ques- 
tions about advertising connected 
with centennial events should be 
addressed to Kermit V. Sloan, Cur- 
tis Publishing Co., Independence 
Sq., Philadelphia 5, the committee’s 
| chairman. 


Advertising Age, June 12, 1961 
Great National Lite’s Ads Urge Fiscal, 
as Well as Physical, Fitness Checkups 


DaLtas, June 6—The importance 
of regular checkups, both physical 
and financial, was the keynote of 
a special advertising campaign by 
the Great National Life Insurance | American breadwinner’s behavior 
Co., Dallas. | when, as statistics show, an over- 

Carl C. Weichsel, president, said | whelming ma jority of persons 
that few things are more important | dying leave no will—though a 
|to the average American than an | simple will costs about the same 
orderly and well managed program | aS a good pair of shoes. 
|of personal and family finance.| The “Family Affairs Check-Up” 


as much as this one,” he said. 
The co-founder of the 33-year- 

old insurance company observed 

that it is a sad commentary on the 


“Yet few obligations are neglected | theme was used in 12 major Texas 


THE PROSPER 


He reads the morning Herald or the evening Traveler . . . gives these papers their circulation lead in the “Upper 2/3” —the most- 
buying, most-having cities and towns in the Boston Standard Metropolitan Area. His home sells for 38% more* . . . he buys more for 
his house and for better living at home. Advertisers know this. That's why the Herald-Traveler leads in Total Display advertising 
linage by 2,389,419 lines over the Globe, 16,984,679 over the Record-American. For the full Upper 2/3 story, write or call us direct, 


or contact our representatives. 


*38% more than Globe cities and towns, 52% more than Record-American cities and towns 


MORNING EVENING 
a 


BOSTON'S HOME-DELIVERED NEWSPAPERS 


Represented nationally by Sawyer-Ferguson-Walker 


BOSTONIAN 


| markets in May, with a 14” three- 
column ad in newspapers each 


> 


This Country is GREAT 
Because its Family Life is GREAT 


a , 
Look at the Birdie! 


\ 


&™ PHYSICAL 
&™ FINANCIAL 


vet Your 
« 
i 


N 


Call Your GNL Man 


LUBBOCK AGENCY 
2508 broadway PO 2.8745 
Charies Alexander Manager 


GREAT NATIONAL 


LIFE INSURANCE COMPANY 


Founded 1928 me Office, Dallas 


ADVICE—This newspaper ad by 

Great National Life Insurance Co., 

Dallas, urges readers to get a fam- 
ily affairs checkup. 


week, 150 24-sheet posters, quar- 
ter-pages in Dallas Magazine, In- 
surance Graphic and Insurance 
Record, and direct mail to physi- 
cians, attorneys, bankers and 
accountants. 


® A four-page folder, enabling 
the breadwinner to list his assets 
and liabilities and to keep a con- 
tinuing record for four years, was 
distributed free to the public. 

Crook Advertising Agency, Dal- 
as, is the agency. + 


Newspaper Enterprise, 
Nyburg Offer New Ad Service 

Newspaper Enterprise Assn., 
Cleveland, and Nyburg Advertis- 
ing, Cleveland, have launched a 
|new service, Plan-Packaged Pro- 
motions, for shopping centers. The 
program offers shopping centers an 
exclusive, professionally produced 
year-round series of 12 advertis- 
ing “shoppers,” complete and ready 
for printing except for actual mer- 
chants’ ads. Pre-printed tabloid 
dummies are furnished for all sec- 
tions. 

All mats necessary to print the 
tabloids are furnished, except for 
actual merchandise illustrations. 
Additional information may be ob- 
tained from Edward R. Kennedy, 
|Newspaper Enterprise Assn., 1200 
|W. Third St., Cleveland. 


Grey Appoints Two 


Melvin A. Singer, an account 
executive at Grey Advertising 
Agency, New York, has been 


elected a vp. Richard Walken, pre- 
viously with Benton & Bowles, 
has joined Grey’s media depart- 
ment. 
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MORE THAN 5,785,000 READERS 
IN THE 16 SOUTHERN STATES 


The rural route South is your direct route to more mileage for In fact, The Progressive Farmer adds 47% more than the other 


your automotive advertising dollar. When you add The Progressive four magazines combined at less than one-third the cost! Ask The 
Farmer to your media list, you add 1,411,000 subscribers who own _ Progressive Farmer to send you data on auto-owner readership of 
3,351,000 automobiles, trucks and tractors in a market that is vir- 34 different combinations of magazines...or new-car-buyer read- 


tually inaccessible through urban magazines. ership of 47 different combinations of magazines. You'll quickly 3 
discover that your advertising in The Progressive Farmer is your be, 
Unduplicated Auto-Owner Readership low-cost route to new prospects you have been missing. 


Urban magazines do not adequately serve rural families in the 
16 Southern states. The Progressive Farmer fills this major gap in 
coverage with concentrated local influence, special interest appeal 
and dynamic selling power. Whatever you have to sell— your best 
route South is the rural route through The Progressive Farmer. 
You reach 1,411,000 subscribers...more than 5,785,000 readers, 
tion of U. S. News, Holiday, New Yorker and Sports Illustrated.* most of them virtually exclusive to The Progressive Farmer. 


*Starch tabulations from 1960 Consumer Magazine Report. 


The South Subscribes to The PROGRESSIVE FARMER 


Advertising Offices: BIRMINGHAM + RALEIGH + MEMPHIS + DALLAS + NEW YORK + CHICAGO + LOS ANGELES + SAN FRANCISCO a 


Among automobile owners alone, The Progressive Farmer adds 
many thousand unduplicated readers at extremely low cost. For 
example, if your list includes Reader’s Digest, Life, Saturday Eve- 
ning Post, Look, Time and Newsweek—The Progressive Farmer 
will add more unduplicated automobile owners than a combina- 
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WHY CRYSTAL GAZE ? 


? 
Proce 


Some people look into crystals to tell the future, but 
one man looked into a crystal and built the future. His 
contribution: the use of crystals in radio. 

Today the further use of crystals is revolitionising con- 
cepts in radio, hi-fi, and television, and the electric 
Circuits being used in airplanes, computers, missiles. The 
scientists who study them are called solid-state physi- 
cists, and they include hundreds of members of the 
Institute of Radio Engineers, working in many lands, 
pooling their skill and knowledge for the betterment 
of man. 

IRE is proud to honor two Japanese scientists for their 
Outstanding contributions. To Leo Esaki, consultant at 
IBM Research Lab., Poughkeepsie, goes the 1961 
Morris N. Liebmann Award for Important contributions 


edings of the IRE 


to the theory and technology of solid state devices; to 
Eiichi Goto, of Tokyo University, the Browder J. 
Thompson Award for a brilliant technical paper on 
“The Parametron, a Digital Computing Element." 

The researches and findings of scientists like Mr. Esaki 
and Mr. Goto are published each month in Proceedings 
of the IRE, so that they become a part of our national 
pool of knowledge. Every electronics firm that adver- 
tises in Proceedings becomes a partner in this grect 
enterprise. 


Adv. Dept., 72 West 45th Street, New York 36.. MUrray Hill 2-6606 


Fishing for sales? 

Your chances are good, when 
you cast your messages 

out over KOIN-TV ... the 
station that catches the widest 
daily audience in Portland, 
and 32 surrounding Oregon 
and Washington counties. 
KOIN-TV consistently offers 
the line of programming 
Northwest people prefer, 

a strategy that reels in 
response for you. The latest 
Nielsen proves the 
truthfulness of our tale.* 


OIN tv 


PERSUADES 
PEOPLE 

IN 
PORTLAND 


© aweys More Total Homes, More 
Coverage ...7 of every 10 homes 
in Portland and 32 surrounding 
counties. 


KOIN-TV —Chonnei 6, Portland, Oregon 
One of America’s great influence stations. 
Now Represented Nationally by 
HARRINGTON, RIGHTER & PARSONS, INC. 


Advertising Age, June 12, 1961 


Getting Personal 


Roger W. Bolz, publisher and editorial director of Automation. has 
been tapped for the U.S. Department of Labor’s advisory committee 
on automation and manpower . . . Newest admiral in North Caro- 
lina’s navy is Earle J. Gluck, 
pr director of WSOC-TV, 
Charlotte. He was named for 
his efforts in organizing a 
statewide drive to save the 
battleship North Carolina from 
the scrap heap. Now the ship 
will serve as a museum at per- 
manent berth in Wilmington 
... Pete Storer has donated a 
Storer Broadcasting Corp. sil- 
ver cup—four feet tall—to the 
Radio & Television Executives 
Society, to be given annually 
to the best golfer at RTES’ 
fun-day ... More than 100 ad, 
publishing and pr people con- 
tributed upwards of $150,000 
to honor the memory of agen- 
cy man Jack Tarcher for his 
“devotion to best interests of 
the industry and welfare of his 
fellow men.” Contributions 
were made at a United Jewish 
Appeal dinner at New York’s 
Plaza Hotel... 

George Mitchell of the Chi- 
cago Tribune’s eastern ad of- 
fice, is recuperating from an operation at St. Luke’s Hospital, New 
York .. . Bill Maher of AA’s New York sales staff is passing out 
cigars on the birth of his third daughter, Sheila Anne... Jack Kap- 
lan, director of public affairs at WQXI, Atlanta, is a bridegroom. 
He’s honeymooning in Miami with the former Pearl Capelouto .. . 
Pete Scott, tv sales staffer with Katz Agency in New York, is a first- 
time pop. The newcomer’s name is Charlotte Elizabeth .. . 

Brand X, 19’ Rhodes sloop, finished in first place May 20 in the 
season-opening Yacht Racing Assn. competition at Beach Point yacht 
club, Mamoroneck, N.Y. Brand X was skippered by its owner, ad- 
man Norman D. Waters, head of Norman D. Waters & Associates, 
division of Friend-Reiss Advertising, New York .. . 


RESEARCHER AT PLAY—The contrap- 
tion shown here is an automatic 
sailboat, being piloted on Keystone 
Lake near Tampa, Fla., by its in- 
ventor and builder, Alfred Politz 
of Alfred Politz Research, New 
York. He reports that the boat is 
“completely automatic.” The sails 
are made of Mylar.... 


BIDDING ADIEU—Burt Lowe (right), who officially retired in March as 
vp of Reinhold Publishing Corp. and publisher of Chemical Engi- 
neering Catalog and Chemical Materials Catalog, was feted at a 
post-retirement luncheon May 19 and given an engraved silver tray 
in recognition of his 35 years’ service. Making the presentation was 
82-year-old Board Chairman Ralph Reinhold, who returned to New 
York from his winter home in Arizona to join in the farewell fes- 
tivities. 


Floyd Stone, copy chief at New York’s Robert Louis Johns agency, 
and Muriel Stone, print media supervisor for Kastor, Hilton, Chesley 
& Clifford, have a second son, Gregory William, born May 23... 

Distinguished alums: The Centre College alumni club of Louisville 
gave its annual distinguished alumnus award to Lisle Baker Jr., vp 
and general manager of the Courier-Journal and Louisville Times 
Co. Ray Mithun, board chairman of Campbell-Mithun, Minneapolis, 
received the University of Minnesota’s outstandng achievement 
award. And University of Chicago alumnus C. E. McKittrick, as- 
sistant to the publisher of the Chicago Tribune, was cited recently 
for public service by his alma mater... 

Arthur C. Nielsen Sr., founder and board chairman of A. C. Niel- 
sen, Chicago, has been appointed Knight of the Order of Dannebrog 
by the King of Denmark “in appreciation of his contribution to 
strengthening Scandinavian-American cultural relations.” The honor 
stems from the Rasmus Nielsen scholarships for Scandinavian stu- 
dents which Nielsen established as a memorial to his father, a native 
of Denmark... 

A birth announcement in news story form headlined, “Kennedy 
Approves New Grant,” told of the arrival of their first son, Bill, to 
Mary Lou and William Grant, parents of four daughters. Bill Sr. is 
a vp of William Jenkins Advertising, Philadelphia .. . 
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own 9 LOCKS and BONDS 


Or (putting it in other numbers) the National 
Geographic audience now includes nearly 1,700,000 
households within the U. S. and Canada that own 
various types of stocks and bonds. This is only one 
among hundreds of facts about Geographic fami- 
lies determined by our latest readership study.* 


What’s more, about 30% of all Geographic house- 
holds say they purchased corporate securities in 
the past 12 months. Over 1 in 5 are participants 
in some monthly investment plan. 


These are high-income people. Their annual earn- 


=y 
an 


ings average $12,108 — and 41% make $10,000- 
upwards a year. Here’s how they invest part of 
this money: 1,169,000 own U. S. Savings Bonds; 
190,000 hold corporate bonds or debentures; 
1,151,000 have common or preferred stocks; 
356,000 are mutual fund shareowners. 


Geographic families also invest a remarkably gen- 
erous amount in goods and services they want — 
and can afford. Scores of satisfied advertisers 
(some of whom have been using this magazine's 
pages for over 50 years) can testify to that. For 
the Geographic audience — today totalling over 
2,500,000 unusual families — is a superlative ad- 
vertising investment itself. 


TIONAL GEOGRAPHIC 


Washington 6, D. C. 


*These findings are recorded ina series of reports, “Measure of 
a Major Magazine”. They probably include information perti- 
nent to your particular business. 
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‘Most Beginners Start with Clever Ads’... 


Leo Rosenberg, Man with Golden 
Ad Touch, Retires from FC&B 


He Handled Clients 
That Clicked: Toni, 
Paper-Mate, Clairol 


New York, June 6—The 35-year 
agency career of Leo H. Rosenberg, 
who supervised a flock of Foote, 
Cone & Belding accounts that 
soared to sales success, ended last 
week. 

Mr. Rosen- 
berg retired as 
a vp of the 
agency to em- 
bark on a ca- 
reer as a con- 
sultant. 

At FC&B he 
supervised such 
successful ac- 
counts as Toni, 
Paper- Mate, In- 
ternational La- 
tex and Clairol. 
Probably the most famous was 
Toni, which rocketed from no- 
where to a multi-million-dollar 
company in a startlingly brief span 
to become a classic and almost 
unique success story. All four ac- 
counts increased their positions so 
greatly while with FC&B that they 
were purchased by prominent com- 
panies for prices aggregating more 
than $60,000,000. 

In addition to normal advertising 
functions, Mr. Rosenberg served as 
consultant on marketing, pricing, 
research and packaging. During 
the past five years he supervised 
the Clairol account as it rose to a 
dominant position in the hair col- 
oring field. 


Leo H. Rosenberg 


@ One of Leo Rosenberg’s various 
distinctions is that he was em- 
ployed by four advertising agencies 
in 35 years without ever changing 
his job. He joined the Chicago of- 
fice of the Thomas F. Logan agen- 
cy in 1925, and the following year 
it was combined with Lord & 
Thomas to become Lord & Thomas 
& Logan. Several years later, after 
Mr. Logan died, the agency name 
reverted to Lord & Thomas. Then, 
when Albert Lasker retired in 1943, 
the agency became Foote, Cone & 
Belding. 

Asked by ADVERTISING AGE last 
week for his impressions of the ad- 
vertising business, Mr. Rosenberg 
commented: 

“The most remarkable impres- 
sion that a person has after spend- 
ing 35 years in advertising is how 
little change there has been in ad- 
vertising philosophy. During this 
time there have been vogues of 
long copy with small illustration, 
large illustrations with short copy, 
a time when almost everyone used 
beautiful color paintings by Nor- 
man Rockwell, Sundblom, Lude- 
kens and others; a time like now 
when action photography takes 


DIE ERSTE* 


In any language, 

The Cedar Rapids Gazette 
is. lowa’s Ist newspaper 
in total advertising 
linage and provides 

95% coverage of lowa's 
2nd largest market. 


Represented by 
Allen-Klapp Co. 


*DIE ERSTE means First in German 


) over.” 

Other surface changes, he re- 
called, included the advent of ra- 
dio, the rise of comics and supple- 
ments “with offers and contests 
that attracted millions of respond- 
ents” and now television, which 
“subjects a captive audience to a 
perpetual din of entreaties to try 
this or try that.” But he maintained 
that through all this there has been 
little change in the ingredients that 
make for successful advertising. 


e “Even 35 years ago,” he said, 
“we believed in the philosophy of 
discovering the news in the prod- 
uct and playing it up—sticking to 
the story even if we or the client 
tired of it. 


“We were cautioned to beware of |election returns in the Truman- 


the clever ad—most beginners start Dewey upset of 1948, 


with clever ads. Those who stay in 
advertising and succeed do so by 
learning that mere cleverness is a 
costly folly. 

“Then as now, we created ad- 


_vertising to sell goods and make a 


profit.” 

Thus plus ca change, plus c’est la 
meme chose—that cryptic French 
saying to the effect that the more 
things change, the more everything 
remains the same—probably best 
sums up Mr. Rosenberg’s impres- 
sions of the ad business. 


# What many of his friends don’t 
know about this quiet, soft-spoken 
man is that he once was a radio 
announcer and was, in fact, a pi- 
oneer in radio. He was the world’s 
first announcer on a scheduled ra- 
dio broadcast (he announced the 
Harding-Cox election returns from 
KDKA, East Pittsburgh, on Nov. 
2, 1920). Appropriately enough, 
when NBC put on its first televised 


it had Leo 
Rosenberg in the cast. 

Almost invariably calm, pleas- 
ant and seemingly unruffled, Leo 
|Rosenberg is hardly the prototype 


| 


of “the agency man”: he is not | 
likely ever to win a nod from a. 


|Hollywood casting director about 
to film a movie on the flashy, grey 
flannel set. He makes no speeches, 
or ringing pronouncements for pos- 
terity. He generally has shunned 
personal publicity, and “Don’t 
quote me on that” has been heard 
from his lips by more than one 
disappointed reporter. 

Graduated from Chicago’s Ar- 
mour Institute with a B.S. in elec- 
trical engineering, Mr. Rosenberg 


nevertheless had a yen for writing | 


and selling—and landed his first 
job as a subscription salesman for 
McGraw-Hill in the Southwest. He 
did so well, McGraw-Hill trans- 
ferred him to New York as assist- 
ant engineering editor of Electrical 
World and Electrical Merchandis- 
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|ing. After service in World War I, 
he went to Westinghouse in charge 
of trade paper publicity, and short- 
ly was made manager of Westing- 
house’s KDKA, a post he held four 
years. He also opened KYW in Chi- 
cago, before entering the agency 
business. In the past 15 years he 
concentrated on cosmetics and drug 
accounts. # 


Peters, Griffin Names Three 
Peters, Griffin, Woodward, New 
York, radio-tv station representa- 
tive, has named Robert H. Graf, 
formerly with Select Station Rep- 
resentatives; John J. Goshen, pre- 
viously with WCBS-TV, New 
| York; and Roy W. Hall, formerly 
with CBS-TV, to its tv sales staff. 


CBS Animations Formed 

CBS Films, New York, tv film 
distributor, has established a new 
operating unit, CBS Animations, 
for the production of animated 
commercials and half-hour tv 


Now! A clear cut 
image emerges of 
the real reader of 


TODAY'S HEALTH 


*Married Woman 
*34-44 Years Old 


Today’s Health reaches her effectively through proved 


New Research answers media buyers’ own questions. 
The complete analysis reveals a valuable readership, 
dominated by healthy, active, able-to-buy home- 
makers. Most importantly, this research shows that 
Today’s Health exerts a unique influencing force on 


this desirable marketing target. 


This activating force is Persuasion Power! It’s 
produced by the documented fact that advertising 


in Today’s. Health 


over, and above all (3) believed and trusted. Then 
add low cost per thousand and an exclusive bonus 
reception-room circulation in the millions. You'll 
agree Today’s Health can be a potent.addition to 
your print media schedule. See all the documenta- 
tion before you make your next recommendation. 
Call today for complete information. 


is (1) read, (2) read over and 


“> Unequaled ability to move people to 
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Same Ad, Intelligently Done, Can 
Sell to Both Whites, Negroes: Bullock 


Houston, Tex., June 6—It’s more 
expensive, and unnecessary, to de- 
vise special advertising or illus- 
trations to reach the Negro market, 
H. A. Bullock, a professor at Tex- 
as Southern University, says. He 
advocates use of illustrations with 
a “common denominator,” without 
alienating consumers either white 
or Negro. 

Writing in the Harvard Business 
Review for May and June (with a 
subsequent instalment to come in 
the July-August issue), Dr. Bul- 
lock criticizes ads which use a 
white model in the illustration in 
Life and a Negro model in Ebony: 
“Tt’s too darn expensive; and, it 
alienates both races.” 


# Advertisers can appeal with one- 
17,000,000 


track advertising to 


*Enjoys good health 
*Lives in Urban Area 


Whaley-Simpson Co. 
700 Montgomery Bldg. 
San Francisco 11, California 
SUtter 1-4583 


Negroes—which his research in- 
dicates is a $17 billion market— 
without at the same time alienat- 
ing millions of white people, Dr. 
Bullock writes. “The advertiser 
can render his copy so unstruc- 
tured that the consumer can read 
into it his own needs. 


s “For instance, if you see a large 
billboard which advertises travel 
and see natives carrying baskets of 
fruit, and show Europeans—a wide 
variety of colors and races—the 
consumer will pull into view the 
parts of the picture with which he 
needs to be identified.” 

An Equitable Life Assurance 
Society ad in Life showed two 
hands that met—-one putting a ring 


on the other, he said. During Mr.|had the ad shown—with the mes- | and Negroes, and none noticed that | 
Bullock’s research, he reported, he sage eliminated—to both whites both hands were white. “Everyone 


*Housewife na ether 
*Growing children 


Published by 


Gibson Adams Rogers Cowhey 
COMING TO GripS—William P. Rogers, general counsel for Newsweek, 
who seems to know all about it, demonstrates a golf grip for Tom 
Adams, president of Campbell-Ewald, Detroit; James Cowhey, vp of 
D’Arcy Advertising, Cleveland; and C. C. Gibson, vp of Goodyear. 
The foursome took part in Newsweek’s Rubber City invitational golf 
match in Akron. 
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thought it was a beautiful picture,” 
Mr. Bullock reported. “People don’t 
identify race by hands—they iden- 
tify by faces. This shows that race 
can be taken out of an ad and it 
will still be very effective.” 

On the other hand, he reported, 
a tire shop ad which shows both 
whites and Negroes at work is 
showing the natural setting, and 
is accepted by both races. “If you 
went into the shop, that is exactly 
what you would see. Why try to 
change it when you show it on 
television?” he asked 


® Similarly, “Negroes wouldn't 
get sore at scenes in dressing 
rooms showing white baseball 
players—but they want to see 
Willie Mays, too. This wouldn't 
antagonize the white audience ei- 
ther, because it is recognized that 
some of our best baseball players 
are Negroes,” he said. 

“The seller can deviate further 
from the norm in fields where the 
whites expect Negroes to be 
achievers—in entertainment, sports 
and music,” he said. Problems 
arise, he wrote, only when the 
advertiser goes too far—in either 
direction. 

Use of cartoons, of animals, and 
of sun-tanned models rather than 
pale skinned ones, all are helpful 
in desegregating advertising, and 
in helping the advertiser reach 
both white and Negro audiences 
with the same ad, instead of hav- 
ing to produce and pay for two 
versions or two different ads, Mr. 
Bullock wrote. 

Mr. Bullock is professor of soci- 
ology and director of graduate re- 
search at Texas Southern Univer- 
sity, a state university in Houston 
whose student body is almost en- 
tirely Negro. The articles in 
Harvard Business Review are 
based on a series of 13 lectures he 
delivered in New York in 1957 be- 
fore advertising groups. + 


Walter Kidde Boosts Young 
Truman Young, formerly ad and 
sales promotion manager, has been 
named to the new title of director 
of advertising and public relations 
of Walter Kidde & Co., Belleville, 
N. J. He will also be responsible 
for Kidde’s Canadian subsidiary. 


KATO, WTSA Join NBC Radio 
KATO, new station in Safford, 
Ariz., has affiliated with NBC 
Radio. WTSA, Brattleboro, Vt., 
formerly an independent, also has 
affiliated with NBC Radio. 


HARRINGTON, RIGHTER & PARSONS, INC. 
national representatives 
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ANY 
INDIAN 
IN FARGO? 


Only 7 Indians left, but there’s 
plenty of wampum.. . nearly 
$200 million Effective Buying 
Income in the Fargo-Moorhead 
Standard Metro Area, where you 
get 99% coverage with 


THE FARGO FORUM ..: 


, | eet Ng 
S = production 


deadlines 


O’Mealia Outdoor Names 
Nokes President in N. Y. 
Thomas J. Nokes Jr., 
O’Mealia Outdoor Advertising 
Corp., Jersey City, N. J., has been 
named president of O’Mealia Out- 


exec vp of 


door Advertising Co., New York. 
Mr. Nokes, who will continue in 
is old position, was promoted 


following O’Mealia’s acquisition of 
General Outdoor Advertising’s 
painted bulletin facilities in New 
York City, and Westchester, Rock- 
land and Fairfield counties. 

Hugh McLaughlin, New Jersey 
Operation manager, has been 


named a vp and manager of the 
New York branch. William J. Treg- 
anowen, formerly national sales 
manager, has been named a vp and 
general sales manager in New Jer- 
sey. John B. Fair, formerly region- 
al sales manager in New Jersey, 
has been named sales manager of 
the New York branch. 


Lee County to Olian & Bronner 

Lee County Land & Title Co., 
Lehigh Acres, Fla., has appointed 
Olian & Bronner, Chicago, to han- 
dle advertising for Lehigh Acres, 
new community located outside 
Fort Myers. 


‘Religious TV,’ New 
Book, Outlines Ways 
to ‘Reform’ Medium 


New York, June 6—Churches 
have been called upon to join other 
“responsible elements in society” 
to help bring about reforms and 
improvements in television and 
radio. * 

This challenge to the religious 
community is set forth in a new 
book by Dr. Everett C. Parker, di- 
rector of communication for the 
United Church of Christ and vice- 


Fach Wednesday night Emery picks up galley proofs of TV Guide in Radnor, Pa., and delivers them to 
TV Guide offices in Boston, Cleveland, Chicago, and Detroit. Corrections are teletyped in to Radnor 
right up to press time. The magazine is laid out on Monday and goes to press Friday night. To meet 
this tough deadline TV Guide picked Emery because of Emery’s speed, reliability, and teletype con- 


trol of shipments door-to-door. Call your local Fmery man today to find out what Emery can do 
specifically for you—to your profit. 


EMERY AIR FREIGHT 


801 Second Avenue, New York 17, New York Offices in all principal cities. 


IND ‘COOPE 


A MARKETING succEess—Ind Coope, 
one of the major British brewers, 


has scored heavily in the British 
beer market with its Skol lager 
and is now using full pages like 


this to keep the bandwagon roll- 
ing. Batten, Barton, Durstine & 
Osborn, London, is the agency. 


chairman of the broadcasting and 
film commission of the National 
Council of Churches of Christ in 
the U.S.A. The title of the book: 
“Religious Television—What to Do 
and How” (Harper & Bros., $4). 
Among the reforms called for in 
this volume, which is primarily in- 
tended as a manual for the use of 
television by religious leaders, are: 
e An improved Federal Commu- 
nications Commission, staffed by 
men of integrity and ability, with 
the will to enforce the Communi- 
cations Act. 
e Divestment, by congressmen and 
senators who are members of com- 
munications sub-committees, of 
their holdings in radio and tv sta- 
tions. 
e Admendment of the Communi- 
cations Act to provide for licensing 
of the networks by the FCC to 
place legal responsibility for pro- 
gramming. 
e “Divorcement of advertisers and 
their agents from the power to 
control program content or to stip- 
ulate that their advertising shall be 
associated with a particular pro- 
gram or shall not be placed adja- 
cent to a particular program... .” 
e Publication by the FCC of the 
criteria used in granting and re- 
newing broadcast licenses. 
e Establishment by the commis- 
sion of guidelines to show what 
constitutes “public interest’? under 
the Communications Act. 
e Prohibition of trafficking in sta- 
tion licenses. 
e Expansion of publicly supported 
educational television into a na- 
tional network with coverage equal 
to that of the largest commercial 
network. = 


Young Adds Five Stations 

Young Television Corp. has been 
named national representative for 
WBTW, Florence, S.C., formerly 
handled by CBS Television Spot 
Sales, effective July 1, and for 
WMUR-TV, Manchester, N.H., 
formerly handled by Weed Tele- 
vision Corp. Adam Young Inc. has 
been named national representa- 
tive for KQBY, San Francisco, and 
KBUZ, Phoenix. Both formerly 
were handled by Peters, Griffin, 
Woodward. KLAC, Los Angeles, 
handled by Daren F. McGavren 
Co. for the past two years, has re- 
named Adam Young its repre- 
sentative. The radio station recent- 
ly was sold to Westinghouse 
Broadcasting Co., but Westing- 
house’s sales representative arm, 
AM Radio Sales, is not able to 
handle KLAC because it represents 
KMPC, Los Angeles. 
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advertising manager or design engineer? 


4a He's an ad manager . . . keenly aware that what he doesn’t know can “kill” 
uh him. He must be an expert in a dozen areas... trade shows, space cam- 
» READERS Wip -, paigns, direct mail, contests, photography, art, printing... whatever is 
ao > mn ENGINEERS fg SAS! BY needed to promote, promote, promote. The design engineer must be a 
* AND GET jn MACHINE Dy - multi-expert, too. Keeps pace with advancements in electronics, pneu- 
matics, fastenings, drives, coatings, materials... whatever is needed to 
improve, improve, improve. To move ahead in either field you must keep 
ahead in a// areas. The design engineer does it by reading MACHINE DESIGN, 
the magazine that serves the tota/ spectrum of his needs and problems. 
How do you? 
A Penton Publication, Penton Building, Cleveland 13, Ohio 
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FAIRBANKS People Buy The Products Advertised jf Information for Advertisers 


In This Paper “The 16th 


« to a a 


pansst Alaskan dailies. Stake your claim in lished by and is available from the | 
' BANKS 2 
=. ee 


Alaskans shop daily .. . with their 


Newspaper Reader- 
ship Study of Michigan Corpora- 
tion Presidents,” has been pub- 


Research Dept., Detroit Free Press, 


our booming 49th state by placing Detroit. 


your ads in one of Alaska’s most suc- 


cessful dailies. Call your West-Holli- 


day man for complete information. spot and network television, has! 


e The “1961 TV Agency Guide,” 
pocket reference of brands using 


jbeen published by Broadcast Ad- 


One of five great Alaska Dailies vertisers Reports. The guide con- 


tains listings of more than 3,000 


brands, their parent companies and 


Whi 


GO - DETROIT - DENVER - 


‘ ° ’ wned ond operetes agencies, plus location of agencies. 
i est- Holliday C0. Jnc. peenss og Copies, priced at $1 each, may be 


LOS ANGELES « SAN FRANCISCO + PORTLAND - SEATTLE obtained from Broadcast Advertis- 


ers Reports, 750 Third Ave., New 
York. 


Flint—Bay City—Saginaw moves into the top 40 
(in actual TV homes delivered) 


Two eastern Michigan markets—Flint and Bay City- 
Saginaw—were Officially combined into one. That's 
how come the big move, and why you'll now find 
this heavily populated urban area listed among 
the largest TV markets in the country.* 

It's top 40 in terms of homes delivered, too. 
Not just ‘‘set owners,"’ but people actually watch- 
ing television. 

And they're so easy for you to reach. Because 
practically all the viewers in the three cities are 
getting their television from within the area. On 


stations such as WJRT, which has City-Grade 
service to all three. Our representatives will be 
happy to tell you anything else you'd like to know 
about the market, and, of course, anything more 
you'd like to know about us. 

Just call Harrington, Righter & Parsons, Inc. 
Offices in New York, Chicago, Detroit, Boston, 
Atlanta, Los Angeles and San Francisco. 

Oh, yes. That top-40 market list you have. Flint- 
Bay City-Saginaw belongs inthe same neighborhood 
with Providence, Charlotte and Denver. Your move. 
*Based on ARB Reports— March, 1960 (Sun.-Sat., 6-10 p.m.) 


e “Advertising Acceptability 
Guide,” a 45-page compilation 
|of advertising acceptability 
standards, is available from the 
Chicago Tribune, Chicago. 


e Population, households, in- 
come, and sales of food, drug, 
,apparel, automotive, and gen- 
eral merchandise are included 
in market survey of the San 
Francisco Bay area, available 
from the Sales Development 
Office, KGO-TV, San Francisco. 


;@ “1960 Census Tract Data for 
|Dallas County, Tex.,” including 
population, housing units and 
value of properties, has been 
|published by the Times Herald, 
| Dallas. 


| 

e “1961 Housewares & Small 
Appliance Survey,” a 75-page 
report, has been published by 
Redbook, 230 Park Ave., New 
York 17. 


e “A Graphic Guide to Con- 
sumer Markets,” 1961 edition, 
covering population, income, 
expenditures, markets, adver- 
tising, prices and production and 
distribution, has been published 
and prepared by the National 
Industrial Conference Board, 
under the sponsorship of Life, 
Time-Life Bldg... Rockefeller 
|Center, New York 20. 


e “But We're Already Reach- 
ing Your People!,” a promotion 
piece describing services of D. 
Parke Gibson, based on the use 
of its Negro Market Checklist, 
is available from D. Parke Gib- 
son, Public Relations, 2621 Sev- 
enth Ave., New York 39. 


e A new booklet. “Office 
Equipment & Supplies in Can- 
ada,” includes number of off- 
ices, employes, new _ office 
buildings and annual dollar vol- 
ume of various types of office 
equipment and supplies in Can- 
ada, and its imports of U. S. 
and foreign-made office ma- 
chinery, equipment and supplies 
by country. Copies are available 
from Maclean-Hunter’s Office 
Equipment & Methods, 481 Uni- 
versity Ave., Toronto 2, Ont. 


e “Footwear News Fact Book, 
1961,” covering manufacturers’ 
production and sales figures and 
advertising expenditures, retail 
sales volume in the various 
types of outlets, retail stores op- 
erating rations and price trends, 
import and export figures, has 
been published by Fairchild 
Publications, 7 E. 12th St., New 
York 3. = 


AFA Honors Fondren 

Lee Fondren, national vp of 
the Advertising Federation of 
America, was named Advertis- 
ing Man of the Year at the re- 
cent nine-state meeting of the 
federation in Des Moines. Mr. 
Fondren, manager and director 
of sales, KLZ, Denver, was 
named Ad Man of the Year by 
the Advertising Club of Denver 
earlier in the year. 


Cargill, Wilson Adds One 

Glen Raven Cotton Mills, 
Glen Raven, N. C., has named 
Cargill, Wilson & Acree, Rich- 
mond, Va., and Charlotte, N. C., 
to handle advertising for its 
awning fabric division. 


Speckter Names Dobin VP 

Jerome Dobin, with Martin K. 
Speckter Associates, New York, 
since December, 1960, has been 
named vp of client services of 
the agency. 


-_ - 
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Time Buyers Want 
More Strategy Info, 
NBC Survey Finds 


New York, June 9—Time 
buyers agree they could do a 
much better job for clients if 
they were kept fully informed 
about over-all campaign strate- 
gy 


the latest NBC Spot Sales time 
buyer opinion panel study. The 
study, spotlighting creativity in 
time buying, covered 207 panel- 
ists representing 182 agencies or 
offices. 

In actual practice, it was 
pointed out, the buyer was not 
always sufficiently briefed to do 
an effective job. Only 45% in- 
dicated that their agency’s pol- 
icy was to inform buyers fully 
as to sales patterns, distribution 
and other marketing data. Some 
41% said they were told ‘“‘much,” 
but not all. 

Nearly all buyers said com- 
mercial copy could substan- 
tially influence buying deci- 
sions, but only seven out of ten 
panelists were always or fre- 
quently informed about the 
copy approach to be used for 
campaigns. 


s Other findings noted by NBC 
Spot in this survey: 


e “Seven of every ten panelists 
reported the buyer always or 
frequently takes part in the 
planning of the over-all cam- 
paign appropriation and in the 
selection of generic media. Less 
than 40% reported that the buy- 
er has a voice in the creative 
copy approach. 


e “The buyer in the smaller 
(under $5,000,000) agency plays 
a more important role in these 
initial planning phases than his 
counterpart in the larger (over 
$5,000,000) agency. 


e “Approximately 90% of the 
respondents replied that the 
buyer participates in the setting 
of audience reach levels and the 
selection of test markets; eight 
of ten said they have a voice 
in the allocation of funds for the 
markets. 


e “In these secondary planning 
phases, the buyer in the over- 
$5,000,000 agency is consulted 
somewhat more frequently than 
the buyer in the smaller agency. 


e “More than nine out of ten 
panelists replied that the buyer 
is justified in following his own 
dictates when his opinion, judg- 
ment and experience are at odds 
with the numbers. 


e “Some 93% responded that 
there are circumstances when 
the time buyer should consider 
another rating service which 
shows a striking difference from 
his own. 


e “Approximately twice as 
many respondents prefer all- 
media buying to time buying” 
exclusively. 


s However, NBC Spot Sales 
pointed out that these findings, 
particularly on buying by num- 
bers and the use of competitive 
rating information, demonstrat- 
ed a cleavage between theory 
and practice. While buyers dis- 
avowed overdependence on 
numbers, they placed their 
schedules, with rare exceptions, 
on the basis of numbers, an 
NBC representative asserted. It 
added that the salesman’s “com- 
mon complaint is that it is next 
to impossible to get a buyer at 
an ARB shop to look at a Niel- 


” + 


sen, and vice versa.” # 


Hull Joins Dudgeon, Taylor 
Roger W. Hull, former presi- 
aent of Beltaire & Hull, has 


This agreement emerged from 


ford, Mich. 


Vick Puts TV Egg in CBS 


‘Basket; CBS-TV Adds Sponsors 


For the second consecutive year 


joined Dudgeon, Taylor & Bruske, 
Detroit, as account supervisor, con- 
sumer and marketing. Among the 
accounts which Mr. Hull brings to! 


Detroit; Joseph Buegeleisen Co., 
Detroit; and Ray Industries, Ox- 


‘Vick Chemical Co., New York, has 


placed all its network tv budget on,;CBS 
CBS-TV. For the coming fall sea- ver 


Circus” and “The Investigators.” 
In the daytime, the company or- 
dered approximately 60 morning 
minutes, mixed with afternoon 
quarter hours. Total estimated out- 


‘Standard-Times’ Names Three 

Robert K. O’Neill, formerly ad- 
vertising director of the Standard- 
. Times, 
lay will be $2,250,000. The agency | peen promote 
of record is Morse International. |ager, succeeding Peter Otis, who! 

Other new daytime business at) resigned. Gerald T. Tache, previ- | 


-TV came from Alberto-Cul-, ously classified ad manager, re- 
(Compton Advertising); Toni| places Mr. O’Neill; and Charles 


son the company has bought 32) (North); Chesebrough-Pond’s|C. Alves, formerly with the sales 


minutes to be divided between two (Compton); and Drackett (Young staff, succeeds Mr. Tache. 
DT&B are Whitehead Stamping Co.,;new hour film shows, “Frontier | & Rubicam). 


2». WESTERN HORSEMAN 


Leader in the Western 


Equestrian Field 
6 Months Endin 
December 31, 1 
117,853 
ABC 


3850 NORTH NEVADA AVENUE 


New Bedford, Mass., has 


d to business man- 


COLORADO SPRINGS, COLORADO 


it’s the 
Family 
Weekly 


story... 


CONFIRMED BY 


SALES 
MANAGEMENT'S 
cé 
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Your richest sales opportunity! 
U.S. population and sales are growing fastest in 


Family Weekly markets 


The story of Family Weekly is a story of successful 
growth! More distributing newspapers, more middle 
markets, more circulation in Nielsen B and C coun- 


ties ... year after year! 


The red section of this Sales Management table 
defines the principal area of Family Weekly’s grow- 
ing coverage, in 25,000 —250,000 population cities and 
their marketing areas. IN EVERY DIVISION WITHIN 
THIS AREA, PERCENTAGE OF POPULATION AND 
RETAIL SALES GAINS EXCEED THE U.S. AVERAGE! 


The national circulation pattern of Family Weekly, 


Puma onus] a 


Now Reaching ears 
Over 5 Million | cee 
Families Weekly | iene 


y, 


THE LARGEST MARKET IN THE WORLD 
THAT CAN BE COVERED IN SUCH DEPTH 
BY A SINGLE ADVERTISING MEDIUM 


through selected newspapers, has been carefully de- 


signed to complement effectively, economically and 
in color the heavy “top market” concentrations of 
other national media. When you add Family Weekly 
to your advertising schedule, you add deep coverage 
of a big, fast-growing segment of your sales potential 
that cannot be efficiently penetrated any other way! 


Family Weekly 


Leonard S. Davidow, Pub/isher 
Patrick E. O’Rourke, Advertising Director 


153 North Michigan Ave., Chicago 1 


NEW YORK «+ DETROIT + 
LOS ANGELES - 


CLEVELAND 
SAN FRANCISCO 
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There are 21 basic manufacturing indus- 
tries in the U.S. Government’s Standard 
Industrial Classifications. Eight of them 
make up metalworking—the manufac- 
turing of products from metal—and 
American Machinist/Metalworking 
Manufacturing concentrates its circula- 
tion (all ABC paid, incidentally) in these 
eight. An executive responsible for min- 
ing, ore-producing, or refining opera- 
tions—or in any industry not involving 
metalworking—is almost automatically 
excluded as a potential reader by his 
lack of vital interest in the subjects 
covered editorially by AM/MM. 


AM/MM’s circulation is centered in key 
metalworking plants in key metalwork- 
ing states and is growing steadily in all 


eight divisions of metalworking. 


Because AM/MM is read by men—manu- 
facturing managers, manufacturing en- 
gineers and plant managers—whose sole 
business is making things of metal (and 
making them more efficiently, less ex- pete: 
pensively, more profitably), we think 

In metalworking—men who matter read... you'll agree it is metalworking’s most 


powerful selling tool. 


American / Metalworking 
Machinist / Manufacturing 


For up-to-date facts and figures on metal- 
A McGraw-Hill Publication, 330 West 42nd Street, New York 36, N.Y. working, ask your AM/MM district mana- 
ger for a copy of the 1960 Market Guide 
for Sales Executives. 
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Caldwell Named Chairman 
Howard C. Caldwell has been 

reelected president of Caldwell, 

Larkin & Sidener-Van Riper and 


LOW COST TYPESETTING 
Cold type and photographic 
keyboard composition for— 
CATALOGS: PRICE LISTS, 

PARTS, BOOKS, MANUALS, 
BROCHURES & PRESENTATIONS 
Send for FREE catalog. 
TYPECRAFTERS, Inc. 


22 W. Madison, Chicago—CEntral 6-8053 


| named chairman of the board, suc- | elected president of the Pennsyl- 
| ceeding the late Guernsey Van) vania Assn. of Broadcasters. Other 
Riper, co-founder of the Indianap- new officers are Robert R. Wil- 
/olis agency. Three new directors— | liams, WHIM, Bloomsburg, Ist vp; 
| all of them vps and account exec-|Samuel M. Altdoerffer, WLAN, 
/utives—were appointed to the| Lancaster, 2nd vp; Thomas Metz- 
| board. They are Byron E. Crum, / ger, WMRF, Lewistown, secretary; 
John A. Merkle and V. James/and Herbert Kendrick, WHGB, 
Story. Harrisburg, treasurer. 


Gulick Heads Broadcasters Eastman Moves; Adds One 

J. Robert Gulick, assistant gen-| Robert E. Eastman & Co., radio 
eral manager of WGAL and |station representative, has moved 
WGAL-TV, Lancaster, has been! its New York headquarters to new 


offices at 1 Rockefeller Plaza. 
WSAI, Cincinnati, previously han- 
died by Gill-Perna, has named 
Eastman as its national representa- 
tive. 


Jones Co. Names 3 VPs 

Ralph H. Jones Co., Cincinnati, 
has promoted three account exec- 
utives to vps. They are Richard 
K. Jones, Edward P. Broome and 
Richard M. Geis. The agency has 
also announced expansion in ad- 
ditional Carew Tower offices. 


A design engineering 


publication is as BIG 
as design engineers @ 


DESIGN NEWS surveyed 
13,500 men on its own 
replied. 
Question: “‘In the boxes 
below, please double 
check the one or two 
magazines that you read 
most regularly."’ (Aided 
recall, magazine front 
covers shown.) Answer: 
48% double-checked 


list — 4,286 


Design News. 


Say itis... 


89% 


“READ 3 OUT 
OF 4 ISSUES” 


2 


Product Engineering. 


ad 


in your direction... 


<4 
PRODUCT ENGINEERING sur- 
Weyed 5.000 Supecribers — 1,671 
replied. Quester: “In the past 12 
months How Many issues did you 
read?” (Aided recall, logotypes of 
magazines shown.) Answer: 89% 
reac at feast 2 Out of 4 issues of 


Use it to lead design thinking 


PRODUCT 


ENGINEERING 


McGraw-Hill Weekly for Design Engineers ~330 W. 42 st., NEw YorK 36, N. v. <@: @® 


Advertising Age, June 12, 1961 


Cigaret Business’ 
Future Looks Good in 
Canada: Weissman 


MONTREAL, June 6—An “opti- 
|mistic future” for wholesalers— 
specifically those in the tobacco 
products field—was predicted here 
last week by George Weissman, 
chairman of the board, Philip 
Morris Overseas, a division of 
Philip Morris Inc., at the conven- 
tion of the National Assn. of To- 
bacco & Confectionery Distributors. 

Mr. Weissman also saw a bright 
future for the cigaret business in 
Canada in general. 

A director of Benson & Hedges 
(Canada), he said that the compa- 
ny is now formulating coast-to- 
coast [Canadian] marketing plans 
for the new Canadian-made 
brands to be manufactured in the 
Brampton, Ont., cigaret plant now 
under construction. 

“Canada is the clear leader in 
terms of population growth and in 
increased cigaret and cigar con- 
sumption,” Mr. Weissman said, in 
comparing U.S. and Canadian 
statistics. 


® He reported that per capita pur- 
chases of cigarets had “increased 
54% in Canada between 1950 and 
1960, compared with only 10% in 
the U.S.” He said Canadian cigar 
purchases in the same period 
showed “a striking 67% increase,” 
while the gain in the U.S. was 28%. 
The population in Canada, he 
noted, during the decade increased 
30%, while the U.S. increase was 
19%: 

Mr. Weissman said that with a 
“larger total market for the whole- 
saler to capture,” and with a new 
“multiplicity of brands and types 
of cigarets and different sizes and 
new packagings,” wholesale dis- 
tributors will have important com- 
petitive advantages. He stressed 
their “professional ‘know-how’.” 

He predicted that all types of 
retail outlets—including chain 
stores—would rely increasingly on 
cigaret wholesalers “for help with 
effective merchandising. 

“Wholesalers in all lines of busi- 
ness are assuming a more promi- 
nent role,” as the free enterprise 
system in North America is about 
to enter a new era of distributive 
and service industries, he noted. 


s Mr. Weissman said many chains 
have reversed their direct buying 
policies and have returned to the 
tobacco wholesalers as their source 
of supply because cigarets “are 
more profitably merchandised 
when the stock is purchased from 
wholesalers. 

“We have seen this shift back to 
the wholesaler in dramatic pro- 
portions in the U.S., where, in 1960 
alone, alert tobacco distributors 
regained sales of more than seven 
billion units,” he said. 

Mr. Weissman predicted that 
“the picture of the chains vis-a-vis 
the wholesalers will show cooper- 
ation replacing competition,” as 
buyers for chains begin to realize 
that “when they deal with whole- 
sale distributors, they reduce their 
investment, speed turnover, ease 
their stock problems and receive 
larger returns on invested capital.” 


Meldrum, Hixson Make Pact 


Meldrum & Fewsmith, Cleve- 
land, and Hixson & Jorgensen, Los 
Angeles, have entered into an 
agreement to give one another's 
clients localized service. There is 
no provision in the pact for cor- 
porate interlocking or an exchange 
of financial interest. 


Hamilton Caster to Burnap 

Hamilton Caster & Mfg. Co., 
Hamilton, O., manufacturer of ma- 
terials handling equipment, has 
named David K. Burnap Advertis- 
ing as its agency. Rossi & Co., De- 
troit, previously handled the ac- 
count. 


PT ge Pg OE ea Saree eR MOM a lige eS a UE Une eo ear ETN ea ei Oe ke Bs le a eee BL ee Mein leo Deve ee Sora ties | oie wen URN 1 Bo ee tg vost ae el CC teen A Mae EN eae R EEC Ena ees ay) RO ple MEPL Regent Goel ETERS ee ay late eee oe ee 
<sy iiet Seag Oea eR nae ealeath Arr he Cate mao. ere einen niayE ey i eM eae. OT a Ae at A at ea ta Seine eens eee we ne ee eg eang te Grae ck Si jen ate Sotto 
EE Sn TES Sana iene ee epee aha ta baelme gh coke RNs Weenie Sete ena ad ERAN Eola po I Cet Re A ee eo ay SON a ge BRE gn Oey ei Le eh ae te ON Aan w]e rn ated: Serogns Caw y Saintes Sic Ca On | aeyei ge SLs re a stags IS ry a OS AO mena ny ec ena nr 
pi ' Lite ens Nae 5 ENS Or SATE mts, ate li kee E ae) ne agen) ‘eae te OS a. Seah oe MATIN aS © fo i te SGN i § 3 Bs aH ‘ we mr We es hs | 
Moma Ie ee Ge Pach PR ee Ss Se eae ob acts iby NRE. ALMA inc a Ray CORES ET ee SR Set eR Ty Eek oe Ng fs eich: pee! Oe be egg iy ik ae hie ens AE ad sete [ip eae as | oun Ae ie reall HS, ake ai Eh alae a 
Pee ary, a ce pe 12 Bo eke ti Medan nema RMR OL  Cm Ys Cee Der ea En Le, MMSE aN Cee D SM ah Nn eee ae ie ye Wea eee aa Sabie ag tee TN UN Als pica Ry MERE SET ety re cei Rt ZR eee, eR pe i ge ea a 
ah he ge a ck cera + 06 ; : . ; = 7 ‘ - a OHMed ope Sete Nake area Seo Hk 5 a ot ad i 
Ren Sie) Pe eae ter a ' ‘ « ie Sa 
ai lic cen: ' : . . eet 
aia orate — Reema 
aa 4 
e eC ; 
" . ws 
: a ee 
a et reps. 
| ae 
7 
: 
eve i 
ann Rios ones 
is, fi Vth 
ome Pei re 
SaaS: groin 
es. Be 
sre no Se 4. 
a ie aos 
peed aa ee at 
Sy ee Ee ee RUE atti: = cis 
ates peaeg a ified 
pint ct ke a sat 
Ca ae 1 a 
Shomer is ea eee cl 
gaia 
: tied 
i te pee 
i < ae 
5% tye po er qe 
yes Prey cs 
aa OWE A le ~ his 
ag i al 
Ga ae ete a 
ti tee uae ; é 
iS 2g aaa 7 _ 
PRA! ees ee 
Ree aa is a pe 
as rk ieee aia Toe 
ET LL A A TT | TT SA RS A < 
ee a a ae 
Se aeea v are ; ; 
& x 
> 
“ oe mags : z “ti . ihe a im 3” 
Nae i , reel 
a eee es Aes 
wii arid eA a ye NOE at Pte ak 
WORE Sel tere ae Lie 
va ele ghee ee ie 
: TR: i cee 
eel re : a 
ees ye ‘ ae 
: i Sari aie ee pees: 
iar va baat p rey 
SS as aie apes n eee 
pe is ee pane 
tr. eee Reig , aay iat 
Sepa eaey « ~ jar 
es oa t : ; } eid 
oie see re =e 
id 
ig R 0 . = zs 
Ce oan we 
ar (1) ss ae 
Pt eee x. hy READ oan 
ROR aha ee — i eae 
a a. on SC SS 9 ea 
ake," v + | oe Ay < 
Ege : Bay acc : € ot 
ct) fa Ss ee ‘ eee 
as ate et # ven 
a Bee ae ; : 
pathy fe : ‘3 fate 
Fe es ai Gh sie 
es oes ee 7 sig 
Ee idle ites 3 S or as 
J ee ieee : penny SEG 
Fg Se. ome ; . pic 5 rae! 
ae eee Ra ge oe (eee ae oe ag oo 
: c ; ual 
Si : ee 
x / a . } ee 
Ed ie ss oe ye aie aces ttre 
ae Z ot ‘ ae 
pie ‘a , b eS, 
ne ‘ Moe. mm 
fF be ; 2 
* 3 SS ree d H : 
a a ie a vn 
w % Jy » 4 
oo ~ Bm ” ‘ ? he 
_ ; _— ;, ee aie 
: t a ee Aa ee. 
St Ris 7: "ie Te * ae. ee 
Be ; ‘a 4 nore eos. “ ‘| 
oe ae “od — Ms me cy 
ee ot Pda . bogs 
ee ‘*:- Fis i eh oe 
pe SS een feet 
aie Oe tea F See 
ice ey ‘ base 
ei Bes | Cagis bce a a eee 
Pil Sa ee ae ee - 
aos aes Siti ade eA oh ens ae A Ey, Fe TE Spe ns BOER ESD eh MI er aa 
4 1S te ™ a was 
- a - « : 
; é “te 
See : ee 


»pti- 
rs— 
acco 
here 
man, 
hilip 
) of 
ven- 

To- 
tors. 
right 
ss in 


dges 
npa- 
t-to- 
ylans 
lade 
1 the 
now 


rr in 
1d in 
con- 
d, in 
idian 


pur- 
-ased 
) and 
% in 
cigar 
riod 
ase,” 
28%. 
i. he 
>ased 
was 


ith a 
hole- 
new 
types 
; and 
dis- 
com- 
essed 
ig 
es of 
chain 
ly on 
with 


busi- 
“omi- 
‘prise 
about 
utive 
1oted. 


hains 
aving 
o the 
ource 
“are 
dised 
from 


ick to 

pro- 
1960 
utors 
seven 


that 
‘a-vis 
oper- 


ely 
f ma- 
, has 
ertis- 
, De- 
e ac- 


In the last month or so, Chicago newspapers 
have announced a lot of changes... in rates, reader- 
ship, coverage, and so on. And with each change, 
another bar chart. 

Now comes good news from the bar chart cap- 
ital of the world: No more bar charts! Because all 
any busy media man really needs to know is that 
these facts haven’t changed: 


It takes two or more newspapers to sell 
Chicago, and in every major buying category... 


CHICAGO SUN-TIMES 
CHICAGO DAILY NEWS 


Note te Bar 
Chart Lovers: 


ChiCaGo 
For specific informa- 
tion on how Tribune TIMES 
and American rate 
changes have affected 


the figures in “Chi- CHICAGO my 
cago NOW”—call your . te 
Chicago Sun-Times or DAILY ok 


Chicago Daily News 


representative. y tWS ¢ 


CHICAGO: 401 N. Wabash Avenue, WHitehall 3-3000 
NEW YORK: Time and Life Bidg., Circle 6-1919 
DETROIT: Buhl Bidg., Room 1026, WOodward 3-0930 
ATLANTA * LOS ANGELES - SAN FRANCISCO 
Sawyer - Ferguson -Walker Co. 
MIAMI BEACH: Hal Winter Co. 


Copyright, 1961, Field Enterprises, inc. 
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Along the Media Path 


Radio-Television Council of 
Greater Cleveland has awarded the 
Twyla M. Conway award to 
WGAR, Cleveland, for its program 
“Open Forum.” 


e Effective June 11, KMOX-TV, 
St. Louis, began a series of 14 “Mu- 
sical for a Sunday Afternoon” pro- 
grams as a tribute to the 1961 sea- 
son of the St. Louis Municipal 
Opera. 


e Sports car, compact and foreign 
sedan owners were given an op- 
portunity to demonstrate their 
driving skill in driving in an auto 
cross, sponsored by WIL, St. Louis, 
and Triumph Sports Owners Assn. 
of Greater St. Louis. 


e A fact folder, including coverage 
map, audience characteristics and 
number of homes in its primary 
and secondary areas, has been pub- 
lished by WQXR, 229 W. 43rd St., 
New York 36. 
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GOLDEN ANNIVERSARY—McGraw- 
Hill’s Industrial Distribution gets a 
proud preview for its 50th anniver- 
sary issue from veterans (l. to r.) 
John Ora, New York salesman; 
Clarence Holdsworth, marketing 
services and circulation manager; 
and Walter Crowder. editor and 
publisher. Mr. Ora joined in 1926. 


e Redbook is offering advertising 
executives on its complimentary 
mailing list a chance to cash in on 
its circulation rise. In a special tip- 
on attached to all complimentary 
copies of its June issue, Redbook 
asks “Will June be the 92nd, or the 
last, in a long line of record break- 
ers.” A “free, useful and inexpen- 
sive” prize will be rewarded for 
every correct prediction. In addi- 
tion, Redbook will award an Aber- 
crombie & Fitch mail order cata- 
logue, along with a $100 gift 


there’s money to be made 
inthe — 
MUNICIPAL MARKET! 


72 W. 45th St. « Mew York 36, N.Y. . MU 2-6606 


certificate to the person who pre- 
dicts Redbook’s exact circulation 
for the June issue. 


e “The Story of Outdoor Advertis- 
ing,” a sales promotion film pro- 
duced by General Outdoor Adver- 
tising Co., has been honored by the 
National Visual Presentation Assn. 
with a Special Merit award. 


e “Your Products & National Spot 


Television,” a study in media bal- 
ance and flexibility, has been pub- 
lished by the Katz Agency, 666 
Fifth Ave., New York. 


| @ WQXI, New York, recently pack- 
|aged and posted transistor radios 
in mail boxes at the busiest street 
corners, shopping centers and of- 
fice buildings in town. The radios 
were turned up to full volume and 
| tuned to WQXI. 


e Wayne State University, Detroit, 
has cited WWJ, Detroit, for its 
“outstanding contributions to edu- 
cation and for excellence in broad- 
| casting. At the same time, WWJ- 
|TV was cited by the Detroit Dis- 


trict Dental Society of “exceptional 
community service in promoting 
| dental health education.” 


e To publicize its getting 71 con- 
| secutive top Nielsen ratings in Chi- 
cago, WBBM-TYV, mailed out post- 
ers imprinted with 71 targets with 
simulated bull’s-eyes. 


e A total of 11,231 pieces of mail 
were received in the Happy Birth- 
day Mozart contest sponsored by 
WDOK, Cleveland. Prizes were 
record albums, boat show tickets 
and $1 subscriptions to the WDOK 
Program Guide. The station aired 
six spots a day, with a new ques- 


| tion each day, such as, ‘When was 
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Mozart born? Who did he marry?” 
etc. 


e “Vogue Automotive Market Sur- 
vey,” a report covering the pur- 
chase and preferences of automo- 
|biles of its subscribers, has been 
|published by Vogue, 420 Lexington 
Ave., New York 17. Copies are 
available from William C. Stowell, 
assistant advertising director. 


e Wall Street Journal has an- 
/nounced plans to publish its issues 
in southern California by facsimile 
transmission. Plans call for a new 
plant to be built in Riverside, Cal., 
and to be in experimental opera- 
|tion next year. The newspaper 
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printed by facsimile in Riverside 
will be a duplicate of the Pacific 
Coast edition of the newspaper 
prepared by conventional methods 
at the plant in San Francisco. 


e Seven advertisers will tie in 
with an editorial feature on sum- 
mer hair care in the July issue of 
True Story through use of point of 
sale material distributed to more 


than 2,000 drugstores. Merchandis- | 


ing kits will include streamers, 


Nestle-LeMur Co. and Toni Co. 


e Department of New Laurels: 

Field & Stream’s average circu- 
lation reached a record high of 
1,251,000 for the first quarter of 
1961. Current circulation guarantee 
is 1,200,000. 


Playboy marked a new high in 
circulation during the first six 
months of 1961, with net paid sales 
\topping 1,200,000, compared with 


banners, posters and individual |net paid circulation of 1,090,908 
counter cards for each of the prod- |for the same period in 1960. # 
ucts. The advertisers are John H. | 


Breck Inc., Clairol Inc., Hudnut-/WGAN, WGAN-TV Promote 3 


DuBarry Division, Johnson & | 
Johnson, Charles Marchand Co.,| sales manager of WPRO-TV, Prov-| Blake, formerly coordinator of|bia Broadcasting System. 


Eugene W. Wilkin, 


formerly 


idence, has been appointed general | sales promotion services of Culli- 
manager of WGAN-TV, Portland, | gan Inc., Northbrook, IL., have 
Me. Creighton E. Gatchell, who| been named supervisors in the ad- 
has been vp and general manager | vertising and sales promotion de- 
of WGAN and WGAN-TV as well) partment of International Minerals 
as director and treasurer of Guy!and Chemical Corp., Skokie, II. 
Ganett Broadcasting Services, | 

which owns the geen eg been Lomas, Foster, Rodin Formed 
appointed exec vp of the parent s z 

po scat Seencls Bi. Farnum ie.| Lomas, Foster, Rodin & Co. has 
a vp and director of Guy Gannett | 
Broadcasting, has been named gen- 
eral manager of WGAN. 


Rockefeller Plaza, New York. Prin- 
| cipals of the agency include Stan- 
| ley A. Lomas, formerly head of his 
. E |own agency and a vp at William 
Int'l Minerals Names 2 Esty Co.; Kendall Pa. Mog consult- 

John J. McGuiness, formerly ac-| ant and formerly head of televi- 
count executive of George H. Hart-| sion at Esty; and Charles Rodin, 
man Co., Chicago, and George B.| consultant, formerly with Colum- 


a 
yes . 
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What's in aname? 
Plenty...because the name CBS D 

Animations means that now your | 4 ‘ 
television commercials can reach N 
the highest level of excellence and 
advertising effectiveness—with 
economy. What's more, they'll have 
the same matchless technique, 
imagination and audience appeal 
that have made CBS the leader 
in all phases of broadcasting. 


CBS Animations, a new unit of CBS 
Films, places at your command a ; 
top-notch force of creative artists, 
writers, musicians, technicians— 
the best in the business—plus the 
very finest, most modern facilities 
in the business (including Xerox, 


. 
~\ —_ 


/ 


| 


the amazing new process that 


saves you time and money). 


Want things done your way? 
Better service, better commercials, 
faster, and at lower cost? That's 

, what is in a name, when it’s... 


CBS ANIMATIONS 
° 485 Madison Avenue, New York 22 


Xerox is a product of Xerox, Inc. 


been formed with offices at 9|% 


| FAMILIAR?—Looking very much like 
\a Salem ad is this full page of 
|greenery for Reyno menthol cig- 
arets, being marketed in Germany 
by Haus Neuerburg, a company 
controlled by R. J. Reynolds To- 
bacco. The Salem name could not 
|be used because it was already 
taken by another company. Young 
& Rubicam is handling Reyno. 


TV, Film Groups Ask New York 

to Cut Production Permits 

Representatives of tv and motion 

picture companies and labor unions 
involved in film making recently 

met with Paul R. Screvane, depu- 
ty mayor of New York, and Charles 
Tenney, city administrator, to dis- 
cuss “antiquated” city building 
codes and fire regulations. The 
film men pointed out that fire reg- 
ulations were made to cover ni- 
trate film, which now has been re- 
placed for the most part by safety 
film. 

Also, unlike Hollywood, where 

only one production permit is re- 
quired to cover all city regulations, 
New York compels producers to 
get a variety of permits and licens- 
es, they said. The producers asked 
the city to consolidate permits to 
cut down paper work and red tape 
work stoppages. Mr. Screvane said 
an inter-departmental agency, 
composed of representatives from 
police, fire, water, parks, sanita- 
|tion, building, commerce and 
transit departments and port au- 
| thority, would seek a way to cut 
| down number of permits required. 


‘Sterling Names Robertson 

| Robertson Advertising, Chicago, 
_ has been named by John Sterling 
|Corp., Richmond, IIl., to handle 
| advertising for its marine divi- 
sion. Sterling, manufacturer of 
building hardware, recently ac- 
| quired Great Lakes Boat Co., and 
the Trail car division of Dunbar 
| Kapple. 


Keyed Coupon 
Returns 


| Many food advertisers are taking 
| @ new hard look at their newspa- 
per schedules in New York. 


Keyed coupon returns in case after 
case show that the Mirror's returns 
are far ahead of any one of the 
three evening papers. Often they 
are better than two combined. 


| 

| Make 
The Mirror 
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A New Yorker's Ide 
THE UNITED STATES 
OF AMERICA 
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FURTHER 


El Paso is the big Sth 
city of Texas, but this 
Big Sth goes further, 
serves 750,950 customers 
with better than 
three-quarters of a 
billion dollars effective 
buying income and half 
a billion in retail sales. 
This Big Sth scores well 
within the nation’s 
TOP FIFTY MARKETS. 
El Paso Broadcasters 
will give your sales a 
lift with 100-proof 
coverage when you buy 
the Big Sth... 
El Paso, Texas! 
aia 
EL PASO 
BROADCASTERS: 
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KHEY / KELP-TV KELP 
KIZZ / KROD-TV , KROD 
KSET / KTSM-TV / KTSM 
XEJ-TV / XEJ / XELO 


PACIFIC TELEPHONE NORTHWEST 


MISINFORMATION—New Yorkers think Washington is south of Oregon 


and Seattle is a “trading post somewhere south of Sitka,” 


Pacific 


Telephone Northwest “charges” in this ad, urging Washington citi- 


zens to set Gothamites 


and even Californians—straight about the 


state. 


Pacific Telephone Northwest Wins Friends 
With Map Ad That Sets Easterners Straight 


SEATTLE, June 6—Pacific Tele- 
phone Northwest, youngest off- 
spring of Mother Bell, has come up 
with a new state promotion ad 
that lampoons the easterners’ idea 
of U.S. geography and urges read- 
ers to make themselves “insuffer- 
able” in spreading the story of the 
Pacific Northwest to their out-of- 
state friends. 

And, judging from the way the 
phones are ringing and the mail- 
men are groaning, customers in 
Pacific Telephone’s area love it. 

Last fall Pacific Telephone 
Northwest came out with an ad 
headlined, “Four facts about 


Washington that are not true,” 
plus a parallel ad with copy ad- 
dressed to Oregon (AA, Nov. 28, 
°60). Reprints were offered in leaf- 
let form, for mailing to “misguided 
eastern friends,’ and more than 
286,000 were distributed in re- 
sponse to requests. 

Last month the phone company 
cut loose again, this time with a 
1,600-line b&w newspaper ad 
headlined, “Why all this confusion 
about Washington?” with a bold 
arrow pointing to the misplaced 
geography of a map, “A New 
Yorker’s Idea of the United States 
of America,” prepared by Daniel 


e for Ad Agencies 


daily—repeatedly—effectively. 
Programs ideally suited for: 
INDUSTRIAL ACCOUNTS—FINANCIAL 
INSTITUTIONS—RETAIL OUTLETS— 


SUPERMARKETS—SALES 
CAMPAIGNS, ETC. 


Golden Car Key 
Programs by Allied 


100 million drivers use their car key 
daily. Your client’s message on a 


personalized Golden Car Key, cut 
to fit the car, reaches the target 


ALLIED associates 
110 Cummington St. Boston 15, Mass. COngress 2-1240 


initial on 
reverse 
side. 


FULL AGENCY 
COMMISSION 


Write or phone for free 

sample key (state make 

& year of car), case his- 
tory brochure & price list. 


K. Wallingford and first published | 
in 1939 by Columbia University | 
Bookstore. The ad, with a change 
in headline and copy, is similar for 
Oregon papers. 


# The promotion opened May 2 in 
19 dailies in all Oregon cities in 
which Pacific Telephone North- 
west does business. It was followed 
on May 9 in 22 dailies in Washing- 
ton plus the weekly Argus in Se- 
attle, the latter ad in two colors. 

The ad spoofed: “Thousands of 
otherwise enlightened Americans 
still regard New York as the center 
of the solar system, and Seattle as 
a trading post somewhere south of 
Sitka. In drawing up their vacation 
plans, these people unfortunately 
rule out the Northwest as an iso- 
lated wilderness accessible only by 
wagon train.” 

Copy cites the importance of the 
tourist industry, and says: “What 
can you do? Plenty! Turn state’s 
witness. Be a one-man Chamber of 
Commerce. Make yourself insuf- 
ferable with our _ out-of-state 
friends. Be a ‘Texan.’ (You've 
certainly got more to shout about.) 
Tell the next Californian you see 
about our ‘Land of Contrast’— 
our ideal vacationland, our lakes 
and seashores and mountain peaks 
and art galleries and booming 
cities and more.” 

A small box in the lower right 
corner offers free reprints for 
mailing to “one of your misguided 
out-of-state friends.” 


a Before the Washington ad was a 
| day old, requests for reprints be- 
| gan rolling in, 300 by phone and 
| 200 in letters during the first day 
| alone, the company reported. More 
| than 280,700 reprints of the ad 
| and two-color place mats that use 
|the same illustration and copy 
have been distributed in the two 
states—and requests are still com- 
ing in. 

Some businesses, the phone 
company. reported, bought copies 
to make mailings to all their east- 
ern contacts. Place mats have 
showed up at public dinners of 
chambers of commerce and service 
clubs. 

In the Seattle Times, Boyd Bur- 
chard, business writer, noted: Pa- 
cific Telephone Northwest “has 
shot a ray of humorous light into 
the traditionally dull world of big- 
utility advertising. The result: 
Most of Washington is laughing 
with the company and soon other 
states will be, too.” 

Dan Hutchings, the phone com- 
| pany’s advertising manager, com- 
|}ments, “We bandied the idea 
| around for about six months be- 
| fore we told our agency, Guild. 
Bascom & Bonfigli, to go ahead. 
We thought the ad would prove 
interesting to readers, but how 
interesting we never knew until 
the returns began to add up.” + 


Tower Joins Corinthian 

Charles H. Tower has resigned 
|}as vp for tv of The National Assn. 
lof Broadcasters to become admin- 
istrative vp of Corinthian Broad- 
casting Corp., New York, effective 
July 1. Mr. Tower joined NAB in 
1949 as assistant to the vp, em- 
ployer-employe department. In his 
letter of resignation he said the 
decision to leave NAB was “most 
difficult,” but that he has “long de- 
sired to become an_ operating 
broadcaster.” 


Jackson Buys ‘Diamonds’ 

Jackson Brewing Co., New Or- 
leans, has been signed by Ziv- 
United Artists Television Co. as 
alternate-week sponsor of “King 
of Diamonds” on five additional 
stations. They are KOTV, Tulsa, 
and WKY-TV, Oklahoma City; 
WKRG-TV, Mobile, Ala.; KFDX- 
TV, Wichita Falls, Tex.; and 
KALB-TV, Alexandria, La. “Dia- 
monds” has now been sold in 145 
markets. Jackson markets Jax 
beer. 


Advertising Age, June 12, 1961 


Business Wak 9/1/6i 
Steel begins to bounce 


These are the 
McGraw-Hill 

publications read by 
your best customers 

and prospects: 


ARCHITECTURE 
Western Architect & 
Engineer 


APPLIANCE-RADIO-TV 


Electrical Merchandising 
Week 


ATOMIC ENERGY 
Nucleonics 


AVIATION 
Aviation Week and Space 
Technology 


BUSINESS MANAGEMENT 
Business Week 


COAL MINING 
Coal Age 


CHEMICAL PROCESS INDUSTRIES 
Chemical Engineering 
Chemical Week 


CONSTRUCTION 
Construction Methods & 
Equipment 
Engineering News-Record 


DISTRIBUTION- INDUSTRIAL 
Industrial Distribution 


ELECTRICAL CONSTRUCTION AND 
MAINTENANCE 
Electrical Construction & 
Maintenance 


ELECTRICAL GOODS 
Electrical Wholesaling 


ELECTRICAL UTILITIES 
Electrical World 
Power 
Electrical West 


ELECTRONICS 
Electronics 


INSTRUMENTATION AND CONTROL 
Control Engineering 


MANUFACTURING PLANT OPERATION 
Factory 


METAL & NONMETALLIC MINING 
Engineering and Mining Journal 
E&MJ Metal & Mineral Markets 


METALWORKING 
American Machinist/Metalworking 
Manufacturing 


OFFICE TRAINING 
Today's Secretary 
Business Education Worid 


PETROLEUM 
National Petroleum News 


POWER 
Power 
Electrical World 
Electrical West 


PRODUCT DESIGN 
Product Engineering 


PURCHASING-INDUSTRIAL AND BUSINESS 
Purchasing Week 


TEXTILES 
Textile World 


TRUCK AND BUS FLEETS 
Fleet Owner 


OVERSEAS PUBLICATIONS 
International Management 
(Latin America and European 
Edition) 

The American Automobile 
El Automovil Americano 
Ingenieria Internacional 
Industria 

Ingenieria Internacional 
Construccion 
Metalworking Production 
(London) 
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*Mr. Sloan Was Very Cordial’... 


Ben Duffy Recalls How He Sold Ad 
Ideas to Alfred Sloan, GM, Crowell 


General Motors Uses 
Small Town Media in 
Big Way in ‘20s 
By Ben Duffy 

I was 25 years old and head of 
the media department when I 
started wondering about General 
Motors and how it could increase 
its advertising impact. In those 
days (the late °20s), the com- 
pany didn’t have many dealers. I 
remembered a remark by Senator 
Capper, who published Capper’s 
Weekly. He said: “The automobile 
manufacturers will never build 
roads in the farm areas unless 
they first sell the people on buy- 
ing automobiles. All of them are 
perfectly happy unless you adver- 
tise to them, and the more you 
advertise the more they will be- 
gin to buy cars and thereby they 
will want new roads.” 

I went traveling by car through 


got all the figures, I put them into | 


the form of a presentation. 


In the presentation, I started by | 
saying how I'd selected the vari- | 


ous papers. There were about 2,000 
of them, and I called them “papers 
twice removed from the big cities.” 

One day I knocked on Bruce 
Barton’s door. “‘Mr. Barton,” I said, 
“I'd like you to look at something.” 

I got into what the plan would 
do for General Motors: Open up 
new dealers; improve roads (by 
making people owning cars want 
such improvement) ; increase GM’s | 
prestige; improve GM’s position 
with banks (usually the mayor of 
a town or the bank there owned | 
the auto agency, so you could ac- | 
cumulate good will by giving such | 
dealerships some advertising), and | 
finally, increase small town sales. | 


s By the time I'd finished, Bruce | 
was interested enough to pick up | 
the phone and tell Alfred Sloan of | 
the idea for General Motors. Mr. 


000,000 to $216,000,000. 


man of the board of BBDO. 


An Ad Pioneer Looks Back 


Ben Duffy, one of advertising’s foremost pioneers still active 
in the business, has been compiling recollections of his agency 
career in a book soon to be published. ADVERTISING AGE presents 
here two excerpts, telling the story of an early campaign and 
an ad he conceived. The campaign was for General Motors; it 
was to set a pattern for national advertisers. The ad was an 
unusual (if not the first) five-page newspaper ad, for the old 
Crowell Publishing Co. in the depths of the depression. The ex- 
cerpts give a rare glimpse into the ways of a great advertising 
man, and what moved him on to success. 

Bernard Cornelius Duffy, who went to work for Barton, Dur- 
stine & Osborn at 17, rose in 27 years from office boy to presi- 
dent of BBDO, formed in 1928 via merger with the old George 
Batten Co. He became space buyer at 18, media department 
head at 23, exec vp at 41 and president at 44. During his tenure 
as president from 1946 to 1957, BBDO billings rose from $51,- 


In December, 1956, Mr. Duffy was stricken with a cerebral 
hemorrhage, but by the following July he was able to make his 
reappearance at the office. His dogged determination to make 
a comeback was later acclaimed by his friend, Dwight Eisen- 
hower, as “a thrilling thing.” Today Ben Duffy is vice-chair- 


Minnesota, Iowa, Wisconsin and 
other states. When you got out of 
the cities there were only dirt 
roads. It was a tough way to travel: 
Lots of times the car had to be 
pushed out of ruts. 


s The trip gave me an idea—an 
idea that took about six months to 
check out. I started looking at 
small town newspapers, figuring 
advertising costs. We used to pay 
25¢ an inch—that was the average 
price—for newspaper space. That’s 
the way rates were based: not by 
the line but by the inch. When I 
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FIRST FIVE-PAGER—Duffy got the idea for this five-page ad for Crowell Publishing Co. 
while riding on a train. He believes it was the first time an advertiser used that many 
pages. The ad ran Jan. 12, 1931, in the New York Times, Herald-Tribune, Telegram, 


Sloan asked Bruce to come over 
to GM’s New York office the next 
day. It was a busy night for our 
art department, working on the 
presentation charts and whipping 
the whole thing into shape. 
The art people still had about 
three charts to finish when Bruce 
called me and said it was time to 
go to General Motors. I told the 
artist to get three cabs and as each 
chart was finished to send it along 
to GM immediately in one of the 
cabs. 
It was touch and go. It seemed | 
that just as I neared the point | 
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AT HEIM—Ben Duffy (right) was president of Batten, Barton, Dur- 
stine & Osborn when shown here with Bruce Barton, chairman, at 
the agency’s annual meeting in 1956, shortly before Mr. Duffy suf- 


fered a cerebral hemorrhage. In 
work, became 


where I needed one of these last 
charts, a messenger would come 
rushing in. But when I had fin- 
ished, Mr. Sloan looked up and 
said, “I think you have a good idea 
and it can’t miss.” 

Just as we finished, Donaldson 


1957 he courageously returned to 
vice-chairman. 


even helped me off with my coat. 
I should have kept that coat; it 
was the first time anyone had ever 
done that for me. 

When Barton and I finished, 


| nearly everyone jumped with en- 


Brown, who was then chairman of | 


GM’s finance committee, stepped 


into Sloan’s office. Sloan asked | 


Brown to sit down and listen to 
part of the presentation. I didn’t 
even get to the last page when 
Brown said, “This 
hope General Motors uses it. Even 


,if it never sells a single car, it 


would be good business, because 
today we are carrying so many ac- 
counts in different banks that it 
would certainly be good news to 
see that General Motors is inter- 
ested in expanding.” 


a My idea included taking all of 
GM’s big-city advertising budgets 
for its individual cars and spend- 
ing the money on this new cam- 
paign. Instead of advertising each 
car individually, GM would now 


is terrific; I | 


advertise them as part of their | 
family of cars. What I didn’t re-| 
alize at the time was that my pro-| 


posal to use small town media in a 
big way would start a trend among 
other national advertisers. 


The next step was get the ap-| 


proval of General Motors’ board of 


directors in Detroit. The board was | 


meeting 48 hours later, so I had 


to pick up a couple of shirts and | 


a toothbrush in Grand Central, be- 
cause I didn’t even have time to 
go home. I carried my new ward- 
robe in a black box. 

When I got to the board room, 
with Barton, Mr. Sloan was very 
cordial. As a matter of fact, he 
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thusiasm. The one exception was 
the Cadillac man. Apparently Cad- 


Advertising Age, June 12, 1961 


should think of the corporation as 
a whole. They voted again, and this 
time it was unanimous. 

The result was that the agency 
billed $800,000 with GM for each 
of the next three years. By the 
time the fourth year rolled around, 
believe it or not, the goals of 
the campaign had been accom- 
plished. General Motors had more 
dealers, and roads were improved 
| in rural areas. This was a revolu- 
| tionary change for one whole sec- 
| tion of the country. 

Sen. Capper was right: Unless 
you tell people that they want a 
product, they will never buy. 


® The end of the General Motors 
story is that at the time all this 
was taking place, I was making 
$2,500 a year. When the campaign 
broke, Roy Durstine called me in- 
to his office and doubled my sal- 
| ary. 

| Frank Hubbard was my imme- 
\diate superior at that time, and 
| when he found out that Durstine 
|had doubled my salary he called 
me into his office and said, “I 
hope you understand, but you are 
getting in salary now as mulch as 
you will ever get while you are 
working for BDO.” 


In November, 1930, I was re- 
turning from a trip to California. 
People were just beginning to feel 
the impact of the 1929 crash, and 
all around the country there were 
cries of fear. There was plenty of 
unemployment, and company after 
company was going out of business. 

Looking out the train window, 


FACTS 


-AND THE OPEN MIND 


= MOST important clement in bumness success— 
and the most difficulr—is to be sure that you 
have all the facts before you act. 


ee Get them all, from every possible source, is the 
first objective in General Motors. The Research 
Laboratories contribute some. These are nuggets, 
left in the crucible, after hundreds of ideas that 
looked good have been burned away. The Proving 
Ground contributes others. Dealers contribute. The 
public contributes. Every department contributes. 
Through the whole organization runs a spirit of 
inquiry and of rigid insistence on proof. 


O' t oF such thinking come the new models 
announced from time to time by Chevrolet, 
Pontiac, Oldsmobile, Oakland, Buick, LaSalle, 
Cadillac—all with Fisher Bodies. And by Frigidaire. 
Fach new model is a tested step forward. Nothing 
goes into it as a result of habit or gues or pride of 


opinion. 


Nothing counts but hard-won facts, gathered and 
used with an open mind. 


“A car for every purse and purpose” 
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IN HINTERLANDS— 
GM spent $2,- 
400,000 in three 
years on ads like 
this in small 
town newspapers 
in ’20s. Idea for 
strengthen- 
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GENtRaAL Motors (Dept A), Deerott, Mich 


ing GM impact in 
hinterlands was 
Ben Duffy’s. It 


illac didn’t need any help—small 
towns didn’t count as far as they 
were concerned. 

Mr. Sloan stood up and re- 
minded the board that they were 
sitting as GM directors and not 
as the heads of Buick, Olds- 
mobile and Cadillac. He said they 


worked. 


| then, I was amazed to see how well 
the farms looked. I thought, some- 
how, of the story of the house 
founded upon rock: The rains 
came and the wind blew, but that 
house rode out the storm. And, I 


(Continued on Page 38) 


... and in the service of these homes 


8,550,000 


Crowell Magazines per issue 


ee ee 
Oe 8 mee et mere ee ee 
fo rt Nt meme oe re me om 
me ee ee ey 
oe 


permet pete Tagg heme Seame 


Se ae ee ee tee mee emer 


lew ant o Gee oe eet ew 


ee te my le es 


4h Spi 


s OOFE FROE SOVERTTREREE OF Fer CoOwEL: FEmLrseree Comreey 
an at Ate 


(_sovenvreemen? 0” ves (howe: rewiieuine comPany 


2,000,000 Girulation 


— epee: pat etieen 
Ot ay ae ee 


2.200.000 Gireulation 


‘ ‘rowel 


The sarge t maggnine :trculation wait in dmertin 


* ote eee 


Chicago Tribune, Philadelphia Bulletin, Detroit Free Press, Boston Herald Traveler, 
San Francisco Examiner, Cincinnati Enquirer, Cleveland Plain Dealer, Los Angeles 
Times and St. Louis Globe-Democrat. 


eR are neg 5 aS tls. a5 oe SE Nani cl SE oe ee NE i i Te ae Sei ci Feta mie MMS Yh Cobh co rh ah a a 2 SL ae Wee eae or pnt” 9 cre ee MO erecta ER OMRMS IOs 72h Peg cei MRR Re SS a Sa eA a ner eM eI Sle SR as tr Semen Si acres Matar ar ested ty i ha ne Ok cis aed 
ge EA aks 2a nak eae eae ee ic LN ol Oe TL iar ae) eaten cs se aD Bali BRINN CRDi chia ern ue ee aOR ORY. ST 2) nea ae es Ect, 3 co eentnpheds ei Se meen SN Pra Pye eup atte Sete cy ces ap ran torent cg ae 
a Te a ea i A IE a, : duioe ck ay be SURE Las Sete ek ange ote ce, eee EE os Ss MONEE A ar Ok Maes ar LRT oo Lio ued taicgtie AE eee oe ay Teas Nee Rr Pe PN A Aha art UA er)» SOA Aimy: 
ul sl gas ea 0 ea oe Oe REAR Sp anger pies rN aia) ees Oca NE ma gat Se oo ni ee tae a la nee fey tas he rec aurep ab PR eo int a5 Petpet Rim Ree a ee i 
ees een 4 AS at ia a : % nt hg Spake es em ee eek Se hi is & BORER [Snipes aie Cale & eel oar rae athe We gage ce Ne Sa Ph a RN oe al See AR EA RS ac Bi it and EON seed ved Ure tgieott «Ease LR) ya ORE AN SS yh oe PS Ss 
epee a aS ESET I OU les Se NEMA or for 2 ge eee Re Wes ee RSD ec RPO a oe Ree gat Sa es echialy en Ra RNS renee EN MER eae TEN Ms oe aceriies ERED En BOM anes pera epee ea eee ee eee : 
Baa em : : ; Pete ac inet : Beas 2 
ee ae ¢ eae 
Meet Het e b ‘i pe it 
Sear ae a es ——— — 
ms Saree ih al - 
=p “ 
5) UA es - oe 
: hoe eas — —_—— ——_—_——__—_—_— —-—- — : — a ae : Ses Pe ac al ies hee OL, «(2 OEE Dey ee = 
OEE LS ON pe er eee Maer? came ae ji MC aierey riareger 7 
Se fyats eS riaeas aed ae Bieri Rie aici laa » a 
wot pclae ia pts sepa Poon, in Evento us a ee ‘ ae 
ie nee iii ee x a 4 te peter . ay 
om ae 
7 ah =" ie, 
4 a ae 
- ro a 
s 
7 . ; sy 
7 : 4 - A : 7 
T > - a : ‘ 
2 —— - Fe i 7 4 i : 
aT » eB boat tel } 
bcp ay . : -: (ae ron 
~ Se eee . ae 2, ee a: a + a 
bal eo ° > +s 2 fe. a) 
ita / Sl » i] Abs Bd oa 2 ee 
A tee ‘ee a ee ae ean j 
ae : os ae Sg . Santas ‘ <n 
a eas , t eee ee eee te > = ; 
Page ios mt PRP a i a ri - a 
i 7 a a) ‘iy 2 we & - <4 5 i rhe eA wa aioe % a 
i ted gr ‘ . 5 . ; SEN aie y +g & ‘7 
patsy e A < x 4 : At, ee A ag =e 2 age made d ae 
Pt « & « : Rae, for ss aan ot ten) . a ney 
a ar + \ i id Ce. ae iB6 ¢ 5 ote =e 
oe Greaney) tk ance Ne Se i”, ‘ = 3 ES ——— key mig 
ee ND arias 1 Mali : a Pen Oo dy ere sy mis! oo Rast 
EI gi Sk el te? APE, ——— picid ca "3 : s 
cA : : % f oe : ey ; : e i 
i: ? * : f- A ‘ a 
=, : ; 7 . 3 oe : 
i \ 3 ‘ag : es 4 , % f C 
Sao eR aR be a ok ' ha Oo \ sees A a 
Sig nae a ee ? - " y 4 Re) . Tego aoe 
= a oe $ > a te . i 74 3 
Toe : E F q 2 i , et 
é ‘ “ar = r ¥ Ne m 
: aaa S . 2 a > ru : e 
a a » — Sy = Cy, oe” 5 
mR a, : ~ oo Nate ; 
: * : : o ve Ss lai Se 

Sy Z al "7 *) & j P > ‘ 

Sande a a ~ f a t a poe 
ie so, rts te 2 , . “Tk aa : coe 
Finer cadiiel §- 2 a ae a y yy = ees ee 

a Tega ot oes : > = es 1s ee 
: ot unre at ot ae Hp at at s 
Het su a eee ; . x a ae 
Re aS ot ea Eee, , : be 
4 a Po PO S © e 4 
| 
ie aie aa ae ae oe zt 
| : 
Dees Pe 
: | 
ee ae : C—“CSCSCSsSC Fe 
or agen eat a ee “ae 
ee eit __________—_| 
PRR eet ale Tae Weta | ey 
a ies = 2a : ie 
ied thls cet ee ta ite 
rape ee | | 
ayy wor Re pp ares, 3 =f 
pie’ tenes Teh ee — z 
ents se is ee ee 2) 
RN Eh on ada aah Me 3 
SEE Ae aes : & se 
nen reece - 
Piet pesca hee, as opie ee omens S 
Se ade SS aes Me 
ROE ee & “ 
a = . 
| = 
ns | 
came | : 
a | 
Fy AU ee ne ge Batliats = & | : 
CRA. ie SNES on RP Poser a 
SAIGON AE a apa rg 
tiie ac eae . 
Side, ee Sie ees, ; 
a ee ree ne te — — ee ‘ 
Sewanee: ina cae 
are cin. Oe Wea gece 
eget eS =i 
“4 : es fg . = 
poe i eer oy as : 
ae es ay. 5, a je Sheet Me a 
ae ae od alt 
SOR RSS See Be 
Pi a < a ace CEE, ee = : 
suis gs De 
ae carey ea Pieces wad thous any shiigaion to mn, you Guareed bes CHEVROLET [] OAKLAND aoniac 
een eee | eee aeases OE 0 nee Pascoe 
rae oradeate | howe chanted oe dhe etait. oupmosns [)  LasaLie DELCOWEHT 
_——_——————————————— —— ‘i 
teh ay ee re een aot Z 
ey ony eee ee eC ae ee 7 » 
ehh: ‘ vw - 
% ; 7 a eile ‘onl Pr ; ™ 
: eS ere “it = agua PR ; 
; : ES Be Sik Seas : Fae ss 4 mah ting ae ae ¥ ; 
ae ats nif aes a Fe 
eet Si 3 7 oe f rr ne 
oy te. rept ee 
age eis: ae ee ee SSS 
eee ce : oe e oe — . 
’ : Ge Y ‘ | 
i‘ gen Ley - % 
ae “ ae —C“Ctéi‘sCSC 
Pi, a ha oe ete ? y Ne : Oye anny eee - einai tee 
ee ee, ihe Aa ; 3 S h Ameren the me teas oh arcenash emmy tonite great but ob foe ae ee Sea J 
cee see ae : rf 1%, : ‘ Cnty tite teapem tmnt Go Sete tone Tor meget magne mates Ameen (CFEC UA Tiaw Cau w ee Sore OS SS 
oe ee cin oe te, alas, amend ee Sa ae 9 ot fe te oh te omy SSS SSS 
: ; a ” a twenties «amin es aly gow oe i ee el ; : a a Sm A ae te rs 
me / ( ss catked eas Cate, wd Th Caney fe P 
: ? : ~ or ttectremt tn hing © ae wd ~~ — Pr . 2.250.000 C 
‘ae ; = —<————— | Scenes ester 
. OF: , ee eee TS — ef 3 moe ee ST 
i ff coasteirteredtinies ppiipunnee mes ete ann Sala Se 
‘ “Kd \ of : eg come The Aeremtem ee ay te aed Kew tt { } SES a Se 
f . > ; ee tomegee cormang ates Mew Veet a " te o z ~~ 
‘ 7 6 — oo te ee ot a ee an oF cit > aes aa od w © ———a—mewm—= | SOOO Cirtulaton 
: t. Pg a ( ne om tre teres ree, wo PC Pe ween Te cemuter preg oe de eee, Get Oe eter pee of Cet Oe ee ee et Oe i ee = pee y 
i a * . so. se ~~ Es et he ea te kk ee ee noon conlesssaeate onan = 
: = Tic Ate quit Guindy 60 Mate teem quae ad everett” for pund eherumy Gon: atten te Se Sios Sense teeenee 
: x i - — Semashko chart, her Mth er Nagra nes ot perendie wtet hee te Saavee ctemsecuplap Smee oe aeines Peat / 
a — / . o Ds = ee qruge tdi an Ge onde Tm ce gt we ~ . Seiad z e*) 
i ae - ~ a Re & Stig Gant & & ane °. 
Pipe srg: aig Py ee oo payin Gdigtrwend he . tdci en te deen Ms 
ad é 0 wh clit har er meters cy weet tale Wath oes enter / , 
= PR ~f ee ew et mee ee Bey ore peers tee he Cet Let eerweet ate od 
- eeEOEOOoeEeeeeeSSe—————_———eeeeee ; 
’ eC 
afte 
pe ee 
| + (008 $Rek AUVERT/DE@ERT OF TRE CREWE FER ESrES Co~TEET en i. _—_—__- =. 
oe pe ‘ 
r aa e . ki * - wy ae . . . ae —_ zt e ee ie = 4 2 . — ss is 5 ae 
4 pacageac ee Be 6 «2 


NYY I 5 


?., 


Metalworking management men acknowledge the editorial authority of The IRON AGE. And little 
wonder. They see it quoted frequently in the nation’s press. They buy and sell metals subject to 
its weekly price quotations. They read it first for reporting and interpretation of late industry 
news and technical developments. A magazine and a market inseparable ... one of 19 Chilton 
business publications. CHILTON COMPANY, Chestnut & 56th Sts., Philadelphia 39, Pa. 
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Available Now 


Unusual Rental Offering 


FILM, PHOTO or 
RECORDING 
STUDIO SPACE 
Near North Side Prestige Location 
Within Walking Distance of 
Chicago's ‘‘Loop."’ 
56 E. Superior St. 
e Ground Floor 
e 15 Foot Ceiling Studio 
e 7 Executive Offices 
e Private Truck Entrance 
e 8,325 Square Feet 
® Convenient to Public Trans- 
portation & expressways 
— located in— 
Advertising Age’s 
Advertising Center 
Call Mr. Linder 
WHitehall 4-7373 
Browne & Storch 
Managing Agents 
919 North Michigan Ave. 


'Ben Duffy Recalls... 


| thought, 


a country 


for an advertisement came to mind, 
and I started to write. I was sure 
this would be a wonderful ad for 


|}one of the Crowell-Collier maga- | 


zines. Before I knew it, I had de- 


veloped the idea into a five-page 


advertisement. 

By the time the train got to 
New York, I had the layout and 
the copy approach all figured out. 
I could hardly wait to present the 
idea to Tom Beck, then president 
of Crowell Publishing Co. (later 
Crowell-Collier), and a very good 
friend of mine. When I got to him 
I just told him about the idea; I 
didn’t bring my copy or rough 
layouts. Beck liked the idea and 
asked me to come back with more 
concrete plans. 

Lacking confidence in my copy- 
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; 2 AMPLE PURE WATER 


UNIVERSITY OF OREGON P 


LOW ELECTRIC RATES 


MILD CLIMATE } 
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1 NATURAL GAS 
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MATCHLESS RECREATION L 


| TOP TRANSPORTATION FACILITIES 


When you add it all up the 
70,593 people in Eugene-Spring- 
field, the 162,890 people in 
Lane county, live in a wonderful 
part of the country. Earnings 
are above average and their 
effective buying income is in ex- 
cess of 316 million dollars 


Ask the” et py 
ol and fr 


THE NORTHWEST'S howest STANDARD 
METROPOLITAN AREA!!! 


annually. This largest market 
between San Francisco and Port- 
land is served by the Eugene 
Register - Guard. This family 
newspaper is delivered to 81% 
of the homes in Lane county 
every day of the week 


man about the Register-Guard's 
y di t rate. 


q 


—-Engene KeagisterGuard — 


| writing ability, I asked T. Cronyn, 
|a BBDO copywriter—he was al- 


like ours,| Ways called T. Cronyn—to write 
founded on a good solid founda- | t 
tion, cannot go to ruin. An idea| 


he ad for me. Some artists got 
to work on the layouts. 

When Tom Beck saw the result 
he said, “That’s not what you told 
me; go back and write it the way 
you explained it.’ That meant I 
had to write the whole thing my- 
self. 

So I started out like this: “... 
And the rain descended, and the 
floods came, and the wind blew, 
and beat upon that house; and it 
fell not: For it was founded upon a 
rock.” The next four pages carried 
more copy and circulation figures 
for the American, Collier’s, Wom- 
an’s Home Companion and Coun- 
try Home. 


e When Beck saw it he said, “Boy, 
this is good. How long will it take 
you to finish it?” Well, you know 
it doesn’t take long when you’re 
hungry, and as an agency, we 


| were really hungry. 


The next step was selection of 
media. This was the first time, so 
far as I could remember, that an 
advertiser used five pages for a 
single ad. Knowing how scarce 
money was then, 


ment in papers other than those in 
New York and Chicago. However, 
Tom Beck had different ideas. He 
wanted to run it in about 12 pa- 
pers around the country. 

The morning it broke in all the 
papers, Jan. 12, 1931, I could hard- 
ly wait for our newsboy to de- 
liver my copy. It looked great. I 
rushed to show my wife, Marion, 


and I was really proud. All the} 
people on the commuter train to | 


New York were talking about it. 
The comments were fine. 

I called Tom Beck as soon as I 
got into the office and told him of 
my “survey” of comments on the 
train. He replied, “You should see 
the telegrams I’ve received.” I 
was quite happy. 


s Bruce Barton, who'd been 
abroad while all this was going on, 
arrived in New York the day the 
campaign broke. When he saw the 
five-page ad, he said, “It’s won- 
derful! Who did it?” He was told, 
“A young fellow in your media 
department; his name is Ben Duf- 
fy.” 

No one om Madison Ave. had 
heard of me. But Bruce knew me 
because the agency’d once em- 
ployed only 12 people—and in 
those days everyone knew ever- 
body else, whether it was mailboy 
or president. 

And only the other day, Frank 
Braucher, who was Crowell’s ad- 
vertising director in the ’30s, was 
kind enough to call it a “great 
advertisement” with a “plain, sim- 


I couldn’t con-| 
ceive of running the advertise- | 


a . * wos > ’ ‘ 
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OLDEST—The Den- 
ver Advertising 
Club’s oldest ac- 
tive member, Ce- 
cil Conner, Con- 
ner Advertising 
Agency (right), 
receives a pres- 
ent from the club 
for 50 years of 
continuous active 
service in the 
club. Jim Austin, 
Colorado Rancher 
& Farmer, pre- 
sents the desk set. 


|ple message.” He added, “It is a 
|sad and useless commentary, but if 
| Crowell had carried on with the 
| same imagination and adherence 
| to fundamentals, it would be alive 
| today.” + 


| 

|CBS-TV Stations Set 

|Foreign Program Exchange 

| CBS-TV stations division has an- 
nounced an international program 
exchange involving the five CBS 
owned stations and various foreign 
broadcasting companies. Beginning 
in mid-June, and continuing for a 
period of several months, WCBS- 
TV, New York; KNXT, Los Ange- 


\les; WBBM-TV, Chicago; WCAU- | 


TV, Philadelphia; and KMOX-TV, 
| St. Louis, will broadcast “The In- 
ternational Hour.” “The American 
Musical Theatre,” a series pro- 
duced by WCBS-TV, has been 
chosen as the program to be shown 
abroad. 


Curtis Buys Pyramid Rubber 

Helene Curtis Industries, Chi- 
cago, has acquired Pyramid Rub- 
ber Co., Ravenna, O., subject to 
stockholder’s approval. Ketchum, 
MacLeod & Grove, Pittsburgh, has 
been handling advertising for Pyr- 
amid, manufacturer of Evenflo 
baby feeding equipment. Helene 
Curtis’ agencies are Campbell-Mi- 
thun; Edward H. Weiss & Co.; and 
McCann-Erickson, in Chicago; and 
Altman Stoller Advertising, New 
York. 


KELO-LA 
is a 103-county market. 


to blanket all 


We have 
engineered KELO-LAND TV coverage 
103 counties 
other tv facility or “package” of 


No 


NORTH DAKOTA 


SOUTH 
DAKOTA 


NEBRASKA 


unrelated 
close to it! 


ONE BUY! ONE RATE CARD! ONE 
FILM ORIGINATION GETS YOU ALL 
KELO-LAND SIMULTANEOUSLY! 


stations can come even 


CBS * ABC 


KELO-LAND TV GIVES YOU: 
24.8% more viewers than the highest rated Omaha station. 


27.7% more viewers than the highest rated Des Moines station. 


93.0% more viewers than the highest rated North Dakota station. 


51.6% more viewers than the highest rated Duluth-Superior station. 
Source: ARB Audience Reports November 1960, average quarter-hour 


homes reached Sunday thru Saturday 9 a.m. to midnight. 


Tillamook Offers Tillie as 
Premium in TV Campaign 
Tillamook County Creamery 
Assn., Tillamook, Ore., marketing 
agency for Tillamook cheese, sold 
throughout the West, has launched 
the heaviest tv 
schedule in its 
history, using 
selected stations 
in Oregon, 
Washington and 
California. The 
new promotion 
is part of a poli- 
cy of concen- 
trating adver- 
tising rather 


Tilli 
aos than buying 
several media 
simultaneously. During the past 


year the company has used tv, ra- 
dio, newspapers and magazines. 
The new tv promotion offers as 
a premium a reproduction of Tillie 
the Tillamook cow for 75¢ and the 
word “Tillamook” taken from a 
wrapper or rind of Tillamook nat- 
ural cheddar cheese. Previously 
Tillie was available only at the 
Tillamook cheese kitchens, where 
it was sold as a souvenir. Showal- 
ter Lynch Advertising Agency, 
Portland, handles the account. 


Rodkin Promotes Four 


Sander Rodkin Advertising 
Agency, Chicago, has promoted 
William Westervelt, formerly vp, 
to exec vp and art director; Ray 
Freedman, account executive, to 
account supervisor and merchan- 
dising director; Philip Cane, ac- 
count executive, to senior account 
executive and copy chief; and Rob- 
ert Vendl, a former free lance 
artist and a new employe, to assist- 
ant art director. The agency has 
been appointed to handle advertis- 
ing for Power Instruments, Skokie, 
Ill., a new company planning to 
spend from $10,000 to $50,000 on 
advertising, chiefly in industrial 
media, direct mail and collateral. 


Bayard Moves to New York 

Jere Bayard, head of Jere Bay- 
ard Advertising, Los Angeles, is 
moving to New York, effective 
June 12. Mr. Bayard, also presi- 
dent of Flav-R Straws of the West, 
said he plans to take over the 
eastefn territory of the product 
and also to handle the advertising 
account. He said other clients 
would continue to use the agency 
after its relocation. 


Calvert Rug to Golnick 

Leon Shaffer Golnick Advertis- 
ing, Baltimore, has been named 
agency for Calvert Rug Inc., Balti- 
more. It will handle both contract 
and consumer advertising. 
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Washington looks different at night. Its second 
largest “industry,” Tourism (the city teems with 
7,000,000 visitors yearly) closes shop at night- 
fall. Its major industry, Government, keeps white 
collar hours too. 


The day’s monumental events fade into the 
relaxation of upper income living. Evening news- 
paper city—more so than most. Your prime 
Washington market becomes most receptive to 
your advertising message—at home—at ease— 
in the evening. This is why advertisers who know 
the Washington scene prefer the evening selling 
strength of The Star. 


THE WASHINGTON STAR 
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If you’ve never sampled the services 
of Century—you’re in for an “amazing 
new discovery”’. Why settle for less than 
the best ...Century Service! 


You can be certain with 


ELECTROTYPE COMPANY, Inc. 


Electrotypes «+ Travis R.O.P. Glass Mats Sent Cai Cate 
Plastic Plates « B & W and Color Proofing 
Duplicate Photoengravings 


CE WY Moist as butter cake, richly crowned with crunchy streusel topping 
TURWY = rp —— 
} . + for wears Praga \ g was spar to eae 


Advertising Age, June 12, 1961 


Everything about it says Old family recipe” 


ym Streusel 


| Coffee Cake ix” 


COLOR BOW—Pillsbury is featuring its new cinnamon streusel coffee 

cake mix in color spreads July 9 in Sunday supplements. The com- 

160 East Illinois St., Chicago 11 « DElaware 7-1541 pany introduced the cake with b&w newspaper ads in 100 markets 
several months ago. Campbell-Mithun is the agency. 


“Somebody must have told Huntley we Cincinnati 
Enquirer families have $600 more a year to spend.” 


eeeeecereseseeess SOLID CINCINNATI READS THE CINCINNATI! ENQUIRER 


Daily Enquirer families make more, need mote, spend more than the average Cincinnati 
family. You're in solid with them when you advertise in their newspaper . . . the Cin- 
cinnati Daily Enquirer. For more facts on the market-that-matters in Cincinnati, call or 
write the Cincinnati Enquirer's Research Department for the latest Top Ten Brands survey. 


Represented by Moloney, Regan & Schmitt, Inc. 


Summer Ad Budget 
Boosts Forecast by 
(27% of Stores: BofA 


| New York, June 6—About one 
|in every four retail stores will in- 
\erease its summer ad budget this 
year, and newspapers will get 
|nearly all the money. 

| That was the word today from 
|the Bureau of Advertising of the 
|American Newspaper Publishers 
|Assn., as it fed out figures from 
|its eighth annual summer survey 
|}among 235 retailers in 101 mar- 
| kets. 

Some bureau gleanings: 

|e Of the retailers, 27% expect to 
|hike their budgets; 59% will in- 
vest the same amount as last year; 
|only 14% intend to pare their out- 
lays. 

|e Total budgets of 22% of the 
| merchants will be steered to news- 
papers; 36% will invest 90% to 
99% in the medium; while 21% 
|said they'll spend anywhere from 
1\80% to 89% there. 


|e Outdoor living was top dog in 
the promotional theme category, 
| with 86% of the retailers planning 
‘to use it; 26% of these will give it 
\@ dominant role. 

| 

|@ On the competitive side, BofA 
|reported that retailers sighted a 
further trend toward a_ buyers’ 
|market. This year 64% said sales 
| would be up (versus 69% a year 
|}ago); 27% looked for the same 
volume; 9% expected summer 
|sales drops. + 


| 


Nahl Joins Burnett 
as Research Supervisor 
| Perham C. Nahl has joined Leo 
| Burnett Co., Chicago, as staff econ- 
jomist and re- 
|search super- 
|visor—a new 
| position. Mr. 
|Nahl formerly 
| was director of 
jereative re- 
search of Need- 
|ham, Louis & 
Brorby, Chica- 
| go, and was as- 
|sociated with 
that agency for é 
15 years. 

His successor 
has not been named by NL&B. 


Perham Nah! 


Schaefer Buys Standard 

F. & M. Schaefer Brewing Co., 
Brooklyn, N.Y., has acquired 
Standard Brewing Co., Cleveland. 
_ Gerst, Sylvester & Walsh, Cleve- 
|land, will continue to handle 
| Standard’s line of beer and ales, 
| which include Standard premium 
| beer, Red Velvet ale and Red Label 
Lager Supreme. Batten, Barton, 
| Durstine & Osborn, New York, is 
| Schaefer’s agency. 
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All Florida Magazine reaches more 
Florida Food Lovers than any other Medium 


The Sunday Supplement 
reaching more Floridians 
than any other Medium! 


allFlorida 


TV WEEK MAGAZINE 


Distributed in 19 Newspapers 

DAYTONA BEACH Sunday News-Journal, DELAND Sun News, FORT MYERS News- 
Press, FT. PIERCE News-Tribune, GAINESVILLE Daily Sun, JACKSONVILLE Florida 
Times-Union, LAKELAND Ledger, LEESBURG Daily Commercial, MELBOURNE Times, 
MIAMI News, OCALA Star Banner, PALM BEACH Post-Times, PANAMA CITY News- 
Herald, PENSACOLA News-Journal, SARASOTA Herald-Tribune, ST. PETERSBURG 
Independent, TALLAHASSEE Democrat, TAMPA Times, WINTER HAVEN Daily-News Chief. 


When it comes to “food lovers”... All Florida TV Week Magazine 
is “for the birds”! Uh-huh, that’s what we said! For . . . despite 
popular belief ... our feathery friends are true “food lovers”; they 
can eat three times their weight a day! Floridians don’t eat quite that 
much, but do spend an average of $826 per family annually in 
supermarkets against the national average of only $623. All Florida 
TV Week is 100% “for” these Florida “food lovers”... (or ANY 
OTHER GROUP you want to sell) . . . reaching over 710,000 
families weekly, per latest Publishers’ Reports . . . more coverage 
than any other medium! How’s that for “reaching”? 


Your advertising message gets 7-day pulling power through com- 


plete TV listings . . . plus statewide circulation . . . or the market- 
by-market flexibility of 6 circulation zones. So at the risk of sound- 
ing proverbial . . . “the early bird gets the worm”! Check your local 


Kelly-Smith Representative TODAY .. . for the complete story! 


Represented nationally by KELLY-SMITH COMPANY 


ATLANTA — 1627 Peachtree Street, BOSTON — Parker House Office Building, 
CHICAGO — 230 North Michigan Avenue, DETROIT — New Center Building, 
LOS ANGELES — 5225 Wilshire Boulevard, MIAMI — 121 Southeast Ist Street, 


NEW YORK — 750 Third Avenue, PHILADELPHIA — Philadelphia National Bank 
Building, SAN FRANCISCO — 235 Montgomery Street, SYRACUSE — 472 South 
Salina Street. 
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How many management men 


are there? 


Of the more than 64 million 
workers classified by the U.S. 
Census Bureau, there are only 
274,527 executives in industry 


who earn $15,000 or more a year 


Concentrated among these upper 
income executives are found 
the most important purchasing 


influences in industry. 


Fortune is highly concentrated, 
too, among 350,000 management 
men. This concentration is one 


of the reasons why advertising in 


FORTUNE gets results. 
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This 
SERVICE magazine 


gets home 


toa MAN... 


You can get mighty close to a man 
when you talk his language. POPULAR 
MECHANICS does just that by serving 
up the kind of editorial that helps a man 
get more enjoyment out of his home, 
his job and his leisure-time activities. 
Take the man whose interests center 
around his home. For him, PM car- 
ried over 428 pages of home 

maintenance editorial last 


year—projects to do and what 


to do them with. 


When it comes to such things as 
his home, his car, his boat, a man just 
naturally turns to POPULAR MECHAN- 
ics. He’ll turn to your product story, 
too, when it is in the service magazine 


for five million men. 


POPU LAR Reporting the mechanics 
MECHANICS | si oters sina 


A HEARST MAGAZINE 


Advertising Age, June 12, 1961 


Conventions 


*Indicates first listing in this column. 


JUNE 


| 11-14. Assn. of Industrial Advertisers, 
annual conference and exposition, Statler 

| Hilton, Boston. 

| 11-14. National Assn. of Direct Selling 

| Companies, 47th annual convention, La 

| Salle Hotel, Chicago. 

11-23. Advertising Federation of Amer- 
ica, third annual management seminar in 
advertising and marketing, Chatham Bars 
Inn, Cape Cod, Mass. 

12-14. Poster Advertising Assn. of Can- 
| ada, Chantecler Hotel, Ste. Adele, Quebec 
| Canada. 

19-21. American Marketing Assn., 44th 
| annual conference, Ambassador Hotel, Los 
| Angeles. 

21-24. Trans-America Advertising Agen- 
| cy Network, annual meeting, Sheraton- 
| Plaza Hotel, Boston. 

21-25. National Editorial Assn., annual 
convention, Hotel Utah, Salt Lake City. 

*23-25. Northwest Daily Press Assn., 
summer meeting, Madden's Lodge, Brain- 
erd, Minn. 

25-28. National Retail Merchants Assn., 
annual sales promotion, convention, Mount 
Washington Hotel, Bretton Woods, N. H. 

25-28. New England Newspaper Adver- 
tising Executives Assn., summer meeting, 
Mount Washington Hotel, Bretton Woods, 
N. H. 

25-29. Advertising Assn. of the West, an- 
nual convention, Olympic Hotel, Seattle. 

25-29. National Advertising Agency Net- 
work, annual management conference, 
Broadmoor Hotel, Colorado Springs. 

25-29. American Academy of Advertis- 
ing. annual meeting, University of Wash- 
ington, Seattle. 


| 
Coming 
| 


JULY 
9-12. Newspaper Advertising Executives 
Assn., Statler Hilton Hotel, Detroit. 


AUGUST 
1-4. Advertising Age Creative Workshop, 
fourth annual session, Palmer House, Chi- 
cago. 
18-19. Newspaper Advertising Execu- 
tives Assn. of the Carolinas, summer 
meeting, Grove Park Inn, Asheville, N. C. 


SEPTEMBER 

8-10. Iowa Daily Press Assn., annual 
meeting, Hotel Savery, Des Moines. 

11-17. Affiliated Advertising Agencies 
Network, 17th annual international meet- 
ing, Sheraton-Blackstone Hotel, Chicago. 

20-22. International Advertising Assn., 
fourth international conference, Madrid. 

21-23. Advertising Federation of Amer- 
ica, 10th district convention, Hotel Mayo, 
Tulsa 

30-Oct. 1. Ohio Daily Newspaper Adver- 
tising Executives Assn., annual advertis- 
ing clinic, Fort Hayes Hotel, Columbus, O 


OCTOBER 

10-13. Direct Mail Advertising Assn., 
44th annual convention, Statler-Hilton 
Hotel, New York City. 

12-14. National Editorial Assn., annual 
fall meeting, Pick-Congress Hotel, Chica- 
Zo. 
*15-17. Inland Daily Press Assn., annual 
meeting, Drake Hotel, Chicago. 

*15-18. American Assn. of Advertising 
Agencies, western region convention, Ho- 
tel del Coronado, Coronado, Cal. 

16-17. Agricultural Publishers Assn., an- 
nual meeting, Chicago Athletic Assn 

*19-20. Audit Bureau of Circulations, 
annual meeting, Drake Hotel, Chicago 

22-27. Outdoor Advertising Assn. of 
America, Diplomat Hotel, Hollywood-By- 
The-Sea, Fla 

28-31. National Automatic Merchandis- 
ing Assn., convention and exhibit, Conrad 
Hilton Hotel, Chicago 


NOVEMBER 

2-4. Assn. of National Advertisers, an- 
nual national meeting, The Homestead, 
Hot Springs, Va. 

6-8. Broadcasters’ Promotion Assn., an- 
nual convention, Waldorf-Astoria Hotel, 
New York 

7-9. Point-of-Purchase Advertising In- 
stitute, 15th annual symposium and ex- 
hibit, McCormick Place, Chicago 

*13-15. Southern Newspaper Publishers 
Assn., 58th annual convention, Boca Raton 
Hotel, Boca Raton, Fla 

15-17. Television Bureau of Advertising, 
annual meeting, Statler-Hilton, Detroit 


Glennie Joins Nielsen 

James W. Glennie, formerly sen- 
ior account representative in the 
Chicago office of International 
Business Machines, has been ap- 
pointed special assistant to A. C. 
Nielsen Jr., president of A. C. 
Nielsen Co. He will investigate and 
help develop diversification activ- 
ities for the company. 


Ronalds-Reynolds Names Two 

Ronalds-Reynolds & Co., Toron- 
to, has named Claire Creswell a 
copywriter, and has moved Ken- 
neth A. Munro frorn its Montreal 
to its Toronto office as account 
executive on Nestle (Canada) Ltd. 
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Definitive Study of 
Household Coverage 
of Daily Newspapers 
in the 


BALTIMORE 
STANDARD 
METROPOLITAN 
AREA 


Prepared by 
Daniel Starch & Staff 


a definitive 
study of 
household 
coverage > 
of daily 
newspapers — 


in the Baltimore Standard 
Metropolitan Area | shaded in thi Soni! Stench 


Study of Household Coverage in the 


Because of the manner in which Baltimore Daily _ Baltimore Standard Metropolitan Area: 
Newspapers are sold to National advertisers... | @ TOTAL HOUSEHOLD COVERAGE 

A study of household coverage and interlock, @ EXCLUSIVE HOUSEHOLD COVERAGE 
or duplication, is of the greatest importance. __ @ HOUSEHOLD COVERAGE (3 OR 


Thi tud hich fh iat th d MORE PERSONS HOUSEHOLDS) 
oy eet = — complete , @ COVERAGE OF HOUSEHOLDS WITH 


was conducted by Daniel Starch & Staff. CHILDREN UNDER 15 YEARS OF AGE 


For the latest facts on Baltimore Daily News- | © COVERAGE OF HOUSEHOLDS WITH 


MEN UNDER 35 YEARS OF AGE 
paper coverage—ask the H.A.S. Man. 
@ COVERAGE OF HOUSEHOLDS WITH 


WOMEN UNDER 35 YEARS OF AGE 


e P t | @ COVERAGE OF HOUSEHOLDS USING 
WS-POS OR PURCHASING SPECIFIED GROCERY 
Maryland's Largest U1) Daily Newspaper | PRODUCTS DURING THE PAST MONTH 


Represented Nationally by HEARST ADVERTISING SERVICE, INC. 


OFFICES IN: New York Boston Albany Baltimore Philadelphia Pittsburgh Miami Beach Chicago Detroit Milwavkee San Antonio Dallas los Angeles San Francisco Seattle 
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@ There's only one 
way to get complete 
and reliable clipping 
coverage of maga- 
zines. BACON’S is 
the specialist in 
magazines. 25 
years experience 
has built a com- 
plete list and un- 
matched methods 
for clipping accu- 


BACON'S 


for 
COMPLETE «=<». «. 
COVERAGE “""™"™"™ 


of OUR READING LIST 


Published as 
MAGAZINES! 


complete 
publicity 
directory. 
BACON'S 
PUBLICITY 
CHECKER 
—now with quarter- 
ly revisions. 100% 
accurate. 352 p.p 
—$25.00. Send for 
your copy today! 


BACON'S 
CLIPPING 
BUREAU 


14E Jackson Bivd 
Chicago 4 Illinois 


WaAbash 2-8419 


Kleenex, Johnson, 
Tops in Consolidated Analysis Cities 


| Gerber Baby Food, RCA 


_ TV Sets Also High in 
| 19-Market Tabulation 


MILWAUKEE, June 6—Kleenex 
| facial tissues, General Electric au- 
| tomatic dishwashers and John- 
| son’s paste and liquid floor waxes 
|}are the leading brands in all 19 
|cities covered in the 1961 Con- 
| solidated Consumer Analysis. 

A product of the combined ef- 
| forts of 19 newspapers, the anal- 
ysis book reports, market by mar- 
| ket, buying habits and brand use 
in more than 100 basic product 
categories. The markets are Co- 


GE Dishwashers 


lumbus, Denver, Duluth-Superior, 
Fresno, Honolulu, Indianapolis, 
Long Beach, Milwaukee, Modesto, 
Omaha, Phoenix, Portland, Ore., 
Providence, Sacramento, Salt Lake 
City, San Jose, Seattle, St. Paul, 
and Wichita. 

The percentage of use of Kleenex 


facial tissues ranges from 78% in 
Wichita to 41.2% in St. Paul. GE’s 
|use percentage in automatic dish- 
| washers reaches a high of 51.2% in 
Sacramento, and drops to a low of 
| 28.8% in Indianapolis. The range 
for Johnson’s paste floor wax is 
from 81.2% in Columbus to 47.9% 
in Sacramento; percentages for 
Johnson’s liquid floor wax range 


from 61.7% in Honolulu to 35.6% 
in Phoenix. 

Close to being first in all of the 
markets in the group in strained 
baby foods is Gerber, with 18 
firsts. Only in St. Paul is another 
brand—Heinz—first. Among prod- 
ucts for household laundry, Tide is 
first in 18 markets, exceeded in 
Honolulu by Rinso. Spic and Span 
leads in 18 markets among prod- 
ucts for linoleum and tile floors, 
giving up first place in Salt Lake 
City to Mr. Clean. 


® RCA Victor tv is first in 18 mar- 
kets, its use percentage ranging 
from 27.1% in Milwaukee to 12.4% 
in Phoenix. Zenith is first in Hon- 
olulu (17.9%). 

Cat owners buy Puss ’n Boots | 
most in 17 markets, giving it a use 
percentage range from 71.1% in 


Omaha to 20% in Sacramento. Calo Wichita and Indianapolis; 


is first in Providence (30.6% ), and 


There’s a $628,291,000 


* 


Sale Slip 
With 
These 


Groceries! 


eat geet 


Sold in the 100- County Fort V Worth Market 


The 668,200 Households in the wealthy Fort Worth Market spent $628,291,000 food dollars in 
1960 . . . 24.1% of the Texas total! This rich market is covered best by the Fort Worth Star- 


Telegram . . . an average of 34% daily family coverage in 99 West Texas Counties and 86.8% 
daily family coverage in Metro Fort Worth. 


Write for your free copy of our current market and brand usage study. 


Sources: Soles Manage FORT WORTH STAR-LELEGR 


ment, ABC Audit, 
3/31/60 


Amon G. Certer, Jr., Pres. & Nat'l Advertising Director 


Ralph D. Ray, Nat'l Advertising Manager 
LARGEST COMBINED DAILY CIRCULATION 


without the use of schemes, premiums or contests 


“Just a good newspaper” 


tA 


IN TEXAS 


| 26.7% 
| Providence. 


Advertising Age, June 12, 1961 


Tyrell’s leads in Seattle (23.6%). 

Chevrolet is the leading auto- 
mobile brand in 17 markets, where 
its use ranges from 37.5% (Den- 
ver) to 219% (Indianapolis). 
Chevrolet tied with Ford in Mo- 
desto, each with 28.5%. Ford is 
first in Providence, with 30.1%, 
and in Duluth-Superior, with 
26.6%. 

Among cigarets without filter 
tips, among women, Pall Mall led 
in 18 markets, its use ranging from 
a high of 50.3% in Modesto to a 
low of 32.1% in Portland. The sur- 
vey did not cover cigaret buying 
in Salt Lake City. Among filter tip 
cigarets, leaders in the women’s 
market were Kent (first in nine 
| markets), Winston (first in six) 
and Salem (first in three). 

Kent’s percentage ranged from 
29.6% in Providence to 11.4% in 
Win- 
ston’s from 23% in Omaha to 10.3% 
in Honolulu; and Salem’s from 
in Honolulu to 11.4% in 


For men, Camel was the leading 


| plain cigaret in 15 cities. Pall Mall 


was first in three markets. Camel’s 
use percentages ranged from 
42.3% in Modesto to 23.8% in 
Milwaukee, and Pall Mall’s from 
31.4% in Fresno to 23.3% in Indi- 
anapolis. Lucky Strike and Chest- 
erfield were third and fourth, re- 
spectively, in all markets. 

Winston was the leading filter 
cigaret among men in 14 markets. 
Its highest use percentage was 
28.3% in Wichita, and lowest, 
12.1%, in Honolulu. Kent was the 
first brand in four markets, rang- 
ing from 23.9% in Providence to 
8.8% in Indianapolis. Salem was 
the leading brand among men in 
Honolulu, with 24.1%. 


® Colgate leads in 15 markets 
among toothpaste brands, its use 
percentage ranging from 47.6% in 
Honolulu to 25.2% in Denver. 
Crest is first in Seattle (34.9%), 
Portland (29.9%) and Long Beach 
(25.8%). Gleam has the dominant 
position in Milwaukee with 26.5%. 

Among bottled soft drinks, 7-Up 
is first in 14 markets, its use rang- 
ing from 72.5% in Omaha to 4.3% 
in Providence (where it is in the 
seventh place). Coca-Cola’s per- 
centage is highest in Honolulu 
(49.9%) and Phoenix (28.8%). 
Cott leads in Providence (20.3%). 
Graf’s in Milwaukee (44.1%), and 


Pepsi-Cola in Indianapolis 
(36.4%). 
Coldspot is the leading home 


freezer brand in 16 markets (in 
Columbus, however, it is in 14th 
place). GE, Philco and Montgom- 
ery Ward are leaders in Provi- 
dence, Columbus, and St. Paul, 
respectively. 

In instant coffee, Maxwell 
House is first in 14 markets (rang- 
ing from 42.2% in Columbus to 
20.1% in Milwaukee). In Omaha 
and Milwaukee, the leader is But- 
ter-Nut, with 38.3% and 22.2%, 
respectively. Folger’s leads in 
Wichita (31.3%) and in Modesto 
(24%) 


s The leader in peanut butter is 
Skippy in 16 markets, its use per- 
centage ranging from 75.6% in 
Honolulu to 5.1% in Indianapolis, 
where Skippy is in fifth place. 
Peter Pan leads in Indianapolis, 
with 32.1%, and in Wichita, with 
36.7%. In Seattle, the leading 
brand is Sunny Jim, with 31.9%. 

Remington is the leading elec- 
tric shaver for men in 17 markets, 
with a use range from 46% in 
Denver to 22.6% in Wichita. Nor- 
elco leads in Wichita, with 40.1%, 
and St. Paul, with 32.8%. Ronson is 
uniformly the fifth brand in all 19 
cities covered in the survey, with 
its best showing—5.6%—in Port- 
land. # 


Hall Agency Promotes Three 
Robert H. Bowers has been 
named exec vp of Hall & Co., Rich- 
mond, Va., and Ralph W. Smith 
and Otis J. White have been elect- 


|}ed vps of the agency. 
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print. Ever since Gutenberg revolutionized communications by printing from moveable type, 
printed words and pictures have shaped minds, habits, and nations. No other medium of com- 
munication can match the long-established power of print. American life has been shaped into 
many communities of people with common interests by national magazines and newspapers. 
Years of editorial service, based on respect for the printed word, have built responsive audiences. 
American industry, with its many competing brands of merchandise, has found merchandising 
power and security in printed advertising. The reading, believing, and buying habits of centuries 
are not easily broken. The advertiser who bases his campaign on print has on his side the weight 
of centuries of respect for printed communication. 


a 
aS 244s 


“av 
dot 


Illustrator: Pierson Long is a creative 
photographic illustrator on the staff of 
Shigeta—Wright Associates, Inc. 


A friend asked, ‘‘Why should you people at C M & H promote the general 
cause of national magazines, newspapers, and other print media? Your 
business is photoengraving.'’ Correction! Our business, like that of pub- 
lishers and other service organizations in the graphic arts, is print. We 
believe in print, and we appreciate the efforts of those who contribute to 
the high level of printed communication and advertising. This is why we 
are publishing this series of advertisements in collaboration with leading 
artists and photographers whose work adds quality and power to print. 


COLLINS, MILLER & HUTCHINGS, INC. 


America's finest photoengraving plant for letterpress and gravure * 333 West Lake Street, Chicago 
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Photo from a recent American Home feature on mums. 


| the bloom 


of youth... 


glows from every page of the new 
American Home. No wonder. Its ed- 
itors are the youngest of any major 
magazine .. . young suburbanites 
attuned to the tastes and needs of 
today’s new families. American 
Home gives its 12,250,000 readers 
(3,650,000 families) more home 
service features than any other 
mass magazine. Plant your adver- 
tising here and watch sales bloom. 
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KK scaocnannaaaaaaccsaaaaaannas casas aS RRL SS 
Every Monday... 


. . . 23,052* air conditioning, heating and 
refrigeration executives turn to Air Condition- 
ing, Heating and Refrigeration News to keep 
abreast of key industry developments and 
competitive trends. Since 1926, the News has 
been foremost in serving their changing in- 
terests—foremost too, in paid circulation and 
in advertising linage. Should be foremost on 


your schedule, too. itt sss 

2 *, 5 Ys 
* Average net paid <4 ABE \* 4 ARD : 
circulation, ABC Audit e Ay £ 
Report, Dec. 31, 1960 "exe Togne” 


AIR CONDITIONING 
HEATING & REFRIGERATION 


vEWs 


450 WEST FORT STREET, DETROIT 26, MICHIGAN 


SA 


SONS 


Manchester Adds Drycleaners 

National Institute of Dryclean- 
ing, Washington, has awarded its 
advertising and pr account to Man- 
chester Associates, Washington. 
The competition also included 
Erwin Wasey, Ruthrauff & Ryan, 
its previous agency; Ketchum, 
MacLeod & Grove; and Bozell & 
Jacobs. A direct mail and trade 
publication drive for new members 
is planned. 


Mitchell to ‘Saturday Review’ 

Craig Mitchell, who said he 
would resign as assistant publish- 
er of Buttenheim Publishing’s 
Overview this month (AA, April 
24), has joined Saturday Review, 
New York, as educational ad 
manager. 


WCFL Names Wilson 

Charles E. Wilson has been 
named director of research, mer- 
chandising and promotion of 
WCFL, Chicago radio station. He 


S| has been on the station’s sales and 


sales promotion staff for four years. 


Theyre in...in Indiana 


95.8% of total cigarette 
lineage in Indianapolis 
newspapers appears in 
The Star and The News 


with The STAR and The NEWS 


| Morning & Sunday Evening 
| Smoking habits follow reading habits in the 45-county cir- 
| culation area of The Star and The News. 


These two reading favorites have 52.8% coverage of the 
684,000 homes in this $4.3 billion Central Indiana market— 
73.4% coverage in the metropolitan and retail trading zones! 


Bad Here's the most selling power—at lowest dollar cost—in 
—_—, 


this big, ready-to-buy market. 


The Indianapolis Star and The Indianapolis News 


Kelly-Smith Company National Representatives 


—— a 


Advertising Age, June 12, 1961 


Ad Sells Product: 
PR Promotes Image 
of Company: Zapp 


VENICE, June 6—A total of 526 
delegates from 30 countries left 
the International Public Relations 
convention after naming Montreal 
as the site of the 1964 internation- 
al gathering which will be held 
Nov. 15 of that year. Among high- 
lights of the convention were sev- 
eral outstanding talks: 

Manfred Zapp, secretary-gen- 
eral of Deutsche Public Relations 
Gesellschaft, attracted consider- 
able attention when he defined 
the place of public relations in the 
promotion program. 


s “To cultivate consumer relations 
is the task of public relations and 
advertising,” he said. “The con- 
sumer is first interested in the 
product—this is principally the 
concern of advertising—and only 
secondarily in the producer or the 
distributor—this is more in the do- 
main of public relations. 

“The borderlines between public 
relations and advertising are not 
always very distinct,’ he _ said. 
“Public relations, however, has to 
be very careful not to cross these 
borderlines by promoting products 
instead of helping to clear the 
image of the company.” 

He further stated, “The promo- 
| tion of the image of the product 
| goes very closely with sales pro- 
motion. And sales promotion is a 
task of advertising, not of public 
| relations. But as in this case, public 
relations and advertising are often 
very closely interrelated. Co-or- 
dination must be one of the main 
aims in planning public relations.” 


® Prof. Scott M. Cutlip, of the 
University of Wisconsin, stated 
that the programs for teaching 
public relations in the U.S., despite 
40 years of experience, are still ill- 
defined, experimental and often 
superficial. The disputes between 
professors and professionals con- 
tinue. 

Prof. Leo J. Margolin, of New 
York University, estimated that in 
1969 the U.S. will need 250,000 
| public relations experts; he figured 
that $6 billion will be spent on 
public relations activities by that 
| year. 


| ® According to Lucien Matrat, of 
| France, a member of the Inter- 
national Public Relations Assn., 
the problem facing the internation- 
al convention was in finding a 
definition for this ill-defined job. 

“We could very well see another 
40 years go by,” he said, “unless 
we take the opportunity offered by 
| this gathering of the world’s lead- 
| ing public relations experts to ac- 
cept the compromises—the neces- 
sary synthesis which, by the end 
of this convention, will lead to a 
unity of conceptions of public re- 
lations and of the expert’s role.” + 


‘Nation's Business’ Names 
_Gray & Rogers as Agency 

| Nation’s Business, published by 
ithe Chamber of Commerce of the 
U.S., Washington, has named Gray 
& Rogers, Philadelphia, as its agen- 
cy, effective July 1. The agency 
previously handled the magazine’s 
account from 1956 to 1909. 


Owsley Joins ‘Bride's’ 

Randolph G. Owsley Jr., former- 
ly on the Chicago sales staff of 
| Look, has joined the Chicago sales 
loffice of Bride’s Magazine. He re- 
places William C. Drorbaugh, who 
has transferred to Bride’s New 
York sales staff. 

Walton Joins Remsen 

| John Walton has been named as- 
| sistant to the president of Remsen 
Advertising, New Haven. He for- 
merly was an account executive 
at Batten, Barton, Durstine & Os- 
born, New York. 
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...a new kind of publication. 


A professional publication for scientists and engineers covering the entire 
spectrum of science and technology applicable to industrial progress...a 
unique technical information service providing cross-communication 
between the scientific and engineering specialties ...an ideal environment 
for advertisers with a product, a concept, a capability. 


See it come to life in the prototype issue, August, 1961. 


INTERNATIONAL 


SCIENCE AND 
TECHNOLOGY 
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Cahners Publishing Company is the fastest growing industrial 


publishing company in the United 


States. It believes in growth 
for itself, for its people, for the advertisers and readers it serves, for the nation. 
Growth makes more and better services possible. Growth creates a vigorous climate 
of personal achievement by our 531 people. Growth provides a climate in which 
advertising excellence for growing companies and for those which want to grow 
can flourish. Out of the strength of the growing Cahners Publishing Company 
spring new opportunities for more people in many fields to achieve deeply felt needs. 


CAHNERS PUBLISHING COMPANY, INC. 
221 Columbus Avenue 


Boston 16, Mass. 


And in 14 cities, convenient to Growing America 
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Metalworking: 


INCLUDING Metal Forming and Fabricating serriws 


BUILDING | eee . 
CONSTRUCTION i Cerami 


A Cohners Pubhcation/ January 1981 /T« 
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10 Ways to upgrade a sale see page 118 
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Portland is number one in 
the U. S. among cities under 
150,000 population; an ideal 
testing atmosphere for any 
product. 


00°, coverage of city zone 94° 


Portland is number six in 
the U. S. among ideal testing 
cities regardless of popula- 
tion; a fact due to a consist- 


ently stable economy. 


represented by Julius Mathews Specia 


Agency 


Portland is number two of all 
testing cities in New England 
regardless of size; thus the 
ideal city in an ideal market 


area. (source: Sales Management) 


~ coverage ABC retail trade zone 


PORTLAND, MAINE NEWSPAPERS 


PORTLAND PRESS HERALD x  EVENINGEXPRESS % SUNDAY TELEGRAM 


ee 
ome' six 'Two' 
THAT'S PORTLAND MAINE 


Advertising Age, June 12, 1961 


Bubble Gum War Poppin’; Fleer Tries 


“We Owe Kids Best . . . 
Cards’: Topps; When 
Are 5 Years Up?: Fleer 


NEw YorRK, June 7—Things are 
popping in the bubble gum busi- 
ness. 


Two front runners, Topps Chew- 


ing Gum Co., of Brooklyn, and) 


to Avert Topps’ Baseball Card Shutout 


tract to get in.” 

Complicating the whole affair is 
the question of endorsement. Al- 
though both companies stress that 
the cards are “merely a commod- 
all and don’t reflect any player 
testimonial, the issue has been 
raised by Robert C. Cannon, play- 
|ers’ attorney. 

In answer to Mr. Cannon, Fleer 


Frank H. Fleer Corp., of Philadel- | €xPlained: “It is our definite belief 


phia, are waging a pitched battle 
over the right to sign players for 
their baseball cards, which young- 
sters collect and trade. 

Topps maintains it needs to sign 
players on an exclusive basis to in- 
sure “continuity.” Fleer, shut out 
of the baseball trading card picture 
by the exclusive deals of its com- 
|petitor, asserts, “We want in, and 

| we’re willing to give a better con- 


REATIVITY | _. wimy-tv creates 


sales in the nation's 44th market* 


Working with many elements, the crafts- 
man creates an object of beauty ... as in 
this Chief’s head dress. In the Industrial 
Piedmont, WFMY-TV has proven its ability 
to work with many elements to create 
greater sales and profits for you among 


— 7 


Lt. 


"NOW 


Represented by Harrington, Righter and Parsons, inc 
New York, Chicago, Los Angeles, San Francisco, Atlanta, Boston, 


GREENSBO 
IM OUR 12TH YEAR OF SERVICE’ 


2.3 million customers who have 3.2 billion 
dollars to spend annually. 

In the nation’s 44th market*, depend 
on WFMY-TV to sell your customers . 
call your H-R-P rep today. 


*Source: Television Magazine, 1960 Data Book 


that the baseball player is not 
|endorsing the gum when he has 
his likeness packaged with it. The 
athlete is a part—the main part— 
| of the product. He is an ingredient 
|in the sale of the bubble gum, in 
| the manner of the sugar content.” 


® The real squabble, however, is 
over conflicting contracts of the 
| two companies. Both organizations 
emphasize that they want to do 
| what’s best for ball players. It will 
be Mr. Cannon’s job, come July 31, 
|to decide what arrangement is 
|more. favorable—exclusive or non- 
| exclusive contracts. 
Here’s the deal: 
Topps offers a ball player $125 
a year, plus a $75 bonus on a two- 
year renewal, for the privilege of 
| putting his picture on the front of 
a card and his batting average and 
other vital information on the 
| back. The company refuses to pay, 
|however, if the player signs with 
anybody else. 

Fleer, on the other hand, 
| stresses that it doesn’t care who 
|else signs the players, and adds 
| that a gum company in Chicago, 
|one in Philadelphia and another in 
|Memphis are thinking about en- 
| tering the baseball trading card 
picture if players can be signed to 
| non-exclusive contracts. 


|@ Fleer also says it will pay the 
| ball player $125 a year, or 5% of 
|gross profits—divided among all 
the players involved—and in addi- 
}tion “will pick up the tab” for any 
money the players lose by not 
signing an exclusive contract with 
Topps—which amounts to another 
| $125. The company thinks it has 
| found a way to get around Topps’ 
“restrictive” five-year contract by 
| getting players to agree that the 
next deal they make will be non- 
exclusive. 

Fleer claims it’ has persuaded 
perhaps 60% of the players in the 
|majors to sign non-exclusive con- 
tracts the next trip around. But 
the trick is to find out when 
Topps’ exclusivity rights run out, 
Fleer complains. It seems Topps 
isn’t telling, and apparently even 
the players don’t know. 


® Topps denies throwing the play- 
ers a curve. To maintain the ac- 
curacy, completeness and quality 
of its trading cards, the company 
| says, “a considerable capital in- 
vestment is involved.” If other 
| companies hook up their gum with 
trading cards “for a quick kill,” 
| Topps fears, it will threaten the 
continuity of its own cards. 

The company points out that it’s 
|done more than supply ball play- 
ers with a “continuing source of 
|income.” In addition, Topps con- 
tends, it has “successfully mer- 
chandised” ball players, making 
them desirable for tie-ins with 
other products. 

“We owe the kids of America 
the best possible cards,” a com- 
pany spokesman said. “Because of 
hard work, integrity, a responsi- 
bility to the game and to the kids 
of America, Topps feels it’s proven 
itself. Can Fleer point to a similar 
track record?” 

Fleer admits Topps “has been 
darn good to the players.” Because 
of this, the company adds, “the 
players are reluctant to start a 
hassle.”’ But, Fleer is quick to ask, 
what’s wrong with “a couple of 
cuts of the pie instead of one?” + 
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THE 707 +ASTROJET 


Pha x ee 


"ALL THEY EVER SAID IT WAS— AND MORE” 


This is the acclaim of experienced air travelers —who have 
flown in the world’s most advanced jetliner, the 707 Astrojet. 
They've told us the Astrojet provides the most comfortable, 
most dependable flights now available in daily transconti- 
nental service. And as rapidly as possible, American Airlines 
is extending this unique jet service throughout the nation. 
Powered by revolutionary new fan-jet engines, American 


Airlines’ 707 Astrojet outperforms all other airliners. Once 
aboard, you notice that the Astrojet takes off quickly and 
climbs swiftly —you cruise confidently, smoothly, quietly re- 
laxed. Here is extra jet power, assuring better on-time depend- 
ability, even finer service to our passengers. 

In Jet Age: Stage II, the Astrojet is just one more dramatic 
reason why American is first choice of experienced travelers. 


AMERICAN AIRLINES 


*Service mark of American Airlines, Inc. 


AMERICA'S LEADING AIRLINE 
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Issue New British Ad Book will consolidate corporate and di- 
World’s Press News & Adver-| Vision advertising functions. Mr. 
tisers’ Review, London, has issued | Klees was formerly manager of ad- 
its 1961 edition of the “Directory | Vertising and sales promotion of 
of Advertising Agency Personnel & | the company’s scientific and proc- 
Data.” It contains 70 pages of in- | °SS instruments division. 
formation on nearly 600 British 
advertising agencies and advertis- Putman Moves Some Units 
ing organizations, and also sections Putman Publishing Co. has 
on public relations consultants and | moved the editorial department of 
marketing consultants. Copies may | Chemical Processing and the edi- 
be obtained for one guinea from torial and sales departments of 
World’s Press News & Advertisers’) What’s New in Plant-Engineering 
Review, P.O. Box 69, 9-10 Old Bai- | Equipment to 919 N. Michigan 
ley, London: | Ave., Chicago. All of Putman’s 
other departments will continue to 
Beckman Names Klees _ be located in the company’s build- 
Robert E. Klees has been named | ing at 111 E. Delaware PI. 
manager of a new corporate mar-| 
keting services group of Beckman Rubin, Batill Join MacFarland 
Instruments, Fullerton, Cal., which! Harvey Rubin and William J. 


Batill have joined the copy staff of 
MacFarland, Aveyard & Co., Chi- 
cago. Mr. Rubin was formerly copy 
director of Harry Schneiderman 
Inc., Chicago. Mr. Batill was for- 
merly copy chief of Alex T. Franz 
Inc., Chicago. 


Sabre Craft Names Ricks 

Sabre Craft Boat Co., Tacoma, 
Wash., has named Cappy Ricks & 
Associates, Seattle, as its agency. 
The agency will also direct pro- 
motional activities for K & K Trail- 
er Sales & Transport, a subsidiary 
of Sabre Craft. 


Chiksan Names Rives, Dyke 
Chiksan Co., Brea, Cal., a subsid- 

iary of Food Machinery & Chemi- 

cal Corp., has named Rives, Dyke & 


Co., Houston, to handle advertising | 
and public relations. The company | 
produces machinery for heavy in- | 
dustry. 


Air Force Assn. Boosts Wolf 

Sanford A. Wolf, formerly direc- 
tor of advertising of the Air Force 
Assn., Washington, has been 
named the association’s director of 
marketing. It is a new post. Mr. 
Wolf will remain at the group’s 
New York office. 


Jones Joins Urner-Barry 
Rolland W. Jones has been ap- | 
pointed midwestern representative 
of Urner-Barry Co., New York, | 
trade publication publisher, with | 


offices in Chicago. Mr. Jones for- | = 


merly was sales development man- 
ager of Capa Color Inc., Chicago. 
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The Houston Post is Texas’ la 
spaper. The Houston Post is T: 
est newspaper. The Houston P. 
as’ largest newspaper. The Hou 
is Texas’ largest newspaper. T 
on Post is Texas’ largest news; 
e Houston Post is Texas’ large: 
per. The Houston Post is Texa 
newspaper. The Houston Post i 
argest newspaper. The Housto. 
Texas’ largest newspaper. The | 
ost is Texas’ largest newspape: 
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Breakthrough in Gin Dryness 
New Calvert Gin is 100% Dry 


Seve bee teas dame Exchusive Dry Zone 
MAE NAN TCR SERN Dees Removes All 
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Calvert Gin is Refined Seven Separate 
‘Times to Produce the 100° Dry Gin 

Seareh for 100% Dry Gin Almost == ==> 

Abandoned Because of High Cost 


Bevakthroagh in tim Price 


Ss ew 


BREAKTHROUGH — Calvert Distilling 

Co.’s new newspaper campaign has 

the familiar look of Shell. Compton 

Advertising is handling the cam- 
paign. 


Sell Philadelphia’ 
Drive Alters City’s 
Image, Chelf Reports 


PHILADELPHIA, June 6—An esti- 
mated $1,000,000 in time, talent 
and materials has been invested 
in the communitywide drive to 
“Sell Philadelphia to Philadel- 
phians” during the past two and 
a half years. 

Gordon F. Chelf, publisher of the 
Philadelphia Daily News and 
chairman of the board of the civic 
affairs council of the Chamber of 
Commerce of Greater Philadelphia, 
told the Poor Richard Club at a 
luncheon meeting last week that 
the drive has already returned 
“millions of dollars to this area’s 
economy.” 

The expenditure includes cost 
of Philadelphia-promoting ads 
placed in magazines and newspa- 
pers by various Philadelphia com- 
panies. Philadelphia’s broadcast 
industry, he added, has given well 
over $250,000 worth of air time 
since July, 1959. Many laudatory 
articles have appeared in national 
and trade publications about 
Philadelphia, he said. 

The drive, Mr. Chelf stated, is 
drastically changing the image of 
Philadelphia here and in other 
parts of the world. + 


Northam Warren Corp. 
Boosts Cannon to VP 

Northam Warren Corp., Stam- 
ford, Conn., di- 


t new 
DAILY SUNDAY, 

larg 

THE HOUSTON POST 227 ,627* 247,741 ‘« Te 

DALLAS MORNING NEWS 220,529** 238,993 | Post 

HOUSTON CHRONICLE 216,450* 240,669 = Houst 

* Post and Chronicle Monday through Friday 9. Th 

** Dallas Morning News Monday through Saturday wSpa 

POST SATURDAY CIRCULATION 224,374 py 

CHRONICLE SATURDAY CIRCULATION 198,225 XGS_ 

Seurce: Publisher's Statements for 6 Months ‘ost LS 
Subject to Audit 2 Audit Bureau of ton P 

Cireulations 1e Ho 
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Represented Nationally by Moloney, Regan and Schmitt 


vision of Chese- 
brough-Pond’s 
Inc., has ap- 
pointed Gerry 
* Cannon a vp 
(AA, June 5). 


wspa 
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In his new 
post, Mr. Can- 
non will be re- 
sponsible for 
the company’s 
marketing ac- 
tivities in the 
U. S. and Can- 
ada. Prior to joining Northam War- 
ren three years ago as assistant 
general manager, Mr. Cannon was 
|with Lehn & Fink Products Corp. 


Gerry Cannon 


and Kenyon & Eckhardt. 


Irving Serwer Adds Two 

Irving Serwer Inc., New York, 
has been named to handle adver- 
tising for Capri Jewelry, New 
York, and for Alyssa Originals 
Inc., New York. Jamiam Adver- 
\tising & Publicity formerly han- 
dled Capri; Gibbons-O’Neil for- 
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~ LEADS ALL New York and New Jersey papers 
in America’s 3rd richest Metropolitan Area! 


> DELIVERS THE EXTRA local influence that 
goes beyond the figures! 
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“Wow! 

Viewers spend a 

total 23 million hours 
each week 

watching news 

on the five CBS Owned 
television stations. 

In fact, 

42% of the total 
television news audience 
in the five markets 
gets the news 


from the CBS Owned 


television stations.” 
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‘Man... 
that’s what I call 


© CBS 
TELEVISION 
STATIONS 


A Division of Columbia 
Broadcasting System, Inc. 
Operating 

WCBS-TV New York 
KNXT Los Angeles 
WBBM-TV Chicago 
WCAU-TV Philadelphia 
KMOX-TV St. Louis 

(all represented by 

CBS Television Spot Sales) 
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Where do the moneymaking ideas come from—those ideas which make 
successful novels, radio and television programs, moving pictures, sales 
campaigns, and businesses? 


James Webb Young, one of the highest paid idea men in the adver- 
tising business, set out to answer this question for his students 
at the University of Chicago. The result is a little book which you can 
read in an hour but will remember the rest of your life. 


in the simplest and clearest of language Mr. Young has succeeded 
in describing the way the mind works in all creative people. He gives 
you the formula which they consciously or unconsciously follow in 
producing ideas. He shows you how to train your mind so that idea 
production is, as he says, “as definite as the process by which motor 
cars are produced.” 


Enthusiastically endorsed by sales managers, editors, college pro- 
fessors and students, poets, advertising men, salesmen and business 
executives who have read it. Send for your copy of A TECHNIQUE FOR 
PRODUCING IDEAS now. Only $2.00 postpaid. 


ADVERTISING AGE, 200 E. ILLINOIS ST., CHICAGO 11, ILL. 
Attn: Book Department 


Spire Aaronson 
WINNER—This year’s winner of the William M. Spire award for out- 
standing achievement in advertising at the University of Miami is 
Carol B. Aaronson. Presenting the trophy is Mr. Spire, president of 


Rae | 


He 

may 

get the 
message 
here, 
but... 


your ads in the Yellow Pages 


sell him when he’s ready to buy 


In your next advertising campaign, plan to take advan- 
tage of the unique selling power of the Yellow Pages. 
The same selling message you deliver in other advertis- 
ing media will reach your best prospects via the Yellow 
Pages — the people who are ready to buy. 

And you can choose from over 4,000 different Yellow 
Pages directories to sell your precise market. All with 
one contact, one contract, one monthly bill — no matter 


how many different Yellow Pages directories you select. 

For details on how the Yellow Pages fits into your 
advertising-selling plan, contact 
your National Yellow Pages Serv- NATIONAL 


ice representative through your YELLOW PAGES 
Bell Telephone Business Office. SERVICE 


ONE CONTACT/ONE CONTRACT/ONE MONTHLY BILL 


Fox Dunbaugh 


William M. Spire Inc., Coral 
Gables, while Dr. Edward J. Fox, 
chairman, marketing department, 
and Associate Professor Frank M. 
Dunbaugh look on. 


Trans-Lux Sets 
Exchange for Local 
Culture TV Shows 


NEw YorK, June 8—Trans-Lux 
Corp., a movie and tv film com- 
pany, this week set up a new sub- 
sidiary, Television Affiliates Corp., 
to give wider circulation to local 
tv productions. 

The new company, to be headed 
by Robert Weisberg, Trans-Lux vp, 
will serve as an exchange for cul- 
tural, educational and information- 
al programming. Any station in the 
U.S. may submit programs for in- 
clusion in the Television Affiliates’ 
library, but only one station in a 
market can subscribe to the service, 
as plans now stand. 

The yearly subscription fee will 
be based on the size of the market 
and the station’s rate card. Sta- 
tions, whose productions or co- 
productions are accepted for use in 
the tape and film library, will be 
compensated on a performance 
credit basis dependent on the cir- 
culation of a particular program. 

Mr. Weisberg and his associates 
have started screening potential 
shows for the library, but none 
have yet been selected. They expect 
to have enough product to begin 
lining up subscribers in time for 
the fall season. Acceptable pro- 
grams must be (1) of cultural, edu- 
cational and informational nature; 
(2) high quality productions; (3) 
of interest regionally or nationally; 
and (4) in accordance with NAB 
code standards. 


s In this project, Trans-Lux has 
the support of an influential group 
of tv broadcasters, who have 
agreed to serve as the first broad- 
caster advisory committee for Tele- 
vision Affiliates Corp. They have 


no ownership in the exchange. 


On the committee are: Richard 
Borel, WBNS-TV, Columbus; El- 
don Campbell, WFBM-TYV, Indian- 
apolis; Roger Clipp, Triangle Sta- 
tions, Philadelphia; Jack Harris, 
KPRC-TV, Houston; Norman Lou- 
vau, KCPX-TV, Salt Lake City; 
David Moore, Transcontinent Tele- 
vision Corp., New York; and A. 
Louis Read, WDSU-TV, New Or- 
leans. + 


Lash to Simmons-Boardman 
Robert H. Lash, formerly exec- 
utive director of circulation with 
Industrial Publications, has been 
named director of circulation of 
Simmons-Boardman Publishing 
Corp., New York. He assumes du- 
ties relinquished by R. C. Van Ness, 
who will concentrate on the Ma- 
rine Engineering/Log group. 
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Te Ta agit cae GARt gear aa ee 


Where in the world do all the fascinating, 
colorful, talented people come from? Like 
the Ferliks, for example? 

You find them in towns and farms and 
whistle-stops as well as in big cities, if 
you’ve got a nose for news and an eye for 
a good picture. 

You also find them in the Minneapolis 
Sunday Tribune, where George Grim and 
Earl Seubert, two newsmen who specialize 
in the unexpected, regularly introduce 
Upper Midwesterners to some of their 
more remarkable neighbors. 

Take the Ferliks of New Prague, Minne- 
sota, who worked for years to give their 
children superb musical educations. Son 
Milous Ferlik is a widely known concert 
pianist, has studied and performed all over 
the globe, still likes New Prague best, where 
he and his sister Bozenka teach piano. 

Or take ‘Professor’? William Knuppel 
of Deerwood, Minnesota, a 91-year-oldster 
who once ate sauerkraut and played cornet 
with Victor Herbert and now lives by 


What makes a newspaper great ? 


choice in an abandoned boxcar with two 
cats and 3,000 music scores. 

Then there’s Sam Crea of Stillwater, 
Minnesota, an ex-bounc- 
er who, among other 
things, has run a non- 
conformist coffee house 
and has served as presi- 
dent of the Saint Croix 
Valley Chowder and 
Marching Society (mem- 
bership requirement: 5 
years of college). 


MINNEAPOLIS 


STAR 


EVENING 


Photograph by Earl Seubert 


To writer Grim and photographer Seu- 
bert of the Minneapolis Star and Tribune, 
news is people—exciting, unusual, peo- 
- .. ple you wish you knew. 
And enough Upper Mid- 
westerners agree to 
make the continuing 
Sunday picture-story, 
“‘George Goes Visiting,” 
one of the best-read, 
best-liked features of 
the region’s best-read, 
SEUBERT best-liked newspapers. 


Minneapolis 


Tribune 


MORNING & SUNDAY 


530,000 COMBINED DAILY 
JOHN COWLES, President 


° 660,000 SUNDAY 


Copyright, 1961, Minneapolis Star and Tribune Co. 


me EN SR OR a Ie a a | ae ee Re = ee coe a NR cn cL cg. | 5 Scteanloe ater ta SS A Mc ay) CEs 7 os a en ae ee) Mm ope ee pay Sane 
Bo gh a eee a eee eee at. CC, 5 i ~ Srr Cei Cc ee |S ei ee ets | eee Sh ee Mie eee MR ie te 
ey Ce hee OG < -  RAURERE Rr Lt Geiger entry 0 Wem Sn Fem ie 2 Se ee ee em ce Ls Bee Ee Sh A SU oat iam Ce aa eee Or. 8. ae ee 2 RS ue fe) ha aes eee cei teat oer Sc ee 
ie Ye cogil Ua.) MU Re ae sy Rey train | lnrow ee Chg Gane pe) NMR OS Sy MRE RIMM PE ia oS NOM | MRR Soa li fa ST MEN AO Ce otc eae aa eh A a Ro Sa oe 
Cpt cpa ms Ate Pe ieee Pe ae MEME oh a OL Pyco ba, a aan ees Ce ene Phe cele tea NG So dete glean eI a an Cm ie A ea oe, Se Lor Na ees Sr eUNaS Tt =" ey ee ee 3 f des ares Sie ORE BS Cate a LN SS A i a, eae ee ec: ate gare tae 
mais ae peer eh ° : gy tae a creas : i y a eSah iene tee ee i ity jee 1 ay Seas on bees Be iat Sa i = eR 2c age MAR Yael We an Ape Ch See aie GRR eS: ae eS Ce a roa ae, ee ae 
avila . pen z < e ees ee : see een eee SS Srv Peay egies ee sea ie TO eam ier eth) 
cane a : ‘ : Peon mite 
; at Sn eee Gat 
oh ath abs ei 
4 pe ee ys 
- Cn ao 
> eee 
‘ _ 
ee aoe eo ae hae RS 5 ee Ri 5 ye Dees ee" * — - . . ts 
: we aa ; mee Oe ea eh a eS ay R cee e. 
Sopa % * oe te . Pe. ‘ KS ‘ ‘ : a 
cs § 7 B i be * « F > a ee a 
r 4 ‘ rq - < . * aH Cee at ae oe 
2 ve hy ¥ or Sip 9M "q aa ee 
: ‘ os * é Piha eas Bo. ; : % 
2 ; : ee ee is ‘ : 
os 5 . pe a ae ee = a 74 
= A RS aa , ak . 4 f. ‘ - 2 pe Fae 4 x. ae - * ; 
Ke . fox oe ae ‘ . rt > Cea is ak 
tt a se 2 ‘ 5A 4 ‘ Piet & . Bs 
<" i Ati OS a oe 
‘<n on iy ra Be =: Saad 3 
ta: 7 a ’ yee ~ a a ey 
e sagupak Se P ag ee yr ~ ) i 
See ot apenas ea j at a it . f, ee 
as a nl Rt .— = Para. e ;  - ‘ sal 
he * See > en »~ FS Bue ‘ re a . : Sm 
2 j ——— x 
.< a r ois ter 7 : 1% gets ee E iw f 
gan eae i ae 8 ae a re .. 7 
a = Mca’: 4 Rees . it.< ne a 
ers eal Ra ee ee ; s a —— : es a 
— 2 a Rk Rie he. tt ‘ Ae ee eS 
aoe io Pe ae has oe : ees ey ey — : See 
Rae es ean nn . ie gat! ll : RR ee 
aay Mg a ; eee ll = be ee 
at pa dix = : : 2 : oe MOE ence 
ee = — < pie . ile a ae ae 
he C a tis os Pre ake ee eo ns 
ee i wise pS ett i ee ? ‘ pe ae DEES 4 
ag ra 4 s ierngy is i. Sag ee nae ee 
q & % ee a 4 ae we j : 
2 23 5 - ae z we 5 = 7 a r Le Hi) W 
ae 4 Sst aia a al wih M eas os 
esi ie P i a 
a < \ : ta cay 
% § Fi e: bi Mee. ‘ Oe. : : ° ; eee 
Xe * 3 ~ J ic y a ; ’ * E ceed 
; ;  -_ * a pan ‘ 4 a ay eae 
ra ‘ ° ae 4 mY ey. Pes Ee i" 
™ = A * a > 42" ee ica * eres 
i f YM. ae | 4 : aa 
Ae gt ; ry ‘ ait 3 x : aa 7 ee z J ss ee lanl 
: : ‘ a ' ee : ™ at a : a aly 
ne t mae ae . ~ toe : sill : “Snape cl a “ . " 4 ae F 
saat. song ts fT : a ‘ “4 % i zs os oe eee: 
i oe ’ : ; ‘i ’ : i Mae ete 
Bea Pek ‘ . a4 ¢ ae “ ’ ay a ee 
aid . > ; . : ’ a oe hae 
ii ae i rae, ; ~n , ia ry ba a 4 a ee oc oo tee 
ae Sle ’ ia oh re Biles irae Ys ’ : : 
’ ; a eae — ae >. nn ots ee bi t aCts ’ me - ad Toe ee eee 
: . ‘ ae ae RES a = 
J i : * - : 
‘ ; cy : d y F ; ‘ 
‘ a : ve 1 Ms 4 2 *s 
, ‘we? " Be ke S om = : 
‘ _ : ; cee ee tc ‘ q e : Sg 
; A i & , e 
Te , % je 
: Mee: ‘ * 3 * bia, oe ? 
7 ee b ; # 2d 
ad he j ae 
bs! ane * Disnidlicte, er ie ee Ry wed KJ . -_ 
aie "sae Cee gee oa 7 % 4 ‘ * 2 ig ee es 
oe x 4 : ey 5 Sao ee me ate ce a ais “e es $ a ee 
; : . . : ; ee i te Betce : ‘ se : 
7 ‘3 a t i vw = i en Oo 2 ” Es ame a 
. f -_ : a a a: - cee ae one 2 4 mS r) : , 
Le ee or ke . ie iv 5 ” “aA 5 . Pas ¢ ce 
. i Bee Si ee ee weet q pian ane =e F Bee oe wir é 
mies, Oy Ce Seca cier es = Ris Fite a ian i aul > saad my : 
eens Be ” ¢ "a oe a ea ‘ a baie oa i ce 4 . : sit et a 
, a . ‘ r . SIAM cdc ee cae as Ae ip hee ", aia Tia 
eae ee i, ‘ ‘a ~ ‘ age ise dea i : he tt ere 
l ean Rae: ke ee ee er _ sien it pa 2 aha eae ie ae | e Cou eee 
pe ; em @) 0) 5 ee — cue Gs eee a “ ee 
. 5. " r. “ i . a | se wee 
’ ¥ e j ; ee. 4 : — : 
saa E Bice: a a 4 
ale hoe e ; . . A oa 
r " ter : aM a a ne ieee ee ote 
> . “eee c ay — aie 
ef = ‘f * 
Gr ane - te ae ‘ Sati 4 7 " to Pes i " - et a B/ bs it rt 
’ rx 4 Me se * "ERE NS 2 : 5 ‘ ee ee ee i aot aap ; as y - Ce pou 
Sa f 7 5 a ot, es ‘ Aa | A ee ne wey , are ee Neer ney 
) rave a a Ce eae . So ¢ ek . eee ._ : a Mi ; Se ia ate 
’ ie 7 pals nie . | ; ie . ae 
é - . i ere Beds ree Pi ; aa ; 
ane % ey at : : er 
l : > = i . mie é Mecha me a : pips! gis Bie deb 
t aR Seta, Te % , te ‘a : ee a v4 
» : Se ; cm « 
eS : Cis, . 7 pues 8 : : . een : fot - Se eat Sn 
f Bake 8 a ah, BN a o ; : Ree he 
a are = We. i OR ates aes Zi eee a : — aie a : : 
E ee naa Nia ote aida ee Na arene ; tae Viaggi: + ; eee 7. es — ce kee 
ucts - ge ieees me, Sk ae iat pea St tees acpaee Se pik Wie a Fea) St Ng ie Bae, ae ee on PR aS “ hart ee 9 aes 
Buy ae. ee SAS ain etal: Se sam ies ci yi me aes ake eee a ae o ee ee ” ba 2 i 
‘« bre wa ee. | a RNR PE Risa, Ey rae a ote tat eee” =a eee Pe aie ies faa Cage ee ee uk gel ee 
ak a ey sa ae by ee cic aia ? gene ta Ns rages male x pate fess ig 3) hay NO A a " Sey: oe lee te hus on Woe wee ‘ oh haere 
i tog " eee ee ey Galea : Pe age % dt aenteag oe Ts eae aay See La avy Bs i Pn aan y . Veta Br ee ; So. aap - i .y eee 
Bae ess onal ; bag ar a ; eel o & fa pt et oh Radia pgs aad a ce fo Sort Sas : . oe ¢) ae it 
sh fag cores: pare eee b bys Peer hc ert, ee te . Wits Bes eins “ } Tey since ire — 4 sen ies te : 
Ss " ‘ aa 4 : ; A ipa : . Poteet a oe eke 
1 p Metre 
iy ae | 
es ee 
hig cre ace ig 
t aac peas ‘i - 
n nS Ect pions: 
r ’ caer 
- 
»* ; 
+ 7 
) 7 ay 
vs Bs : 
is is 
B ee ae 
or ae eS 
iS 
e ; 
he a a 
a lair eee 
a re sy 2 ay oe 
Ss, ae . 
le ea eee ae eee 
rr : 
Res 
i 
= pe pe 
- 
th ; 
n Pe ee 
of ”_—_OOOO ee, : 
8 ee 
A eC 
iS, ‘ 
1- 
‘ , F 


a By alana nm 
cout pin # 


es a gene ieee, iat aitaletia tes UA cc ssa = Re TO Pie ee So en a 
hie 7 4 apes. wires eee Ree AG de re ee a ees Ben te we at eager a oS = Re ee a ee 
aes a es Caso Pere ee Ar get tt ne ee ek ee ap SMR gene EM, Ps he Senet te Dee iy ae ee ae oe “Cie? ba aaa: 
2 : mae - ne ee epee. fp ieig oo ee ees oc Bootes a ak ae : ae ees, one ee eri a Se ee . 
ae on ERI ne ee ge Sens Se Pee a ee ety Be, ee ace ike fe ig 
Mas A : : : Caen ee ie re oy ee Sr Ot were ae As cli a BE ie pa st me tea) A jad ee yu a erie en gar 
a ere ‘ oo ny S ieee ea. eee eee. erat eis: ae 5 oe Stic a. Se ia ere rereee ANE ee ee pene) 8 cn 
Bo se Hs a t mS iar 5 erat tri -aeeg Vt samara te ie ener Ae as STR eS" ae, TEN ea Eo tia ane, NaI eh hele meme MS ey! Esa at: Ba, Uy ve 5a 5 ee Pe es. ee 
oe beet ¥ % 8 Saree cy a ows wn Gee aed A = Oe EO ee Oe eS a e/g Sc See ae aie ie eee sm yet fares aie ips Ger Sih Oe A BR 
-_ ' : pe An Bae cs pe he Ce eta act hae ne ei Se a ae ae ae 
raise - peanamer ees eed Ta eS gel a th 2 on pr te has co ey sipaeeeier ee ae Same of Dee oe ae s° rea SY lo ee eS 
Co. ee St = gion ite ante a SEE eee es — - feat “eet eacglhe al aia pore Na cand CE AN el a ST ate a Sa Se, Vege an Rote at Loerie o A pint see = 
eet 5: i * a S ee ey ind a ecw a se aa Dye MR ara ae ee eee ca Bess eel gee ; ; rae ee ote « beets ies ea ae aie ee fn aes ee 
ay i te Pees oe eth ss Dae ee Le eaelae! BO: cues Eo a ee tees ee eh A ane a = Lic oS a Pe SU Meat ot rae mene sok ee 2 as ee Pie fla MSS ‘VDE ani cl ai eae ofa: 
ad, Waste eee Foe eae i j fy igen eee a 2s eae ee: yee ee a Dp a Se Reels A RE Bre tee hae eta es ates if 
oh 7G) Ses e hie oe ee oe se Siachanliny : ita Ne ieee Sr Ey ae | ale eee, yoo es ce I al ineraks ta RP ee paiaes Sr aS ON Oak eerie eee Ne ee aeet Te et gd. fae as cis dag Se 
Oe: eis: hate © NA tna REE Meets «rere OEY 7 se 4 a ee sso Cee ne aa Co eee ee pee cee i de 
, ee ee * Eel ee ee, ee ype a eae ee ey, | 
a = tee a ied 2 PS ng Rei RA ye fen ; Pai ee Ea sat tpehcn ag Sait E: Van 
eet nee ‘aoa eA rk cea ee soca ae a ee ee AL eet st ptkecd 
ee oe A tae a ear” ane as Si. Oe nes ee “ 
rr Br Asst Sears Sees ie ta a Ui 7 che ee eam, ey ieee pee Ce ha she iy late Ds sigan 
oe yeah ee ot 2 Fee au ne a, ee. eee meee ate a TG ee ne eee ace eae a Rep idans A ee eae (oe a a 
i ee eee) eee ee ea pe cote eee nae Petes, Se la tle Siamese ee eC ~y Samne SREB SNe ed ees ae Set ee ee oe Ee ie age ae ae ca 
saron eee Ae ce ee Rae aera Sr ats age) hg Dg a ek ea Oo ai | eee ae Rees oe Boa a “eee ae ae 2 pees ae feb is TR ee oie ae ee re a ee eee ge er ee 
ee os ae i ee NO a ee ee ee ea oe ae co Oe ee Oe, eee Ses anos i) ae :o BO ERE as ee ae ie Ra i LNG, mene ale 
Bo eee Cae She, Si args eee a see Ti, pe liseen cae Aa een Sa oie ee ee ee ee aan? ee & pao ret Re eA ea Ae aay | ame Soi 2 eee ES 7 ered aan 
SNe to etm” pea enn © 2a ees aces ene ee eg te cM i Aer eee oS Oe eee eee teed A ea Be a) he es OO Os Se eee) ee. Rae ae. ay a: a er te Len ge ARG (ee ee ae a eis a eee, Co eee 
eo eee eee, Nee Dian aie CML ec ae iar ca ea ae: oo eee Ae | Yee, ees Be FR ace, SES a) ose hae Cees ye SAG ee WA aera ee fe ea eee tect BATE oe nar 
ee oe, ere aie en ae en See ee me ne : ie, ais a me a re ce ie 
ie; ia ra agp eUR nem Ry eee SNS a ee Rey. ite set. -~ 5. eee geet ee 1 SSE : cane 
Ving Be eoet eee ane Bae ae ere a 2 SSS oF staal? a ee 
co mae. a ote ~ ee 
; Orie “es a ae ee 
4 in ce ior ap ia (a 
2 sf 
) a 
i Cees 
oN, ~ 
-—— a r 
a te : 
a Bs cakt ee ee 
a! enge ae ‘ oo ie ol 
ANG RRL ea Oh pee | wes oy OSs aa DR So ee Bes oe . paid eyo: aes en 
Fe ee oe er eee ec) ere ee cp ake mers eee sists eevee: apenas eres ae: oo 
Be) oc Suis aN Sona I SP RRO fae cae acres gM arate Peale ea ataeen et! eke ag fie Bon, 7) 2 em reel Fes Ce Sap ye Pe, 1S eae eh 3! Sea cies AME a Se ne rem” oe 
ect Ee se es eee eee)? it. er MeN aN Pn MR ai ars eee eR eo.) i ee ls? 2 eo ae: SS See ee a ed wey, f WOE pe: ag aan er det Ruger.” s ite jhe 5 Fi eet ee Lah cepa ee. id aks Sy. 
aS eer ag TR eet me Goes pelos “eens noe apace aca eee or Sega: ae en A ae ae pata ae Fa aes af tee he argues piel eR a 
Bee ea RO Ray ee Simm Nar SOM cin Nak lay t Teuae New eoen oa sa ee 2 pape aes te tests Ca ee re es Bik aa cade a eat.) he sc 6c) She DSR ete oe i oe cms | GaN ae EE Se aoe See eos 
Beri ies Gest Ceram Cs itr, 11 TaN, Sait 4 Bt Rens eee en. Shes oo = EIN Satis yn otha alls ee ee rd ory Cae ane ee deat, | lange Se ee a eee ea So eee ee 
a on a ee eee! ed | vf ee ee Ree ae aa ee et ae 7 RR ee we, OAT Sng a Re e/a” ee Ro Oe ea San ae use ls. SEAL See MCN”. ak ee oh eae RIE TS el ante ieee ae 
fr ea aie eck Tae ph Se eee a en ae ee ere he a eh a ee ee ee er Le eh eb Nk, Ale 
ey eee eee ee Bie abla oy age ees eae hae iy Be oe en ame | a “ oe Bess Cite SET a eR 25 Say +) he ee and, 20 ig ea PLES Sees eed Tone ae eee 2 — ki ee ei eee een Rane Cu te ga 
oe eat eee CMR MSR NS ec ss gy MCR med Sys. Ney SCORReIRMMMORT | hoy eS ROR Ae a ee ak ee SS a Rs ae = a emer CoD ek Vere ean ar nee eet iaer ne ais aak oe = OF oe OR are a agit = 
Mee ry On eS ee Ee ie a arto Ge Cee oa es Se NO eee ee er 4 Lees a ek: ae eee Oe nea ng a OO aa SS eee, itis SS Seta hala Mee asiie Wek ageGd wien ii aCe att aiken: Bt od ae Eitan he oy ee ee ae 
*, pm eae Tec Ae I) eee eee ia WMI, Wine ner ae tn tl ig ole 2 ane Bs GIN ee eo) Sa Me EG sy. SEE CNMI 2% ~ Sees BP a a cP RUN ae Os ee aa ee or emo eee eee aS ey ae 
oe. ee Se See ae eae a ay a i ai ae - ee cana Peg Ce ae are eeeperee Fei ya tee re PRED re oes oe ne ec ae ee: . eee am 
ee ee eG ahs Ook eee gh ce ee es ae, aut yt ce: soe. et ae os Sic am Be BE cook 3 vat > oe en ee eee ae ants RE aC ae! Ot calls ea RL a ep ep ceraee eS am 
Peer go ee Ge eee a Oe ee ee ee 0 a aan he eee CLS eS as <a at 
c cee ok ~ r AD eee Se ss ere: Si AOI nee ears, © a 4 fetes te Pees Hy Ai Sete = TS eee De sp ray eh pee Te ORAS) ao Sint a Gl eal RS eRe OMS SC rages ES Tia ee eens ee eee z ; Foe 
: eo ie, cee: 2 ‘4 * F ciate SA ae “a he ai Sere es ee | i ree A er Sie el oh ed eee eT ere 3 ae ee Ore i es 
ee Pate e mi mi : 5s ; ‘ for a aa é. ‘ ee Eo 
ic PR ay, eerie wae Sa Sam re . : ‘ Sk, it ; i sr, : a et : Sea lee 
aeons mee el A: eh ee a eee Se Grek ir pees Pe ae eee ob Soa eee” pe cee eee Bi oe bai cue Saas Ses Sa dpe Sage hae a eee ae Seg. o. Saee 
Er eas = sey or a E uiey Wena Ses: pear : G ee style! ONE she ter Gee SS caastceesse te el ia Siac ae pio inen ap ie Cem : ae 2 es Sie poate ee Meee OY Cae Lc ee ig aig ie i (2 : oS ae 
FERS: ae Go See Swe. oe ne yA es Sirk ete aie oe ere pier ae aoe Lee Se cece sc| ae ee ang he ee Gi are es eth eM ates net he he EF 32, Eos 
ue thee Pet eoea ie oe ae tebe at ae i su Bie ae iy i : bate eh oe, yar ae : Law, Fes 
he Rabe ates wee i ‘ M BS eye ke i aes . ‘ae eee a 4 : . : : : ime . Esa: URN 4 mee aia 
<8 Sr en eR ie Rosi eaias ae : ee BS eee. : ry ae pune . % : : aes “a i: a, 
eee es i : r : Ms \ es ‘i esse! P r ia eo 7 : R Re oe ia a uy = pimetan i ena 
Bt Lede ee bel es bes if a ie gute ae ea 9 9 a Ne act i Fe ag TT We yy, ee a a . F + ee : : z t ee 
np ReaD S| a en gel “i 2 ene aa re nee Se Oh acta el ame eat inion one Sek Men See Nc a, eo ee Leon eae ne me Fre pe ee be eg ae es eR aay ree Peon mn 5 eee rhea. Sens ane ee ae, awe 2 i ae ie Si eae 
ce Pe eee ee a ee ese cae ae ees ee Rer eae aD Se oat EEE Or oe ee ee mee, ig i Oa ee ee Cee) ce a 
ems eee fre ak. ae he os ae een og WOR de omg CA es Cp he a, gee gb ea eee Mme CT a pe ant ee eae 5 ee eae ii Oe Aa) are soe ae eee cGy ee 
ec eee PO oe ere oa BPE om, ee Se eee De cor) a MN Nae i ic al Bae eddie) fi Bons ai Ml Br as, iG a eer etme cot! 6 A ik Re isa ae eell miea Se eee Le eee ae eee og Hae 
ee hee Nee iey | ete ener ne ee ci) GS hae i. Mee Rr yee rn ee ee IEEE SR eric eRe °. — a2  ee en ae 
ppd yap Teen oROMRMENEN erp MeN Acaee r= aire nF ey he | porn ely Ow a ee eR uk ee ee ei dan ee Fei.) td sce2tnioe co ee, 8 (See ees a eee) ea 
ce See oe eet ee cet tua : Bis healers ch = is eee gs is a 2 Pree eee seat Dif ON oc So os RMR eli EEA SSS UN FRR ee ce ae, CI 
er re i Aa ee —— See Peat eth ts cc : : : =e : : a eee ce i ile sin ies ak ied surtisae ss ee ee 
ae : ie 5. EE ae AN eta, & oa ra coe Sead keke =p SS ecg bash Re eal, § i oneness tines ee ‘ ‘ : gee eA eee E = a oe ws a ‘ é Ea Sie Paes 
: ae 3 ; bs : A BS eee cM Nas SOP os wring hice Bar taaere ate a ae ee “alana e ein im ae r eet es ae 
F : ete ewe ot asi z ‘ eee 
pe Feet ea kt ek eS? (iii ei cea dA Sees See Se ge Aer Peer ‘A a ; : ae dj fee 
Ewe ane ie ae te se ek tyes es Sh bene Me RIS gh Sona Heh ak Ss ‘a ey ae es ema ay yatareaes : aoe : : oe ae es ae, Bae 
a ca eee eS Sc To iy PI ae gear et Pe eke ee ee re a ee nee Pere on peeiay ee % ge ia Pee Selma sr Te i, Uae ae xy aa fi i eo Se lf ee re nS 
3 ra a MOIR ot 28 Ro ee OL ge ae fee eee ee a a fe aad ron Petia chit: oe ane ce Pa fetus Sea eee he i ie NO Tee ee ge ee cia eur ps 
a A ad : ; ss meet yee ces dpe eas FS oe ALS, eee ae 
eanat te seth Sa BETS Ecaeeetel, et r : : 5 % , : : a, 
eee ema ou, - “ia at. i : i z ee rm mae 
oo), Rg! ed = Pees £7 a “ % * pe. 
2 oa Tig ae gras its ‘ 2 : p in es wine ‘ : + ¥ 7 
5 ee ee ne eee eee i ae Se tee Ce Ae a mci spaced bee ot eae , 4 . ie 
Higgs, ae et PaeRIMP ES a ae eta ie ee A ee Ae 4 ie ae ; nae 8 eats Gat: ila, 
= sea es Eee i sar aie ase a ayy) Mogi PA Morey ht Re ae im le . ome ME : rn Z (otis oe eee rf tes 
a EL eee a Cee ae eee Ea siege soit ae ale Sa Rit gan tle ‘ i i ‘ pee) ‘ : Peerage ey ee wee 
ies Age a oh Fe Oe Oo wh ‘ re eget tas Senet een Sm 4 a4 Bs Ke Ss eer aea We pel ths Pasa 
ht RR Ree Ee 3 aie : sheer me 7 AUS h Tae sae eae et t % Fs i : See Mts! WOE os 
Saree ee) See Fe. a Fors od | mc nc ce meee nee Bier ea) chee nT? tS ene pie ear ere gms ; " ee eC “ae Ce eote aee 
Fe. eee ey es eed tree ete a) 0) Md : : ony ae i fc ae i “ Fai = eer tee : i 
. b seis , = ws 2 . e , a 
’ eer al gamma ce al gl ei ia . 
ey hee PRS ass ay iz : ere eu s : — weg 
te? ea aS ee 2 eat or ter ee Bs 4 ait " ge ee. 
TE 38 ni F ae : ‘ : : nai ey: : ie : f . 
ae = aa, ie > . sare yl ; ‘ t X ‘ gto 55 : ae aol : fe re — ae = F : yon 
Sime Wee . ee cai ee f a seas mh ant) : Bi each spat camiing, - per vet PPR oc ie pill) rcenplicea lla oti x rae . ae : oe Te cn ees ee =) aes 
NE 5 ee eer ee a OER Sa Se <a co oe cj -& “eee eee 
APE dh eS Ne Pench ee ly le ye Dee Sis ee gee ene ete Saeed : , ee Brig SAS a a a aaa susie aire aie Silat scaled aitanes a il on + SS _seaaigg ee tk ae 
Se ee ome eee eta. fan ag ee re ge a ee at he a a 
Rs ai ren ea esas ee EE Se my reed Oe NS Ce ie ce,” Pee tia ue toa Cae re = Siri s . -” ' sie es: b i eee ak 
Petar eae eee WM eects y a rari ok eax en ee Diiee ae cee wea es : oe ee Macon eee Puts nila ete Raines a ee . cas i Bi 91), hogan ie. eer, eee 
Ree cee i re eee eee ee oy SS wt ae os 
eae RG ET To eah te eee ane aH egy ge i tec Ye oe eo ae Ney ra sen or ae . i i . a “ ew, aor 2S) eee i ag is Fes Ae 
Phe ee Se ee Cen me : ee ee a ee wee es. > Se Ramet ce) hae aera eater mie So Ja See: erg thee) pee aoe ‘an “pe eanciamicaaehi: 5 ee a : memes et Bos 
Meee eae ets Tie ee oa ll - oa ( (Sa eer MS a ee : et ee 
boise aimee Peay ie fe foun eat vis : y Tain. ie pe : 
ae ky: Riera tic geet Tle ee Metta gag bi: ale 4 i me aor . F aor d é . 
Sh ts ea ee ce Shey 3 2 ei asinp oka roars) SMe Peay. oe Bye & e 5 ¥ . 4 i o. : 3 2 a, 
peels eer 6 ag mee Dinky oe cet een ; a rei ot Leer ee ee ee: a is ene et a oot ae 
Fors Mt ee ere ie weer ih Rae ane oe ee fee ; by wiles . ae Tea a eS ae 
ga ALENT TE fe Wee ae a ‘ SEPA NS vig ea é . ae [a eh re a ‘ ee is ; Bae, che ie oa oe bey 
one Se shee ek EE ees ye. = : Vaart st ud, eer jit ee ; P 4 pe osties: “ ae oa are pe Ba 2 Ae ae 
pine ad Aan, Seas SNE ee i, « a < eee geht ee Pee atte olin are eee me Coen TT ae ¢ ae. Were ee r oe aes ae ee NY oe beg : os a ee pW ee. ore Rice be teed . C bre 
gee on et : : scant dae ai i Seay eat teach 7 % ie ea gee SS ; See ee : + A me ae i. SS eae ie : ie. eg es hoe: bao “ aes + . net 
a j ieee Lae fine : : : Teenage o re ar ' aes s te . 2 e ee es ee ae Z a th & ad ee es oe : ce: ee 
; ahaa] t 2 Ek: SH we oe a d i 7 . We % i. ae z= . a is a i Fee. v.34 ebay 
= . 3 3 a ae eS ; ‘ oe : ai ae = 
in: : * ; - 
eu i. me = 
m, a ‘ e. : 
: Se ga > wf 
eee sy : re ; y ’ -_ % : * 2 ‘ i." en 
bias east jeg! ‘ , 4 te ‘ fe : ¥ ; ie fae ie ee a a ye see) ei 
' ; | pe 
vile — ‘ 
ie ae i “i 
at 4 me rs 
ee ae aoe re | ahs ) : e = eS 
ree = ; ; deg APNE , uae ph he ak 4 i 
s ay Me gies : i! a . se, = 2 i % 
— ON ee : eee .s ae i 
: ic Te aaa ee Brae ‘ s : : ; Y —— 3 
% ‘ <a e oie aot eee Be PR ina: ‘ ef Be eg hos he 3 5 $ ‘ 5: Sant po ies ae hee: 2 5 5 
; : Poe yee ; a = : : Par liys : Be Te a ao mg 
cMeeiyest Fe. : Cees ae ae é :@ 
Pa) ne : v So are = * ee 
ie hak fae | aes aire! = cis sisters tee ee ee ; : na a bes 
7” et | | ae 4 ‘ See ga ( ee ee Se Reena i rome ; ee eee ae ice a 
. hee La yy ; ‘ Bee i 5 aa aad ii : z si = ee me cs) = . oA 
i ee de we Hains % J ef a Geng eS es ¢ ee | ne hay a ee i ; ; ; : ee ee ‘ . 4 a : 
g Wee . a eee ‘ m by ‘ 4 " ‘ . . 4 we i 4 Bae ae Ei 
Coe ie Gn ees ee hee ene > ene ae Far fos oa, jae ae ey fr: i an ad 8 ie pene nial 2 Se ? 
ee aes ee fe ee on “ efit as eet: iE ae ES Dee . SN) ©. Seems ApS, i nua eae dala % Be E 
Raa, Wk ee poe wee j : ee ee ee Sad ec,  . -qageampane r fgets cng NIE ace ere esaamils ae mince, eae 
Be % 3 Tae gine ese s e , be 2 are! 2 enaecnpeieanimail weeniens wwe sean ee 2 Peg calle) oui iy hae ay Ey ba ei nS jee PS . a oe ‘ ie ‘i Neem ae 
s sone stanly - 5 ae ten ia ‘ 2 aes ; x ont E> pia aia "ya se forge ae 5 ee ie ko sags OS Si ee tere Pe ee ee aes eiactagel prinsiese ig eda i aa a ah Get th sree e a 
ee hen eT Ae ' 7 en ‘ pee eae? = ¥ pid .: a ee er pstmt “ Sse sey MERGE NG f ; oe ee oe = ea ee 3 : ga " ie 
Po : ae ate) eh fee : si ; ea. 
eet (2s, in ; 7 
us ped ee. ie i by 
oe ; as os 
a 
acti REE HAS nga pee tes, At pl aR a a hare at a! es At lag Sse’ Asaas ees aie a : Qo ae 
ee, ee a ee a oe "7 en eI a Lge ee ee Seg ee ; 
Bey oes ted alee, Sg ae ean “ : . . “ag ay 
coe _ aa 
fi hy ws 4 & 
= 4 _ 4 ioe 
re 7 Soa P ae 4 os — 
; ——_ ; 
E a as”, . 
as a4 gk oe 
eae = ee —e y sisi i. : i 
ii i oes , . oo. Z Nt 
aed C-s Yee a ‘ ; a Yu 
oe ae . ‘i a “ - ‘ a5 3 
ay has Jee BGS eee : = es . ; Be ica 
9 *% 5) gs ee ee 2 . ee oy ~ . re *eo . . © ie ad ay ee J F. 
asad A a! ey ete 3 , = ; re eo 4, 2 ; ra 
wulasss Uh Saif i ; : 3 2 : ee a : sr 
SEE ny ee : ‘ : : ie 
eee 8 a | | prea | : : | * 
Prunes : ; : ay 


ae 


Who's 
out 
front? 


ABC-that’s who- 
with the most 
popular programs 
in television 


The biggest popularity contest in 
America goes on nightly, in your home, 
at your television set. 

As you view, you vote. You turn the 
dial, that’s a vote. Turn it again, 
that’s another vote. 

Nielsen does the tallying. 

For the 2 weeks ending May 7 
(latest reported period) the tally 

says that where you could watch 

all 3 networks, you watched ABC 
most.* You voted ABC programs 
the most popular in television. 
(Which is the way it’s been going 

all season.*) ' 

This popularity count, we repeat, 

is taken where it counts most, 
where all 3 networks screen 

their candidates for your approval. 
ABC did it with such leading 
candidates as My Three Sons, 

The Untouchables, The Flintstones, 
The Real McCoys, Hawaiian Eye, etc. 
ABC proposes to keep doing it 

with such new entries as Bus Stop, 
The Corruptors, The New Breed, 
Calvin & The Colonel, Top Cat, etc. 
Keep voting. 


ABC Television Network 


Source: National Nielsen 50 market TV reports, average 
audience—October 24, 1960 through May 7, 1961, Monday 
through Saturday 7:30 to 11 PM; Sunday 6:30 to 11 PM 
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Woody says: They're cleaning up in Central Illinois with 


RED CARPET* ADVERTISING 


*Red Carpet Advertising? It's a clean sweep with advertising plus 
down-to-earth local merchandising. Here’s how it works: 1. We send 
direct mail to retailers inviting local tie-in ads. 2. We follow up with 
personal calls. 3. We send you a written report. Mail your ad or 
come in person, the “Red Carpet’ is out. Combine this hard-hitting 
plan with a $233,000,000 market in Illinois’ 7 richest counties; incomes 
20°) above average; balanced industry, farm, education. It’s the ideal 
market right in the heart of the golden Central Illinois corn belt. 


R.O.P. Spot Color--plus Full Color (black and 
1, 2, or 3 colors Daily and Sunday) 


os Pantagraph * 


Represented by: Ward-Griffith Co., Inc. 


LLINOIS 


‘No Middle Ground’ . 
California Admen 


Split on Licensing, 
Boylhart Reports 


Ad Groups Also Hear 
Culp’s Progress Report 
on industry PR Drive 


San Francisco, June 6—‘‘People <a 


are either violently for, or just as 
violently opposed to, licensing of 
agencies,” William J. Boylhart, 
president of Boylhart, Lovett & 
Dean, Los Angeles, reported at a 
joint meeting of the Western States 
Advertising Agencies Assn. and the 
Northern California Assn. of Ad- 
vertising Agencies here last week. 

Mr. Boylhart reported on a “very 


TWO MAJOR AWARDS HONOR WAGA-TV EDITORIALS! 


tion,” 


famous on the local scene 
.for public service 


WAGA-TV, recent winner of the National Headliner Award 
for “consistently outstanding Editorials by a local TV sta- 
has been named winner of a second major award for 
editorial excellence! A “First Award” from Ohio State Uni- 
versity’s Institute for Education by Radio-Television cites 
WAGA-TV for “programs illustrating television’s unique 
communications function in developing informed citizens dur- 
ing a national election year.” Ohio State’s American Exhibi- 
tion for Radio-TV is the oldest competition in broadcasting! 


wada-tva 


THE STORER STATION IN ATLANTA 


Advertising Age, June 12, 1961 


Bernie on wogke spapcan possibly he right for all... Colgate crmated 


choice 24°” 


IN 3 PORMULAS FOR THE 
3 DIFFERENT TYPES OF SKIN 


NEW howe CONSIDERS YOUR SKIN TYPE AS IT CLEANSES 
pe tes mp 


THREE TYPES—Colgate-Palmolive Co. 

put Choice soap into test markets 

last year (AA, June 5). This four- 

color page appeared in Rochester, 
N. Y., papers. 


preliminary, purely exploratory” 
investigation into the question of 
licensing and professional stand- 
ards. 

The survey results showed an al- 
most even division of views, pro 
and con, and no middle ground at- 
titude, he said. 

“Those who responded to our in- 
quiries,”’ Mr. Boylhart said, “were 
very much opposed to government 
getting into the licensing picture 

. even those who favored such 
a practice. They seem to want the 
industry to police itself.” 

Mr. Boylhart’s comments touched 
off a heated discussion among the 
Northern California agency owners 
present. Only one member, Ad 
Fried, of Ad Fried & Associates, 
Oakland, was in the pro corner. He 
asserted, “Licensing is what puts 
the teeth into professionalism.” 


® “Licensing is only a means of 
stamping out competition. Licens- 
ing will not raise standards,” an- 
other member argued. 

Members were “very 
favor,” however, of any and all 
methods by which standards of 
professionalism could be developed 
and applied to the agency busi- 
ness. 

Delegates to the meeting, all 
agency heads, heard Earl Culp, of 
the Earl R. Culp Co., Los Angeles, 
and 2nd vp of the western states 
association, report on his group’s pr 
for advertising program. 

“Since the program started,” Mr. 
Culp said, “almost 120 daily news- 
papers have used our material, in 
more than $600,000 worth of space, 
to promote the value of advertis- 
ing.” The current campaign is in 
radio and tv, as well as dailies, he 
said. 

Bernard B. Schnitzer, head of his 
own agency in San Francisco, was 
reelected president of the Northern 
California association. + 


much in 


Two Alabama Agencies Merge 

Public Relations & Advertising 
Associates, Birmingham, Ala., has 
merged with Business Co., Deca- 
tur, Ala. Alton B. Hollis, president 
of Business Co., will join Public 
Relations & Advertising Associates 
as a vp. 


Wiler to Automatic Retailers 

Edward A. Wiler has been ap- 
pointed director of advertising and 
public relations of Automatic Re- 
tailers of America, Chicago. He 
formerly held similar responsibil- 
ities with Rowe-AMI Sales Co., 
Chicago. 


Kirby Joins Griswold 

Fred W. Kirby has joined Gris- 
wold-Eshleman Co., Cleveland, as 
an account executive. He formerly 
was General Electric’s manager of 
advertising and sales promotion for 
the defense systems department, 
Washington. 
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You'll see it on the boardwalk in Atlantic City. 

And on the Paoli local. 

On the Market Street subway, too. 

In Greater Philadelphia, you’ll see that people 
read and trust The Evening and Sunday Bulletin. 

The Bulletin talks the language of Greater 
Philadelphia—applauding a pre-Broadway tryout, 


THE PHILADELPHIA BULLETIN 


Advertising Offices: New York, Chicago, Detroit, Los Angeles, San Francisco. Florida Resort Office: The Leonard Company, Miami Beach. 


IN PHILADELPHIA NEARLY EVERYBODY READS THE BULLETIN 


analyzing the changes in scholastic education, ap- 
praising the Eagles’ prospects for another winning 
season. 


When you buy The Bulletin, you buy more 
than Greater Philadelphia’s leading newspaper... 


You buy belief when you buy The Bulletin! 


A member of MILLION MARKET NEWSPAPERS, INC. 
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almost 
any package 
is easier 

to open 
with... 


ZIP-TAPE 


THE DOBECKMUN COMPANY 


A Division of The Dow Chemical Company 


CLEVELAND 1,OHIO + BERKELEY 10, CALIF. 
Offices in most principal cities 


Account Size 


(For Five Agency Size Groups) 


Agency Size Groups (Total 


Advertising Age, June 12, 1961 


Average Number and Per Cent of Clients by Account Size 


Annual Billings) 


(Capitalized Annual Billings) $500, 000-$1, 000,000 $1,000, 000-$2,000,000 $2,000, 000-$5, 000,000 $5,000, 000-$10,000,000 Over $10,000,000 


Percent 


Number to Total 


Percent Percent Percent Percent 


Number to Total Number 


to Total Number to Total 


Number to Total 


under $10, 000 4.3 21.9% 5.2 16, 9% 5.8 14. 5% 3.0 1. 3% 5.5 8.5% 
$ 10,000-$ 25,000 5.9 29,2 9.7 31.5 9.2 23,0 5.6 13,6 9.7 15.0 
 $25,000-$ 100, 000 1.9 39,1 12,0 39.0 15,2 38.0 11.9 28.9 16.5 25.5 
| $ 100,000-$ 200,000 1.7 8.4 2.8 9.1 5.3 13,2 10,1 24.5 12.5 19.3 
$ 200,000-$ 500,000 4 2.0 9 2.9 3.7 9.2 2.5 18,2 10.9 16.8 
$ 500, 000-$1, 000, 000 - - 2 6 4 1.0 1.5 3.6 4.9 1.6 
| $1,000, 000-$2, 000, 000 - - . : 3 8 1.3 3.2 2.5 3.9 
| $2, 000, 000-$5, 000, 000 . - : : 1 3 3 1 L220 
| over $5,000,000 - - - - - - - . ee 
| TOTAL AVERAGE 
NUMBER OF CLIENTS 20.2 —-100, 0% 30.8 100, 0% 40.0 100, 0% 41.2 100.0% 64.7 100, 0% 


| CLIENTS BY BILLING—Chart in the May issue of the 
|“Rubel Service” shows what size of clients provide 


what per cent of total billings for 


in the $5,000,000 
agencies in five 


Merge Trend Means More Clients 


Are with Bigger Agencies: Rubel 


Cuicaco, June 6—During the} 
jlast decade, the average number | 


of clients in smaller agencies de- 
|creased, while the average among 
|shops billing $5,000,000 or more 
| increased. 


| published by Robert Associates. 

| At the low end, agencies billing 
less than $500,000 annually had 
|an average of 25.5 clients in 1950, 
}and only 18.5 clients in 1960. At 
|the other end, agencies billing 
more than $10,000,000 had an av- 
erage of 55.5 clients in 1950, and 
64.7 clients ten years later. 

“This is a very clear-cut trend 
and points up the great increase 
in acquisitions and mergers—of 
growth by combining—of the last 
few years,” the report said. “In 
other words, the $8,000,000 agen- 
cy of today is often made up of 
two or three (or more) smaller 
agencies, and as a result has more 


| 
| 
| 


smaller accounts. | 

“On the other hand, the small) 
agencies have fewer clients now | 
because the tiny client with less | 
than $5,000 of annual billing is | 


|not so common as it once was. 
This change was noted in the! 
| May issue of the “Rubel Service,” | 


For one thing, these small ad- 
vertisers have often themselves | 


|merged with larger companies; 


and for another, their accounts 
have often proved unprofitable to 
service and have been given up 
by the agencies.” 


® The following changes in the 
average number of clients were 
reported for other agency sizes 
over the decade; $500,000 to $1,- 
000,000 billing group, from 35.5 
clients to 20.2 clients; $1,000,000 
to $2,000,000 group, from 42.5 to 
30.8 clients; $2,000,000 to $5,000,- 
000 group, 64.5 to 40 clients; $5,- 
000,000 to $10,000,000, from 22 to 
41.2 clients. 

The report also presented figures 


categories. The report notes that the average agency 


to $10,000,000 group has 75% of its 


clients billing $200,000 or less. 


showing the average number of 
clients of various sizes served by 
agencies in five billing groups, 
plus the percentage of total agency 
billings these clients provide. + 


‘Mystic’ Should Be Mystik 

In an item about Milton R. Stohl 
joining Mystik Adhesive Products, 
Chicago, as vp and director of sales 
and marketing (AA, June 5), Mys- 
tik was incorrectly spelled “Mys- 
tic.” 


[oe libel : 


~- QUICK sales 
to LIVE prospects. 

AUGUST ISSUE CLOSES JUNE 20 

Orders and sample copy requests to 


ANGELA M. CRAWLEY & STAFF j 


National Advertising Representative 7 
28 E. Jackson Bivd., Chicago 4 : 
Telephone HArrison 7-7176 


St-Aithony 


MESSENGER 


Not a New Issue 


Wertheim & Co. 


This announcement constitutes 
of an offer to buy these securitie 


Smith, Barney & Co. 


Incorporated 


Glore, Forgan & Co. Hornblower & Weeks Kidder, Peabody & Co. 
Carl M. Loeb, Rhoades & Co. 


275,000 Shares 


The E. F. MacDonald Company 


Common Stock 
(Par Value $1 Per Share) 


Price $19 Per Share 


White, Weld & Co. 


Incorporated 


neither an offer to sell nov a solicitation 

The offering is made only by the Pro- 
spectus, copies of which may be obtained in any State from such of 
the undersigned as may lawfully offer these securities in such State. 


Merrill, Turben & Co., Inc. 


Paine, Webber, Jackson & Curtis 


June 1, 1961 


Dean Witter & Co. 
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BEELINE 


RADIO 


delivers more 


for the 


Grapes on the way to market in the San Joaquin Valley 


-™ 


Beeline stations cover the most agriculturally productive land 
in the world. In grape production, for example, Fresno county KOH 
@ RENO 


is first in the nation and five other Beeline counties rank in the KFBK o an 


top ten. This is an area which produces big and spends big. R ro a d + qa of] Nn e dies \ 
© MODESTO 


In Inland California and Western Nevada Beeline Radio 
delivers more radio homes than any other combination of sta- KM] o Fresno 


tions, at the lowest cost per thousand (Nielsen, SR&D). | 
O mM a Nn KERN © BAKERSFIELD 
eg \ 

ee 


SACRAMENTO, CALIFORNIA : 
PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE \ = iF a 
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Some Admen Fret 
at Bunched Ads 
in Restyled ‘Life’ 


(Continued from Page 3) ‘cone up so unfamiliar. 


but they will get to like it, as new, | 
attractive positions appear. 

“It is not a question of whether | 
an ad bank will stay—it’s a ques- 
tion of how big it is. The reception 
the banks receive, though, will de- 
termine whether we'll sprinkle or 
split them with editorial matter 
later on,” Mr. Jackson said. 

He pointed out that Life format! 
experiments have been going on 
for “several months, then all pulled 
together for the June 2 issue. There 
were two ways we could have done 
it: One, wrap it up in cellophane, 
tie a ribbon around it, then march 
around to agencies, selling the is- 
sue as ‘new, different, and com-| 
pletely wonderful’—just like| 
launching a new magazine. 
s “But the issue wasn’t really that 
different. By overpromoting, peo-| 
ple would have asked us: ‘What! 
the hell are you promoting?’ Our | 
June 2 issue was only a variant) 
on what we'd been doing before— 
so we decided to ‘slide’ our own 
promotion in,” Mr. Jackson said. 

Another Life source said: | 
“There’s nothing new about this. | 
People forget the added editorial | 
impact we have, through more con- | 
secutive pages, as they look for! 
trouble in a redesigned magazine.” 

Despite Life’s explanations, how- 
ever, there were some beefs from 
advertisers about the new format: 


e John K. Hanson, director of ad- 
vertising of Burlington Industries: 
“Editorially, it’s attractive. But the 
lumping of ads in one spot doesn’t 
permit a natural flow, like before. 
After a while, people will catch on 
and skip the ad section. Life prob- 
ably will get swamped with re- 
quests for special positions. Also, it 
looks like fractional ad units sim- 
ply get tucked in the back—and 
that’s it.” 

e Russell V. Vernet, director of ad- 
vertising of Mutual of New York 
(which has 11 pages scheduled 
with Life in 1961): “I looked to 
Life to initiate, rather than im- 
itate. The problem is one of con- 
tent, not format; it can’t be solved 
with type faces and altered page 
layouts. 

“Life became great through its 
own different format, besides. It 
achieved strength by being a lead-| 
er, not a follower. Some new Life! 
departments, though, are promis-| 
ing—the capsule comments, for ex- | 
ample. 

“Bunching the ads is a backward | 
step. Advertisers always cry for| 
readership from cover to cover, and 
it was Life and Time which inno- 
vated the concept of sustained 
readership throughout a publica-| 
tion. With ad grouping, however, a) 
reader may come to look for cer- | 
tain sections—in short, selective 
reading. 

“I'd like to see them go back to | 
the old format,” Mr. Vernet said. 
e A poll of company admen and 
agency personnel gathered for a 
meeting at Olin Mathieson Chem- 
ical Corp.—whose Squibb division 
ran a four-color spread in the June 
2 issue—showed mixed reaction, 
ranging from “I don’t like it,” 
“lukewarm,” and “didn’t know,” to 
“I liked it better after reading 
Life’s explanation of the switch.” 

No one in the group approved of 
Life’s ad bunching. “It puts a tre- 
mendous premium on an advertis- 
er’s ability to get seen, and loses a 
lot of the ad power possibility Life 
used to provide. If an ad doesn’t 
surround itself with a helluva vis- 
ual appeal, it’s gone,” said one of 
the admen. 

e Gordon Ackland, director of ad- 
vertising of Royal McBee Corp. 


1 
| 
| 
} 


| start and stop. After a number of 


| (which had a four-color page in | 
|the June 2 issue) said: “I was a. 
|\little disappointed after reading 
Life’s promotional pieces and talk- 
ing with the magazine’s salesmen. 
| The new format has a semblance of 
| disorganization; the reader is a lit-| 


|tle confused as to where the ads | 


years of reading Life, this issue 


“I do not care for the ad banks,” 

Mr. Ackland concluded. 
e Robert M. Gray, newly appoint- | 
ed ad and sales promotion boss of | 
Humble Oil & Refining Co., said: 
“It was excellent—more appealing | 
and more attractive. Of course, I 
might be influenced by the fact 
that the start of Humble’s new cor- 
porate campaign was timed to ap- 
pear in Life’s June 2 issue. 

“I’m not particularly upset about 

ads being banked within the mag- | 
azine. After all, mewspapers do 
this. So does tv,” Mr. Gray pointed 
out. 
e Art Toft, ad director of Schick 
Inc., told ADVERTISING AGE: “The 
format didn’t bother me; you sort 
of get used to it .. . I liked Life’s 
big-picture treatment and general 
grouping of editorial matter. But 
actually, the magazine didn’t 
change that much. You might say 
they ‘re-laid’ it out, with more 
bleed pages and continuity.” 


s Life’s June 9 issue, second under 
the revamping, resisted larger ad 
banks. The front half of the mag- 
azine carried, among others, three 
six-page ad banks, a 10-page bank, 
and a four-page center ad section, 
compared with an eight-page unit 
June 2. Life relied on vertical and 
half-page ad units—and editorial 
matter—to reduce its bank sizes. 

Said one Life staffer who had 
been in on the redesign from the 
outset: “Experiments are still go- 
ing on. The only difference is, now 
they’re being done under field con- 
ditions instead of in a vacuum.” + 


Spot TV Off 2.1% 
to $151,328,000 in 
Ist Quarter: TvB 


(Continued from Page 1) 
ition. In network this company was 
more than $2,500,000 ahead of the 
second place American Home 
Products Corp., with an $11,822,052 
P&G budget. P&G budgeted $12,- 
167,300 for spot—more than dou- 
ble that of the runner-up, Lever 
Bros. 

Spot continued to attract new 
money. In the list of top 100 spend- 
ers for the first time were Chat- 
tanooga Medicine Co., DCA Food 
Industries, Hanes Hosiery, Lehn & 
Fink Products Corp., John Mor- 
rell & Co., National Federation of 
Coffee Growers of Colombia, Pan 
American Coffee Bureau, and Van 
Camp Sea Foods Co. 

Announcements were the biggest 
revenue producers, providing 76.1% 
of total business, with programs 
and IDs dividing the remainder 
fairly evenly. The advertisers’ fa- 


| vorite periods were day and prime) j4 


evening. Runaway leader by prod- | 
uct classification was food and/| 
grocery. Next largest spending cat- 
egories were drugs and cosmetics. | 

| 


|@ Largest gains in network spend- 
ing came from publishing and me- 
dia, apparel and footwear, and/| 
sporting goods and toys. But the) 
| principal categories in terms of the | 
size of budgets were food and food | 
products, toiletries and toilet goods, 
drugs and soaps,«cleansers and 
polishes. 
The heftiest individual network 
budgets were credited to Anacin, 
Winston, L&M filters, Kent, Tex- 
aco and Dristan, in that order. But 
Dristan was down about $1,000,000 
from its level a year ago. # 
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Top 100 Spot 


Advertising Age, June 12, 1961 


TV Advertisers 


Ist Quarter, 1961 vs. 1960, Gross Time Comparisons 


Source: TvB figures from N. C. Rorabaugh Co. 
Estimated Gross Time Charges 


- Procter & Gamble ............ 
kee 
. General Foods ................ 
. Colgate-Palmolive ............ 
American Home Products 

. Miles Laboratories ............ 
- Coca Cola Co. & Bottlers 

- Bristol-Myers 0.0... 
. William Wrigley Jr. Co. .. 
- Continental Baking 
- Standard Brands ............ 
. International Latex 
- Lestoil Products ................ 
. Hunt Foods & Industries 

ee ED Sac cnactseunbtiinineste 
. Philip Morris Inc. ............ 
. Warner-Lambert Pharma. 


. Pillsbury 
. Pan-American Coffee Bureau 
. American Tobacco ............ 

- Brown & Williamson 
7) { "a 
. Andrew Jergens 
- Sterling Drug .............-+ 
- American Chicle 
hy WINE <icicatelieecantinacntinens 
- Pepsi Cola Co. & Bottlers 
. Campbell Soup 
. Ford Motor Dealers .......... 
. General Motors Dealers 
S  . 
. RichardsonMerrell .......... 
. E & J. Gallo Winery .... 
. Anheuser-Busch 


. Canadian Breweries ........ 
(Carling in earlier reports) 
Alberto-Culver .................. 
. Van Camp Sea Food 
Food Manufacturers 
Falstaff Brewing 
R. J. Reynolds 
Carter Products 
. Standard Oil (N.J.) 


U.S. Borax & Chemical .. 


SESERRGESS 


1961 
$12,167,300 
5,442,200 
4,801,500 
4,156,500 
2,587,700 
2,585,500 
2,545,300 


637,400 


1960 
$13,466,400 
4,639,400 
5,036,000 
3,203,500 
2,590,300 
2,377,800 
1,098,400 
3,717,500 
1,758,300 
2,108,700 
2,291,000 
2,328,500 
2,981,600 


2,769,700 
1,087,100 
2,072,000 
1,318,600 

649,900 
1,816,200 
1,385,900 

608,200 


Top Advertisers, Brands in Net TV 


First Quarter, 1961, Gross Time Only 


Source: TvB figures from Leading National Advertisers 
and Broadcast Advertisers Reports 


Top 25 Advertisers 


. Procter & Gamble 


General Motors 


—— 


CP ONAWRYN 


Bristol-Myers 


17. 
18. 


Se 
Miles Laboratories 
Warner-Lambert 
Alberto-Culver 

Kellogg 
Philip Morris Inc. ................ 
National Dairy Products .. 
American Tobacco 


20. 
21. 
22. 
23. 
24. 
25. 


1961 
$11,822,052 
9,159,200 
6,655,080 
6,368,678 
5,530,024 
5,137,244 
4,884,461 
4,47\ 698 
3,451,912 
3,394,688 
3,360,149 


2,098,239 


1960 
$11,638,542 
8,682,839 


2,496,876 
2,043,600 
3,452,881 
2,346,659 
1,741,956 
1,702,584 
3,146,226 
2,528,593 
2,178,588 
2,608,830 


1961 1960 
52. Hills Bros. Coffee ............ $616,600 $362,500 
53. Pabst Brewing ................ 610,500 442,400 
MN NINE Mace ceiacoetssasicipicsones 578,600 629,000 
55. Chock Full O Nuts .......... 575,900 58,750 
SI I Shris cetcctcioneeechacieoss 570,500 455,700 
57. Joseph Schlitz Brewing 567,700 374,900 
eae er 561,800 329,950 
IE irdicasuataniseincenescans 555,600 658,300 
60. Chesebrough-Pond’s ........ 548,800 525,100 
61. General Electric .............. 546,500 879,700 
i I — neaisicticesiensiversienes 534,500 529,900 
63. General Mills ........000000.... 533,000 958,900 
64. Pharma-Craft .................. 515,400 337,740 
Oe I ier deterred encinsenisconstsens 503,600 200,000 
66. United Vintners .............. 491,900 24,000 
67. Phillips Petroleum .......... 480,700 369,900 
68. National Federation of Coffee 
Growers of Colombia .. 459,800 186,750 
69. Consolidated Cigar ........ 451,500 678,000 
70. Great Atlantic & Pacific .. 443,200 414,400 
71. National Biscuit ............ 438,700 299,450 
SE Serna eee 436,400 3,900 
73. Theo. Hamm Brewing .... 434,700 607,600 
74. Liggett & Myers .............. 431,000 748,700 
75. Golden Press .................... 421,300 4,300 
RII, atheist ccenanendckonbans 415,800 605,600 
Be WU IID - saviceerieniconternsens 409,900 480,900 
78. Atlantic Refining ............ 407 ,500 576,000 
79. Miller Brewing ................ 406,900 58,950 
80. Standard Oil (Ind.) ........ 405,300 433,700 
81. Ralston-Purina .................. 396,000 200,000 
82. Grocery Store Products .. 394,700 502,500 
83. Norwich Pharmacal ........ 394,400 999,900 
84. Hudson Pulp & Paper .... 382,200 364,600 
ie MINE. dudipicimsbtiadedanaasinceven 375,900 360,300 
86. DCA Food Industries ...... 372,300 11,100 
87. Hanes Hosiery ................ 362,300 . . 
BT TI a ciceccnccsccssseces 357,000 11,500 
89. Greyhound ...........ccce 352,700 4,600 
90. C. Schmidt & Sons .......... 341,100 283,900 
a a en 339,400 353,100 
92. Chatt go Med ” 339,100 222,850 
93. American Motors Dealers 337,200 320,700 
PE TINE Sehctntnccnssssineccncees 325,700 319,700 
95. Studebaker-Packard ........ 325,300 338,400 
i, SIE | - aistnseninincdicinnbectstteesseinsnn 323,400 615,300 
97. Texize Chemicals 319,000 630,600 
98. Safeway Stores 318,500 379,000 
nee 316,600 97,700 
100. National Dairy Products 8,300 408,400 
*Not enough spot tv to show up in this quarter. 
Top 25 Brands 
1961 1960 
1D, Aetemetin~ TRIID <ccccccsisercsessceess $2,869,167 $2,551,128 
2. Winston Cigarets ................. 2,017,209 1,601,206 
3. L&M Filter Tip Cigarets ........ 1,830,875 1,387,881 
4. Kent CIQEPONS ...cccrccccccccsscocsees 1,628,293 1,390,723 
5. Texaco General Promotion .. 1,622,268 1,374,052 
6. Dristan Tablets ................+ 1514419 2,572,758 
7. Salem Cigarets  ..........::000 1,389 812 1,053,228 
8. Chevrolet Passenger Cars ...... 1,366,910 1,175,779 
9. Crest Toothpaste ............-.0.0 1,318,328 1,030,791 
WO, FI: shccnestientitiseitisanannvineaseonnenees 1,307,016 1,494,929 
11. Bayer Aspirin Tablets ............ 1,278,436 1,930,483 
12. Beech-Nut Gum ..........0::0606 1,231,092 648,540 
13. Colgate Dental Cream ........ 1,202,647 1,535,428 
Dib, GI. cxcccssteserscrssnsenccccscenses 1,201,511 1,240,095 
15. Pall Mall Cigarets ................ 1,142,109 1,568,382 
16. AMrw-Golwer .......ccccrrccerccesoveees 1,130,757 819,376 
BF. BNR GE cvcennccssenecescviccsssenes 1,121,074 924,592 
18. Ford Passenger Cars ............ 1,099,022 994,476 
19. Marlboro Cigarets ........... 1,070,134 1,028,063 
20. Listerine Antiseptic—Oral ... 1,058,926 1,061,634 
21. Camel Cigarets ............006 1,035,564 887,423 
22. Prudential Insurance .............. 1,015,509 986,754 
23. Duncan Hines Cake Mixes .... 1,006,833 128,753 
24. Allstate Insurance ..............- 997,200 555,885 
25. One-A-Day Vitamin Tablets .. 995,262 1,329,067 


\'Gray & Rogers Expands 


Duties of Arnold, Kinney 


Gray-& Rogers, Philadelphia, has 


|other founder of 


| tired as partner in the latter part | 
| of 1960. He remains in the agency | communications manager of the 
increased responsibilities of its two | 28 head of the tv-radio department. | 


youngest partners, David B. Arn- 


the agency, re-|Fluge to Owens-Illinois 


Peter J. Fluge has been named 


paper products division of Owens- 


The agency has also named Hen-| Illinois Glass Co., Toledo. Mr. 
old and William Kinney, to share| Ty R. Hallowell, of advertising Fluge has been vp and general 
top- administrative responsibilities | contact, in charge of business man-| manager of Wentzel & Fluge, Chi- 
with Jerome B. Gray, founder and | agement of the public relations-| cago agency, for the past four 
senior partner. Edmund H. Rogers, ! publicity department. 


' years. 
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TIME is the shape of the college market 


Circulation in College Towns with colleges having 
3,000 enrollment or more and with ratio to town 
population of 25% or more. 


TIME, The Weekly Newsmagazine 54,800 
Newsweek 25,300 
Sports Illustrated 16,600 
U.S. News & World Report 16,000 
New Yorker 8,100 


Totals based on latest publishers’ reports, adjusted to correspond 
with latest announced rate-base or guaranteed circulations. 


On America’s campuses, TIME has more 
than 250,000 subscribers—and, naturally, 
a tremendous pass-along readership. And 
in leading academic communities, TIME 
is the best selling selective magazine by 
far. Why shouldn’t it be? It’s written for 
educated people who are interested in 
the whole world’s week. 


TIME ... TO REACH 2,550,000 TOP-OF-THE-MARKET FAMILIES 
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The New International 
Publication Edited 

for the World’s Most 
Select Audience 


It's Here! 


CLiPPeE RH 


MAGAZINE 


CLE © E BF goes around the world traveling with the most influential, 
discriminating and informed reader audience — the world 
traveler! 


CLEP & E FE readers represent an isolated consumer market with the 
money to buy! 
37 percent of CLIPPER readers have an annual income 


over $15,000. 28 percent have an annual income over 


CLEP © E B. takes the worldwide off-beat editorial track with a full color 
format to stimulate, entertain and inform 600,000 air 
travelers bimonthly! 70 out of every 100 CLIPPER readers 
entering and departing the U.S. are American citizens. 

CLE & E FE offers international and regional advertising space in a full 
size (8% x 11) prestige magazine. 

260,000 Atlantic Edition — 230,000 Latin American Edition 


110,000 Pacific Edition 


CLIP PRE BF. is distributed directly to the seat of every passenger on 
every flight of Pan American Airways —— Woridwide! 


Exclusive representatives: 


Brown & Bigelow 
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New York, N.Y 

Phone: MUrray Hil! 2-5557 


Didier & Broderick, Inc. 
5809 North Lincoin 
Chicago 45, Illinois 
Phone: Longbeach 1-5284 
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THE MAGAZINE THAT TRAVELS 
THE WORLD WITH THE WORLD 
TRAVELER 
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ST. PAUL 4, MINNESOTA 


Pirnie & Brown 

1722 Rhodes-Haverty Bidg. 
Atlanta, Georgia 

Phone: JAckson 2-8113 


Arden E. Roney & Associates 
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Set in Magazines 


|copy,” said Melvin A. Singer, vp 


|dry gin for a summer magazine 
| campaign. 


Advertising Age, June 12, 1961 


Warm Weather Ads | 
for Gordon’s Gin | 


New York, June 6—Out in the 
cold, cold snow is where Renfield 
Importers has tossed its London 


“The ad is simply a bottle of 
Gordon’s gin snuggled into the 
snow, with a line and one-half of 


of Grey Advertising Agency. He 
said the four-color bleed ad will 
“tell the story in the shortest 
possible terms.” It will be a break 
from “the conventional bottle sim- 
ply sticking up. 
“The snow was actual snow that | : 
fell in a New York storm, and we | BRRRRRR—Gordon’s gin is shown in 
dropped a bottle in there,” he|an unseasonal background in this 
said. “A snow scene in summer- summertime four-color ad. 
time is a little offbeat, and we 
hope to get darned good product 
registration in a unique sh sceoceed dent of the agency. He succeeds 
The story told in the ad, lined! Dene B. Chapman, who a 
up for eight magazines in July | the new post of chairman of the 
and August, “stays on the beam | “eee committee. 
of our campaign—the tradition, | Other officers of the agency who 
Englishness and antiquity of Gor- 
don’s gin.” 


# The headline, “No wonder the 
English have kept cool for 192 
years!,” refers to “the fact that 
the English do keep cool,” Mr. 
Singer added. “We are playing on 
that fact—that they have gone 
through all kinds of hell and fire 
and never get really excited. 

“The ‘192 years’ is a reference} 
to the number of years that Gor- 
— Brac Bieri Pa Pagmovnemet rm were recently reelected include 

2 eee . | Justin J. Foley, vp and director of 
ay Bengal penn aye | creative services; Owen J. Crumb, 
previous advertising.” vp and director of public relations; 

Gordon’s big push this summer | 98™€s Quinn, aarien-te i ds — ye 
wilt be based on © traditional con- | &"™ M. Krick, assistant treasurer. 


sumer switch in hot weather. 
“The consumer does not switch| Henkin Joins Conn 
from liquor, but merely switches| Daniel J. Henkin has joined 
types,” said Mr. Singer. |Conn Corp., Elkhart, Ind., as adver- 
The snow ad will run twice in| tising and sales promotion manag- 
Life, Look and The New Yorker,| er. For the past seven years, Mr. 
and once each in Ebony, Esquire,| Henkin has been with G. Leblanc 
Newsweek, Sports Illustrated,| Corp., Kenosha, Wis., where he 
Time, U. S. News & World Report! was director of advertising. Both 
(all July) and Holiday (August).| companies make musical instru- 
Gordon’s advertising is allocated | ments. 
by its two prime distributors, Ren- 
field (for all states except the) 
West) and Parrott & Co. Grey Ad- | _esecsonsenensosonsesee 
vertising is the agency. # CIVIL WAR 
Documents e Money e Photos 


Authentic reproductions on Aged 
Parchment paper for 
PROMOTIONS * PREMIUMS + DISPLAYS 
Sample Kit (42 different pcs.) $10.00 
includes quantity price list 
AMERITAGE CO. 

P.O. Box 1377 Phila. 5, Pa. 
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Donald Nowak 


Dene Chapman 


vee 


Nowak Named President of 
Chapman-Nowak Agency 
Donald J. Nowak, exec vp of 
Chapman-Nowak & Associates, 
Syracuse, has been elected presi- 
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WAVE-TYV viewers brew 
28.8% more COFFEE and TEA 


—toast 28.8% more toast, and 
enrich it with 28.8% more “spread”! 


That’s because WAVE-TV has 28.8% more 
viewers, from sign-on to sign-off, in any 


average week. Source: N.S.I., Dec., 1960. 
CHANNEL 3 @® MAXIMUM POWER 
NBC 
LOUISVILLE 


THE KATZ AGENCY, National Representatives 
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Why Advertise 
At All? 


A new approach to the job of increasing sales effectiveness... 


which challenges everyone who has a sales responsibility. 


If your job involves the creation of more sales, 
here at last is a tool you have needed for a long 
time. It can increase the impact of your total 
sales effort. It can put salesmen’s time and 
talents to fuller, more productive use. It can 
pinpoint the most effective means of attacking 
a market. It can help to build sales volume to a 
degree considered “impossible” until now. All 
at lower cost per dollar of sales! 


What is this new sales tool? A simple, 
analytical procedure which leads management— 
step-by-step—through its own sales objectives 
and its plans for achieving them. The result is a 
striking revelation. More often than not, it ex- 
poses a deficiency in the operation of a com- 
pany. Management is made to realize, as never 
before, the true importance of “‘non-personal 
sales calls’ and the vital part they play in in- 
creasing sales volume. 


Beginning witl. the question, “Why advertise 
at all?” the new approach goes on to firm up 
your company’s or client’s total market ob- 
jective. It indicates how non-personal sales 
dollars can be stretched by applying sales effort 
with maximum efficiency. And to a major de- 


gree, it answers the basic question, “‘How 
should I allocate my sales budget for greatest 
effectiveness?’’ All in actual figures, pertinent to 
the specific company, which you insert in an 
easy-to-use workbook. 

This new and unique approach to market- 
ing goals is a tested technique. It is already 
proving to be one of the most useful tools ever 
developed for all who have a sales responsibil- 
ity. As you might expect, the demand for this 
new tool is spreading rapidly. If your company 
or client sells anything to the metalworking 
market—companies that produce, fabricate, or 
use metal—your IRON AGE Regional Business 
Manager is ready to help you put our new con- 
cept to work. The tools are free. Call him now. 


Atlanta, Ga. — JAckson 3-6791 
Chicago, Ill. — RAndolph 6-2166 
Cleveland, Ohio — SUperior 1-2860 
Columbus, Ohio — CApital 1-3764 
Dallas, Tex. — EMerson 8-4751 
Detroit, Mich. — TRinity 1-3120 
Hartford, Conn. — ADams 2-0486 

Los Angeles, Calif. — SPring 2-1819 
New York, N.Y. — OXford 7-3400 
Philadelphia, Pa. — SHerwood 8-2000 
Pittsburgh, Pa. — ATlantic 1-1830 
San Francisco, Calif. — UNderhill 1-7107 


® A management service of the IRON AGE — Copyright, 1961, The Chilton Company 


IRON AGE e achilton publication e 56th & chestnut streets « philadelphia 39, pa. 


FRnuene ee a Bean Gt eee o> foe MeL a "hme heme or es Ne ae opie Peete OSes. Nee Fen ee —- eg poe team Re Soe Be a a ene os fo le, Se a as SS sae aR 
Re aie ee Ps ee : s Ee, ae Ee! eI ee LO Sc eedee iit geet ces Pe eae tea Sa eee tes Cae tavig os oe, Bee aie Peer tat ef ies a ie Rone i Baden et hal cr ae pe a Fee Bs, 4 Meena tek te by a, ey em X 
Pio To ae aan Me = ey a, ee PR haa ae a SEN, : Ray oS hue ae ge a ge ae Cane ees ee. re eS Se a, re Aen.” ace RR eG eS pe fie o> Bee (hs Spee a ie ig re Be sg 2 oN nS 
J Ee as = Pee tl! sae 1 ea SSS OR Ae SS Ree Ne oo Sect ando ee “ty op OS ar ea eg a nn PAL le as, Pre a ad | oe ENN ‘ ee ii ee PUP SK Chey Rae nh PN te aa peeiesty oe avs arte lee oe IIE. 8 on 7 RSs SS a CR 
py BS : jit es pve Ges P Y : r Das hast hae SE TES tee Ee OREN ORL Oe ip gale ret i ise per po Ng |e ae iene EE 25,1 1 Se ena Or PM SE ne 5 Oa le gene oy ae. be seg yah pees oe, 
Pate eee ‘ * é amet . : ; ‘ ‘ ' ane ‘ : , ee ee 
geuee ‘ eu 
re 
_ 
a. £ 
: 
ney 
oe 
Vay ” 
ar Lae 
pie ok eee 
pugs ae eas ROM 
sec Soa eee Cie aot 
: E sakes asi 
4 es Mao An ens Ps 
isa sei. los 
aed ee , 
per ER Tae aero 
<>" ee eg 
ou Sa ee 
“s mS" hy 2 a 
E GA pee 
; Sean 
=r Wiese 
ia Pec ee 
? be, Ser = as 
& Sle ha Sn 5 Os 
Jee en senior Pa 
aS paleey conacath & 
ee ig 2S he 
: Rea ee, ) Daye « 
oe ieee a SEO 
of ae nape) at Ate 
a eee 
ee ae te. a 
ee ne. ies oe 
BN et ae ee 
vee Bs od vin cere ai 
tee eg i) 
rite iebar Sage 
a icy Pea 
pt cume aie 
ee Pay wien Oe igre 
sre in siete Bs: 
a4 Shen oc 
5 AS) eee Har 
e, " eset, + 
a A a rr 
Beare Eatcoe 
ce seman ts ey 
ple ig Bi ent fan 
ists eA itlleah 
. mah eerie 
oes se ah 
ea. Ace. ae 
Sai ant eae | 
caer ae ie eee 
ae pits Nie Saha 
amt Bee ree ee 
onal fe pits 
ia taioes 18 Retell 
a Pieiics. sins” 
ah aoe 
ei . i ~ ~ 
ee Sel Gee 
fee, oWrtpe tise Cte 
Ae gm es 72 f 
gas = — - 
cate Det hae 
ae : 
= feo He 
> : 
oe ee ‘ . : 
: fen 


Advertisement 


Show Business Illustrated, New 
Biweekly, Debuts Aug. 23, 50c a Copy 


New Mag Aimed at Class 
Market — Guarantees 350,000 
Net Paid Circulation at Start 


CuicaGo — The Premier Issue of sHow 
BUSINESS ILLUSTRATED, new full-color 
biweekly entertainment magazine from the 
publishers of PLAyBoy, will go on sale 
August 23rd, wearing a September Sth 
cover date. 

Advertisers are being guaranteed an 
initial net paid circulation of 350,000 from 
the first issue on, although Editor-Pub- 
lisher Hugh M. Hefner is predicting an 
eventual readership in excess of PLAYBOY'S 
(now over 1,200,000 paid circulation per 
issue). 

Cover-priced at 50c a copy, the new 
magazine is being directed toward an 
audience of upper-income urban adults 
who have the time, the means and the 
interest to support and actively enjoy the 
entertainment arts, and who now seek 
an informative, colorful and authorita- 
tive magazine about this important aspect 
of American life. 


s “There is no audience more important 
to the advertiser,” Hefner observed, “than 
one which is seeking out guidance for a 
portion of its consumer spending. In our 
choice of entertainment, we exercise an 
effective mandate far more often than 
we do in almost any other phase of our 
lives, and the men and women who choose 
to read spi take this mandate seriously. 
They like to stay informed so they can 
personally ‘discover’ new talent, find ex- 
citing new places to go, display the very 
latest in home entertainment equipment.” 

In announcing the creation of sHow 


BOUND TO BE PRESERVED... 


i] 


SBI 
PREMIER 
EDITION 
BINDER 
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.. today’s most exciting entertain- 
ment showcase, SHOW BUSINESS 
ILLUSTRATED. Premier Edition 1 
coming August 23rd—certain to be H 
a collector's item,* looked at again H 
and again. Protect your copy in a H 
handsome showcase of its own, a | 
plush-black binder, gold-stamped {| 
with SBI's jaunty owl. Fill in and | 
mail coupon today. Price: $2 ppd. ; 
Please include check or money order, } 
or you may charge to your Playboy } 
Club key. ; 
* Copies of PLAYBOY, Volume |, Number | 
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(Dec. 53) have been reported to sell for 
as much as $26. 


SHOW BUSINESS ILLUSTRATED 
Dept. AA 610 

232 E. Ohio St., Chicago 11, Ill. 

Send me the SBI Premier Edition Binder at 
$2 ppd. 
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BUSINESS ILLUSTRATED, Hefner said the 
aim was to produce, in words and pic- 
tures, “a consumer magazine which gives 
an exciting view of the whole entertain- 
ment world and at the same time offers 
the kind of alert and sprightly criticism 
against which people can test their own 
judgments, hammer out their interests, 
sharpen their tastes.” 


s Editorial offices have been opened in 
Chicago, New York and Los Angeles, and 
special correspondents have been assigned | 
to all other important entertainment cen- | 
ters. Advertising offices have been estab- | 
lished in New York, Chicago, Los Angeles | 
and San Francisco. 


According to Hefner, the new magazine | 


will be edited both to entertain and to 
inform: “SHOW BUSINESS ILLUSTRATED Will 
bring into focus all that’s new and inter- 
esting in the world of entertainment—on- 
Stage, backstage, offstage. There will be 
timely interviews, ratings and guides, au- 
thoritatively prepared by top critics in each 
field so that the discriminating reader can 
know in advance what is new, what is im- 
portant, what is popular, what is fading.” 

Early issues will feature articles by Tal- 
lulah Bankhead, Jules Feiffer, John Crosby, 
Mort Sahl, Maurice Zolotow, John Giel- 
gud, Patrick Dennis. In full-color picture 
stories, the excitement of Broadway by 
night is captured in the color photography 
of Marvin Koner; Ernst Haas visits the 
circus, while Jackie Gleason takes on 
Paris. 


SHOW BUSINESS ILLUSTRATED Editor-Pub- 
lisher Hugh M. Hefner introduces the new 
SBI mascot, the Night Owl, who'll now 
share quarters with the PLayBoy Bunny. 


with a deep and 
lively concern for the 
entertainment arts 


OFFERING 
* TOP WRITERS * 


_® WIT AND HUMOR + — 


THEATRE & 


COLORFUL LAYOUTS * — 
ROVOCATIVE CRITICISM 
DRAMATIC FORMAT * — 


MOVIES 
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they might select the best. 
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SELECTIVE %* is 2imed # 


an important au- 
dience: the men 
and women who have the interest, 
income and taste to select their 
entertainment; those who enjoy 
staying intelligently informed that 
x * 
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OPENING AUGUST 23rd « Great, New, Different 


SLOW BUSINESS 


VITALITY 


* Complete and concise news * 
reviews *% previews * and ratings 
assembled with a sharp, inside, crit- 
ical point-of-view %* SHOW BUSINESS 
ILLUSTRATED promises to have gen- 
uine editorial vitality * and that 
unique quality of reader acceptance 
* and enthusiasm * that PLAYBOY 
has won from its readers. * * 


RECORDS *® NIGHTCLUBS *® SPECIAL EVENTS 
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Novelist and Playwright 
Al Morgan to Head sBi's 
New York Editorial Statf 


New York — Al Morgan, noted novel- 
ist, playwright and screenwriter, has been 
appointed Senior Editor in charge of the 
New York editorial staff of show BUSINESS 
ILLLUSTRATED. The New York offices will 
be housed at 720 Fifth Ave., New York 
19, New York, phone Circle 5-0906. 

In addition, Jerry Yulsman, well-known 
free-lance photographer, has been assigned 
Eastern Staff Photographer for sHow BusI- 
NESS ILLUSTRATED. 


SBI Frequency, Price 
Set Publishing Precedent 


CHICAGO — The decision by the pub- 
lishers of SHOW BUSINESS ILLUSTRATED to 
have the magazine appear every two weeks 
with a 50¢ cover price set a new precedent 
in the publishing world: no weekly or bi- 


weekly magazine on the stands commands 
this quality price 

In explaining the frequency, Publisher 
HughHefner observed that “too much hap- 
pens too fast in the vast entertainment field 
to be adequately covered in a monthly. 
Timing is just as important in reporting a 
performance as it is in the performance 
itself.” 

Hefner added that “the premium cover 
price demonstrates that sBI intends to be a 
magazine that makes money on circulation, 
unforced circulation. It will be a magazine 
that readers buy and not a magazine that 
buys readers.” 


Show Business Illustrated 
Opens L.A. Editorial Offices; 
Dan Merrin Named Manager 

Los ANGELES — West Coast editorial 
offices of SHOW BUSINESS ILLUSTRATED, the 
new national entertainment biweekly to be 
published in late August, have been estab- 


lished at 8580 Sunset Boulevard, Los An- 
geles, according to an announcement by 
Hugh M. Hefner, Editor-Publisher. 

The offices, located on the site of the 
future $4,000,000 Los Angeles Playboy 
Club, will be headed by Dan Merrin, the 
magazine's newly appointed Western Man- 
ager, Hefner added. The office phone num- 
ber is OLympia 7-2260. 

West Coast Contributing Editors include 
Joe Hyams, nationally syndicated col- 
umnist for the New York Herald Tribune, 
who will write on the Hollywood scene 
for sBi, and Herb Caen, “Mr. San Fran- 
cisco” of the San Francisco Chronicle, 
who will report on the entertainment do- 
ings in that city. 

Mario Casilli, prominent Hollywood por- 
traiture photographer, has been appointed 
Western Staff Photographer for sHOw 
BUSINESS ILLUSTRATED. 

In addition to theatrical portraiture, Ca- 
silli is also known for commercial and 
editorial photography. 
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The doings of the entertainment world 
ow demand comment more than ever 
before *% not only because they are 
intrinsically fascinating * but becau 
the new leisure has so elevated 


+ | MAIN ADVERTISING OFFICE: cur ano! 3! 
DOUBLE IMPAC Oz | Howard W. Lederer, Advertising Director MAIL L— 
SBI'S SPECIAL = w | SHOW BUSINESS ILLUSTRATED now | == 
$1 BONUS ISSUE ©Q | 720 Fifth Avenue - New York 19, New York - Circle 5-2620 os 
<=> | Please send immediately further information about the new entertain- eed 
od 
A BRILLIANT, = ment magazine, SHOW BUSINESS ILLUSTRATED! 
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There's No Business Like Show Business and No Magazine Like SHOW BUSINESS ILLUSTRATED! 


Advertisement 


Frank Gibney Named 
Editorial Director 
Of New Magazine 


Jossel Appointed New 
Show Business Illustrated 
Art Director; Others Named 


CuicaGco -— Frank Gibney, nationally 
known magazine editor and best-selling au- 
thor, has been named Assistant Publisher 
and Editorial Director of sHow BUSINESS 
ILLUSTRATED. 

Formerly with Life Magazine in an 
editorial capacity and as a by-line writer, 
Gibney was previously Features Editor of 
Newsweek, where he reorganized and 
headed the arts and entertainment sections. 

Gibney started his magazine editorial 
career with Time in 1947, as Foreign Cor- 
respondent covering the London entertain- 


Frank Gibney 


A. C. Spectorsky 


ment and cultural scene. Later, he headed 
Time’s Tokyo Bureau, following stints at 
the Paris Bureau and at the U.N. 

Author of the recent best-seller, The 
Operators, Gibney has also written four 
other books — Five Gentlemen of Japan, 
The Frozen Revolution, The Secret World 
and The Khrushchev Pattern — and is now 
at work on a sixth. 

SBI’s Editor-Publisher, Hugh Hefner, 
also publisher of PLAYBoy, will keep an 
active hand in the editorial concept and 
contents of SHOW BUSINESS ILLUSTRATED, 
as will Associate Publisher and Editorial 
Director of PLAyBoy, A. C. Spectorsky. 


> 

® Leonard Jossel, who has been appointed 
Art Director of SHOW BUSINESS ILLUS- 
TRATED, is former Art Director of Time, 
Inc’s., Book Division, where he created the 
format and design for the recent releases of 
the Life Book Series. 

Jossel has also served as free-lance con- 
sultant Art Director for many of the coun- 
try’s major industries. 


® Senior Editors include William Ewald, 
recently Associate Editor of Newsweek; 
Sheward Hagerty, member of the News- 
week staff for the past five years; Marvin 
G. Barrett, former Radio-TV editor of 
Newsweek; and Lee Gottlieb, formerly 
Assistant Managing Editor of TV Guide. 

Ewald, Newsweek's Television-Radio 
Editor for the past two years, was pre- 
viously Television Editor for UPI, author- 
ing a daily column that won him the 1959 
National Headliner’s Award for the na- 
tion’s best television column. 

Hagerty, Education Editor of Newsweek 
since 1959, is the winner of the Education 
Writers’ Association’s first prize in the 
magazine category and the Naiional Edu- 
cation Association’s School Bell Award. 

Barrett, who was TV-Radio Editor of 
Newsweek, was also with Time for four 
years, specializing in music. He is also the 
author of the book, The Jazz Age. 

Gottlieb previously was Assistant Mana- 
ging Editor for TV Guide. 


s Associate Editors named to SHOW BUSI- 
NESS ILLUSTRATED are Frank DeBlois, for- 
mer writer and critic for TV Guide; Don 
Gold, formerly Editor of Downbeat; and 
Richard Lewis, who has been a reporter for 
Life Magazine since 1956, specializing in 
entertainment news. 
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DOUBLE your selling effectiveness in Southwestern Michigan 
(including Benton Harbor and St. Joseph) the dual-media way! 


To tap the top of Southwestern Michigan's sales potential (including Benton Harbor and 
St. Joseph) calls for coordinated selling strategy: a appreach, utilizing the 
strong readership of the News-Palladium and Herald-Press . . . and the strong listenership 
of WHFB AM/FM. You get (1) unduplicated, in-the-home circulation in beth city zones and 
in the three sarrounding counties, (2) WHFB’s loyal, r ive listening-in audience 
that’s twice the size of the next two stations combined! Inquire teday about how this 
dual-media approach can help you. 


4-COUNTY SOUTHWESTERN MICHIGAN AREA RUNDOWN: 


BUYING RETAIL 
POPULATION: INCOME: SALES: FAMILIES: 


293,500 $454,208,000 $289,245,000 90,800 


Source: Sales Management Survey of Buying Power. 


WHFB AM/FM 


Represented by Everett-McKinney, Inc. 
and Michigan Spot Sales 


BENTON HARBOR NEWS-PALLADIUM 
ST. JOSEPH HERALD-PRESS 


Represented by E. A. Faulkner & Associates 


WRAP AROUND—The front cover of the July ’Teen becomes a part of 
the Modess ad on the back cover when magazine is spread out flat. 
| The ad offers a free golden friendship ring to readers sending in 

307 WN. Michigan Ave., Chicage 1, Ili. 410 Bt. Michi Ave., C 1, | : z 
- —_ | endflap from Teen-Age by Modess. Young & Rubicam is the agency. 


SSS SSS 


DISCOVER 
S THE New 
mM WORLDOF 


AMCRICANA 


OF NeW YORK 
OPENING MID-1962 AT 52ND TO 
S3RD STREETS ON SEVENTH AVE. 


ANAS 
ws 


Imaginative in concept, daring in design, and extremely versatile in facilities, the 50-story AMERICANA of New 
York will set a new standard in the hotel field. Its 2,000 rooms, seven restaurants, shopping promenade and 
built-in garage will be complemented by New York's largest and finest convention facilities: more than 60,000 
Sq. ft. of exhibit area, a Grand Ballroom, 7 Junior Ballrooms, 33 private meeting rooms. For information 
and firm bookings, write or call: The AMERICANA of New York, Sales Department, 1540 Broadway, 
New York 36, N. Y. (JUdson 6-4400) Direction: LOEW’S HOTELS, INC., Preston Robert Tisch, President. 


Katz Agency Issues 
New Spot TV Guide 


NEw York, June 6—Katz Agen- 
|cy, media representative, has is- 
| sued the 29th edition of its “Spot 
Television Advertising Cost Sum- 
| mary.” The semi-annual report is 
intended for use by advertisers and 
| agencies as a guide for making 
| quick estimates of spot tv costs in 
|as many as 228 markets. 
| The up-dated summary includes 
| market-by-market rates by night- 
| time, daytime and late night peri- 
ods. Nighttime rates are given for 
half-hour show sponsorship, as 
well as 20-second announcements. 
Rates are listed for minute and 20- 
second daytime spots and late 
night minutes, based on one-time, 
six-per-week and 12-per-week 
plans. Totals are given for markets 
in groups of ten. 

All rates are based on those 
published in the March 15, 1961, 
issue of SRDS Spot Television 
Rates & Data. Rates are given for 
the single station in each market 
with the highest base rate. 


|@ The Katz guide also includes 
| formulas for estimating spot tv 
| budgets. Estimates for computing 
frequency discounts, for example, 
suggest a 2% discount for sponsor- 
ship of a nighttime half-hour on a 
13-time schedule. A 6% discount 
estimate is suggested for nighttime 
20-second spots on 52-time orders. 
Time unit relationship formulas 
are also included, such as a 20- 
second nighttime announcement 
| representing 92% of the nighttime 
| minute cost. 

Copies of the Katz summary are 
available to advertisers and 
agencies. + 


National Starch Buys 
Kleen-Stik Products 

National Starch & Chemical 
Corp., New York, has bought the 
business and assets of Kleen-Stik 
Products, Chicago, and will oper- 
ate the company as a subsidiary 
corporation, under its present 
management. Kleen-Stik told Ap- 
VERTISING AGE there would be no 
change in the advertising depart- 
ment or agency relationship. 
Kleen-Stik’s agency is Burlin- 
game-Grossman Advertising, Chi- 
cago. Agency of record for Nation- 
al Starch is G. M. Basford Co., New 
York. 


Imperial Motels Names Blake 

Wally Blake, formerly a special- 
ist in shopping center promotions 
in San Diego, has been appointed 
director of public relations of Im- 
perial 400 Motels, a Los Angeles- 
based chain. He will administer a 
$100,000 annual advertising-pr 
program. The Imperial chain is 
now in the midst of a $10,000,000 
expansion program, opening 30 
new motels in seven western 
| states. 
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0 CHAMPION 


While South Bend’s $575 million in buying 
income isn’t to be overlooked, it’s only part of | 
the total market picture. This is a 7-county | 
ABC zone with 688,000 people, and over $1.4 
billion in spendable income! And only one | 
newspaper, The South Bend Tribune, covers | 


the entire area. Get complete details in 1961 
market data book. 


*Copr. 1961, S. M. Survey of 
Buying Power; further reproduc- | 
tion forbidden. 


he” « Sa Ba 
BEGINNING IN SEPTEMBER 


3 separate publications 


for greatest advertising impact in rural 


KANSAS - OKLAHOMA = TEXAS 


each with 


SPECIFIC, LOCALIZED EDITING! 


Effective with the 50th Anniversary of The Farmer- 
Stockman, this popular publication will become three 
separate farm magazines, serving three great farming 
and stockraising states: 


@ The OKLAHOMA Farmer-Stockman 
@ The TEXAS Farmer-Stockman 
® The KANSAS Farmer-Stockman 


During the past 50 years, The Farmer-Stockman 
has helped many advertisers improve their position in 
Oklahoma and Texas. It will continue to do so. And 
beginning September, we can serve you likewise in 
Kansas! 

Commercial Advertisers may use these three pub- 
lications individually or all of them at a lower combina- 
tion rate. Rate card No. 22A shows separate rates for 
Oklahoma and Kansas. 


’ 


i= Farmer-Stochman 


For space reservations or additional data—write, wire 
or phone your nearest Farmer-Stockman office. 


The Farmer-Stockman 


OKLAHOMA CITY ®@ DALLAS 
J. H. Hunter, Advertising Director 


SALES OFFICES. a 
CHICAGO 11. Sliperior 76145) «= NEW YORK 17. MUrray Hi 43340 «= OKLAHOMACITY 1 CEntral 2-331) «= DALLAS 5, LAkeside 1.3121 if STATE ..cABCAL 
400 N Muchuger Avenue 420 Lexington Avene 500 N. Brosdway 432) N. Central Expresew: - FARM PAPERS 
Lee Hamime, Mgr Joe Paulsen, Mgr 6M Pullen, Mgr. Alex McCommas, Jr. . S_ 


Advertising Age, June 12, 1961 


KNIGHT OF THE BRUSH—Joseph J. Hartigan (left), senior vp, Camp- 
bell-Ewald Co., receives his warrant as Knight of the Brush from 


| cg Edward C. Donnelly Jr., president and general manager of John 
eee ra Donnelly & Sons, after his speech before the Boston Advertising 
a ~ —- s _ : Club during Outdoor Advertising Day. The “warrant” says that Mr. 


Hartigan “may never paste a fellow knight; nor give him a brush 


off; nor pounce upon him; nor 
| blank him out; nor snipe at him. 
By being well posted and in good 
trim at all times, he shall illumi- 
nate the company he keeps.” 


Publicis Patterns 
Institutional Ads on 
| Editorial Formats 


| New York, June 6—Five years 
ago it would have been difficult to 
find any institutional advertising 
|in France. 

| Today there is a good deal of it— 
|}and one of the instruments that 
|has played a leading role in this 
| development is the Information In- 
|dustrielle department of Publicis, 
leading French agency. 

| Information Industrielle was or- 
|ganized by Publicis to enable 
French industrial organizations to 
| acquire greater public recognition. 
Ads produced by this department 
| bear an “Information Industrielle” 
seal, and most of them are pat- 
terned on the editorial style of the 
|publications in which they are 
placed. 


® As an indication of its success, 

some 300 pages of Information In- 
| dustrielle advertising have been 
| placed in French publications dur- 
| ing the past two years. Among the 
| industries served have been the 
| French steel, chemical, aluminum 
,/and banking industries. : 
| Copies of a brochure outlining 
| this program are now available 
| from the New York office of Pub- 
| licis, 610 Fifth Ave. ‘ 


\ceverac Expands Program; 
Names K&E, Simonds, Payson 

The Cryovac division of W. R. 
|Grace & Co., Cambridge, Mass., 
| plans to expand the marketing of 
| its shrinkable plastic films to other 
| industries. Cryovac packaging now 
|is used in the meat, dairy and 
| poultry industries, and the compa- 
| ny hopes to find applications for 
the films in such items as books, 
records, premium packaging, toys 
and industrial parts. 

Kenyon & Eckhardt, Boston, the 
Cryovac agency, will handle the 
additional assignments, except for 
| one segment. Simonds, Payson Co., 
|Portland, Me. and Boston, has 
| been appointed to handle promo- 
tion and advertising to the bakery 
industry. 


“Western Industry’ Changes 

to ‘Western Manufacturing’ 

| The name of Western Industry 
| has been changed to Western Man- 
|ufacturing, effective with the June 
| issue, in order to define the publi- 
| cation’s editorial purpose more ac- 
| curately. The monthly, which cov- 
ers the 13 western states, is 
|published by King Publications, 
|San Francisco. 
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GR OF LLVXXVKK Pad 
8 ‘FOUSE IN PHILADA RYE 


because 
oledo 1s 
different from 


hiladelphia... 


and because people are different in different markets .. . Storer programming is different! We put together a flexible format 
to fit the needs of the community . . . making it local in every respect. That’s why Storer Stations are liked, watched and 
listened to—why they rate high in the 9 key markets where they are located*. Local programming—quality-controlled— 
assures you the best is being presented. You know you’ve made the right buy when you buy a Storer Station. Storer 
representatives have up-to-the-minute availabilities at their fingertips. Important Stations in Important Markets. 


*WSPD-Radio and WSPD-TV dominate in Toledo. WIBG rates number 1 in all Philadelphia surveys. 


LOS ANGELES § PHILADELPHIA CLEVELAND WHEELING TOLEDO DETROIT 
KGBS WIBG wjyw WWVA WsPD WJBK STORER 


MILWAUKEE CLEVELAND ATLANTA TOLEDO DETROIT BROADCASTING COMPANY 
WITI-TV WJW-TV WAGA-TV WSPD-TV WJBK-TV 
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Chilton’s e-#%:2 in action... 


BARKETING ASSISTANCE PROGRAD 


The automotive manufacturing industries must be 
sold in depth. That’s why the circulation of Auto- 
motive Industries covers the buying influences in 


administration, engineering, design, production and 


purchasing. 


The reason for deep sell is obvious. Plenty of key 
people get in on the act of designing and making cars, 
trucks, buses, engines, parts; tractors, farm and con- 
struction equipment; aircraft; missiles and military 
vehicles. And they all have to work together. For 
economy. For automated precision. 
In plant after plant, Automotive Industries is con- 
stantly uncovering all the buying influences . . . up 
to several thousand in the larger companies. 
Automotive Industries and its Marketing Assistance 
Program (M-A-P) can help you use this deep-sell 
concept in several ways. 

Advertising—Over 30,000 copies semimonthly, nearly 


half of which are passed on to an average of 8 other 
readers. 


Plant Census—Comprehensive data on all worth-while 
plants. Useful for sales analysis, surveys, locating 
prospects and establishing sales territories. 


IBM Cards— Names and addresses of over 7500 manu- 
facturers and suppliers. Coded for high-speed break- 
down by plants, areas, etc. 


Direct Mail—Complete mailing service to all or any 
part of an up-to-date list of over 55,000 buying 
influences. 


Subscriber Profile—161-page depth study helps you 
understand the magazine’s readers, sharpen your ad- 
vertising and selling appeals. 


Product Studies— Valuable information on which plants 
are buying what products and in what quantities. 


Marketing assistance like this is a by-product of the 
constant circulation refinement and editorial im- 
provement program carried out by each of Chilton’s 
19 business magazines. For M-A-P help, contact the 
representative of the magazine covering your market. 


marketing 


CHILTON COMPANY Chestnut & 56th Sts., Philadelphia 39, Pa. NBP 


Department Store Economist « The Iron Age « Hardware Age * The Spectator »* Motor Age « Automotive Industries « Boot and Shoe Recorder * Commercial Car Journal 
e Distribution Age «+ Butane-Propane News « Electronic Industries «+ Aircraft & Missiles Hardware World « Optical Journal and Review of Senery e Jewelers 


Circular-Keystone * Food Engineering * Marine Products * Gas « Product Design & Development + Business, Technical and Educational Books + C 


ilton Research Services 
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AM 
Young 
son Joe Clay—and by Times staffers: Russell W. 
Young, advertising manager; Lester P. Jenkins, 
classified advertising manager; and Bob Reese, re- 
tail salesman. Mr. Jefferson left for an auto tour of 
Canada after his retirement. 


Mrs. Clay Joe Reese Mrs. Jefferson Jenkins Jefferson 


ae c 63 YEARS’ SERVICE—At 78, after 63 years on the adver- 
Se ates tising sales staff of the Seattle Times, Percy Jeffer- 
bi son has retired. He is shown here, at a party given 
by the new 
Jefferson; 


his daughter, Mrs. Rex Clay and grand- 


Magee Thurman Hileman 

SCHOLARSHIP—The first Dan Hopkins advertising scholarship given 
by the Illmoky Advertising Club for study in Southern Illinois Uni- 
versity’s journalism department is presented to Brenda Thurman, 
a senior at Ballard Memorial High School, Barlow, Ky., by the club’s 
president, A. J. (Pat) Magee, publisher, Advance Yoeman, Wick- 
liffe. Ky. Looking on is Dr. Donald G. Hileman, director of adver- 


tising in the university’s journalism department. 


Fulcher 
LuLUS—Carson/ Roberts, 
recent competition for “Lulu” 
les Advertising Women. 


Maybee Lawrence 


ANIMATION FOR 6-12—Union Carbide Corp. is using cartoon commercials to show how 6- 
ite 12 insect repellent can be sprayed on exposed skin or nylon-covered legs to give the 
* “whole family hours of bite prevention” from “angry young black flies, gnats, chiggers 


Los Angeles, was well represented in the 

awards, sponsored by the Los Ange- St. 

Here, flanking actress Loretta Young, are 

winners from the agency: Norma Fulcher, Bette Lou Maybee, Cyn- 
thia Lawrence, Lynn Medberry and Ruth Langdon. 


and especially mosquitoes!” 
J. M. Mathes Inc., 
all three tv networks since early in June. 


Howe Gardner Cabot Tyler 


BOSTON’S FIRST—Top awards in Boston Advertising Club’s first cre- 
ative competition are presented by William D. Tyler, exec vp of 
Benton & Bowles and ADVERTISING AGE columnist, to Richard Howe 
of Batten, Barton, Durstine & Osborn (outdoor, radio, business ads, 
and tv); Frank Gardner of Lloyd Advertising (magazines); and 
Harold Cabot of Harold Cabot & Co. (newspapers). 


7s) 


BANK OF AMERICA 


HARDTOP—This tortoise is featured in the Bank of America’s current 

drive for its Timeplan auto financing service. It appears throughout 

California on outdoor posters, in newspapers and on displays in the 
bank’s 700-plus branches. Johnson & Lewis is the agency. 


j 
Langdon 


, ‘ ‘ r * - “ r 

ee eee ita. 
BATTER uP—Falstaff Brewing Co., 
Louis, is using this revolving 
pole stacker, featuring various 
teams at dealer’s choice, in a new 


Young Medberry 


mass-merchandising promotion. 


Produced for Union Carbide by CBS Animations through 
the 30-second commercials are being aired on participation shows on 
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the space-buying 


ULES 


BREAK 
INTO 


one of America’s 


hottest 


markets 
now! 


How good is business in lowa? This good: Per- 
sonal income first three months — up 7.4% com- 
pared to national drop of 0.1%. Department 
store sales first 4 months up 6% . . . new home 
construction first 3 months up 25% . . . cash 
farm receipts up 15% first three months. Every 
indicator points to lowa as one of the brightest 
spots in the nation’s economy! 


You may be dealing yourself out of this hot market by 
following an outmoded rule of space buying. . . that is, 
buying space only according to standard Metropolitan 
Area population ranking. This ranking, for instance, lists 
Des Moines (Polk County) way down the list in size of 
Metropolitan Area markets. 


But we aren't talking about Des Moines or a lifeless sta- 
tistic — because that statistic distorts the actual mar- 
keting facts. What we are talking about is the exciting 
concept of a horizontal, state-wide market instead of a 
vertical, metropolitan one. We are talking about IOWA 
... not “‘just another state,’ but one of America’s most 
consistently active markets, unified by the state-wide 
coverage of one of America’s great newspapers, the Des 
Moines Register and Tribune! 


The key to it is ‘circulation coverage.’’ Truth is, with 
50% or better coverage in 76 lowa counties, Des Moines 
Sunday Register ranks No. 11 and Daily Des Moines 
Register and Tribune with same coverage in 34 lowa 
counties ranks No. 28 among Metropolitan Area markets. 


What kind of job do these papers do for you? National 
and regional chains report great successes with state- 
wide campaigns . . . Gambles, Kresge’s, Sears, Wards, 
Woolworth’s, others. Says Morey Sostrin, President, 
Younkers .. . ‘For many years, we have conceived of all 
lowa as our market. Fortified by the background of 
state-wide newspaper coverage by the Sunday Register, 
we established our first branch store in Ames, lowa, more 
than 20 years ago. Today, we have 15 units in lowa alone. 
While our principal unit and parent store is in Des Moines, 
it operates as headquarters for a state-wide business. 
We take full advantage of the Des Moines news- 


papers’ far-reaching selling influence throughout 
all lowa.”’ 


The customers are buying in lowa — 
now's the time to reach them. 
Now's the time to break the 
‘*space-buying rules’’ and 
stir up sales for you 
in record-breaking 
lowa with ‘‘The 
Hometown Paper 
for the Whole 
State of 


lowa..”’ 


DES MOINES 
REGISTER 


AND 


TRIBUNE 


350,000 Combined Daily — 500,000 Sunday 
= Gardner Cowles, President 


THEA ec mE alae) 


Represented Nationally by: Newspaper Marketing Associates — New York, Chicago, Philadelphia, Detroit, Los Angeles, San Francisco 
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[f you are not getting Powderless Etched copper process or monochrome 
reproductions from your engraver, you are being short changed out of a 


development of vast importance affecting quality in the publication run. 


This is straight talk to you engraving buyers. 


HUTCHINGS & MELVILLE, INC. Photoengravers 


SPECIALISTS IN POWDERLESS ETCH OF copper ORIGINALS 


4043 North Ravenswood Avenue, Chicago 13, Illinois 


Equipped with COLOR SPLITTER, KLIMSCH CAMERA, 4 COLOR 604 PRESSES 


e 
Jake Albert Retires After 

|42 Years with ‘Detroit News’ 

| Jacob (Jake) Albert, 67, who for 
| many years was promotion, public 
relations and research director of 
the Detroit News, has retired after 
42 years with that newspaper. Mr. 
+ Albert has been executive assistant 
to Robert E. Reese, director of 
public relations and research, 
since last July 1. 

Mr. Albert joined the News in 
1919 as a writer of classified ad- 
vertising promotion copy. He was 
the first member of the daily’s 
promotion department. He was one 
of the founders of the National 
Newspaper Promotion Assn. and 
served as president of the group in 
1934-’35. 


Power Sources Names Allied 

Power Sources Inc., Burlington, 
Mass., manufacturer of solid state 
and magnetic devices for power 
conversion, has named Allied Ad- 
vertising Agency, Boston; to handle 
its advertising. 
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tising linage this year: 


Courier-Express 


a 


AUTOMOBILE 
DEALERS: 


says BUFFALO 


There’s a time and a place for everything. And Buffalo’s 
retailers know the time and the place to sell Western New 
York’s male population is in the morning . . 
Courier-Express. Here is how they are placing their adver- 


. in the Buffalo 


Courier-Express 


p73. 


MEN’S CLOTHING 
STORES: 


Courier-Express 


REAL ESTATE: 


Courier-Express 


a. 


FINANCIAL: 


be sold . . . in the morning. 


weekday linage in the Courier-Express. 


News 


Source: Media Records (Ist Quarter 1961) 


These advertisers know the impact of the Courier- 
Express morning news, financial, editorial and sports 
coverage on the living and buying habits of its male 
readers. That’s why they choose the Courier-Express to 
reach the men of Western New York when they want to 


And if you’re selling Western New York women, 
remember women’s clothing stores place 62% of their 


ROP COLOR 
7 DAYS 


Represented Nationally 


Chicago 
Philadelphia 
Detroit 

Los Angeles 
Son Francisco 
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George Fowler, 76, 
VP of C&W, Veteran 
Ad Exec, Is Dead 


GLEN RuipGeE, NJ., June 6— 
George S. Fowler, 76, a senior vp 
;at Cunningham & Walsh, New 
| York, died at his home here yes- 
| terday of heart failure. 

Mr. Fowler, one-time president 
|of the Assn. of National Adver- 

tisers, had been a partner in New- 
ell-Emmett Co., the agency which 
became Cunningham & Walsh in 
1950. He had been a top man on the 
Texaco, Western Electric and 
| Beech-Nut accounts. 

| Prior to World War 1, Mr. Fow- 
| ler had been advertising manager 
| of Colgate Co. From 1926 to 1928 
| he was an account executive with 
| the J. Walter Thompson Co., and 
from 1928 to 1931 he was vp of 
Simmons Co. 


| 


‘TOM WALLACE 


| LoursviILLE, June 6—Tom Wal- 
lace, 86, editor emeritus of the 
Louisville Times and past president 
|of the American Society of News- 
paper Editors, died yesterday of a 
|cerebral hemorrhage. He was also 
|former president of the Inter- 
| American Press Assn. 

| In his lifetime newspaper career, 
|Mr. Wallace gained recognition as 
a crusading conservationist and ad- 
| vocate of hemispheric friendship. 
| He waged a successful fight to keep 
| Samuel Insull’s power interests 
| from building a hydroelectric plant 
that he saw as a threat to the 
beauty of the Cumberland River. 
Starting as an unpaid cub with the 
Times in 1900, he became the 
|newspaper’s edtior in 1930. He held 
| this post until his retirement in 
| 1948. Until recently he continued 
to write a column for the Times, 
‘in which he often attacked the 
|commercialization of state and na- 
tional parks. Mr. Wallace had also 
worked on the staffs of Cincinnati 
and St. Louis newspapers and on 
| the editorial page of the Louisville 
Courier-Journal. 


J]. K. FLANAGAN 


MriaMI1, June 6—J. K. Flanagan, 
59, vp in charge of advertising and 
public relations of Florida Power 
Corp., died June 2 of a heart at- 
tack in Mercy Hospital here. 

Mr. Flanagan, who had worked 
for many newspapers, was named 
advertising director of Florida 
Power in 1942. Later he took over 
public relations, and in 1957 he 
was named a vp. He also was a 
director of Public Utilities Adver- 
tising Assn. 


FRED C. BECKWITH 


Davis, CAL., June 6—Fred C. 
Beckwith, 37, national advertising 
sales manager of KCRA-TV, Sac- 
ramento, died June 3 after his car 
crashed into an abutment near 
here. 


ROBERT AMESTOY 


Biarritz, June 6—Robert Ames- 
toy, 50, advertising manager of 
Bercut-Vandervoort & Co., San 
Francisco wine importer, died in an 
automobile accident near here 
June 2. He was in Europe on busi- 
ness, and was buried in this city, 
his birthplace. 


W. PRENTISS BROWN 

LAKELAND, FLA., June 6—W. 
Prentiss Brown, 63, formerly an 
account executive of Byer & Bow- 
man Advertising Agency, Colum- 
bus, O., died May 26 here after a 
long illness. In Lakeland he found- 
ed Brown’s Hobby Harbor. + 


Compton Moves Sheldon 

C. B. Sheldon has been appointed 
account supervisor at Compton 
Advertising, Chicago, for the 
American Dairy Assn. account. Mr. 
Sheldon has been in the agency’s 
New York office for seven years. 
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GENERAL ELECTRIC 
FIRST AGAIN 


New 1961 Filter-Flo® Washer gets a big- 
ger-than-ever load cleaner than ever. 


12 pounds of laundry in a single load! 
That's 20> more than previous models 
What many washers take 5 or even 6 loads 
to do, you can do in 4 with this new 
General Electric Filter-Flo Washer. 


Just figure out the savings in time, 
work, water and detergent. 


Filter-Flo Washer 


Not 8 pounds, not the 10 pounds most 
1956 to '60 washers hold — Genera/ 
Electrics take a big 12-pound /oad. 


And every piece gets really, truly clean. 
For, with the new, bigger, 12-Ib. wash 
basket, you have a new, more powerful 
motor, a new Activator” with new, more 
efficient wash action. 


The famous Filter-Flo Washing System 
cleans and recleans the wash water. Filter 
dispenses detergent evenly, too. 


No lint-fuzz on clothes! Moving filter 
catches lint. Easy toclean, won't clog. 


Pre-Set Water Level Selector provides 
the water needed for small, medium or 
large 12-pound loads. Automatic Bleach 
Dispenser holds about a month's supply. 


Fits like a ‘built-in.’ Both the new washer 
and the matching General Electric High- 
Speed Dryer are counter height and 
depth, 36 inches high, 25 inches deep. 
They fit flat against the wall. 

See them both at your General Electric 


dealer. General Electric Co., yay 
Appliance Park, Louisville 1, Ky. Cy 
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PERCEPTIVE 
YOU ARE... 


ac! oe ee i eee 2 ir rr Bee ce NY NR CERI Ge 6, has ae eM OES Sh eae 5 cM SL nak ge Soh Sg aS RG OSS Me 
Ss Se Ps Ba i Bo Peres. eae ae ea PP 2d ee Re aM nse a: ee poe e aa Bay 2 ee eee eee oe PUPeee cae a 
| ne eqs ttiecetts iS Tae ee EN a eee ie eg te Pact pee tes Ee) Cot ape are 2S ogee ay ie an ec acre a ce SSSI A ee 7 SO rr ie > Sy Ae 
A se Ee a RS RRM iy ese ht ae: | Spee ea oa = * a betes", Re en. ae eae eu. eae DR a ae Tee ya) RE AC aR TEE een nae re ee (as 
ee i mast eis li sbiere ona Br SS oy ee Stine gr. a RSI o> a 21 ge aia ar me rts te 922° ee Ted VO en el ge = PS ap SSR RN Ra oF ecole a PMN ee | ee er? ere = 2 a eee 
By seg meee errs TEs a eA oh Yo “ee bi oii) earls + SM oy oe | an ee =e FE pT ey ee ree Ser oe eee Be as ae, RC ee Soa es Dye sie ai ae ce Seemees he ee ae i 1 ae 
See a ee be % rt 
Pte ES ‘ 
am ; 
7 
= 
; { 
: a 2 + 
‘ - . — = ——w = “t 
oul .: aoe : bp +5 
ae au &S2 &E 2 ae a 
ees. en wan mannan oeae | os 
= ° “of oo . oo | — fos , 
m % > ae z af > + = = ; i =— ey 
oy cel eee pines a 
. = - ~ 
e ~~ kc «Oe ae ae eee ms eles . 
* ie oh ie ee sats eae “pe 
: ee ee ne > | x 1 
: . — . rs y po 
cae é ow 
fg ’ sae RE Pe SOIR: SgRream ees 
ea “2 * : 
we Deh hate 
aie i oe 
Po nee 
] v sei ee sei ee 
8 POUNDS 12 POUNDS aig 
ee 2 ea as ae 
oo, oe 
t tines eae 
> S “ - ae 
Hi t- ~— - Ps 
“64 4 a aonaes — « is a 
ah & 6a « - foe 
“Ales§ % i. spices aman 
tae . ROI ATO Be i ot 
e — a — ae 
me — : 
as td ~ Tae : 
Seen 
. .: LIS. 
_ pe fe . r 
ae F < ae oe 
* oa 
‘ Pasi) ake ar 
: pei ae 
é | e : , ‘ Pp 2 ) 
i Bee oe eo f Cig ~ a 
ay ‘ m 4 er aus: BS ee 
se : ‘ae Phe F * ae aes” 
‘ ms Ay 3,28 "G ee i" Pr Ta 7 em eine 
rae oy ee ; et j : : ; ‘ amie apes 
soi ae 4 4 ares 
=P ' si 
: r -__ ‘ < 
ite. 8 a i <a ot ae 
mie z ty ey: Ln ards) a - 
‘ [Lo a Se ee eee 
ae a oe ce (ans Cipeeerrigtirrenr Salt oa main ae), eee re “3 Re giteeecing 
eee ; j : : eae ea ph ers a 
As: ‘ P ' ve : : iitae . i ieee ie h eee Sart 
m : . Se We lg 
ae Ree 
‘ : 4 P| 5 
: i ae. | 
; f a4 ae 
: | ii. ; Po - . 
: . s : 
; Thy. 7a tt nas : 
; , Sat 4 4k : Bs ae ; ; 
; : Urday Se oP “" ied ; 2. 
‘ O | 7 ; : : x aes , 7 
| : Hi WHA I’s ) 
i eae Sekeeping THE | Ppa: 
: =f a) ee 
‘ ‘ pea Te ff kee _ ey Cee i 
as oa te. . (ws , ; wd te = oe See 
i : Bin, Ah id ; “ ; 0 } a ial nes 
: “fw abe ¥ , 5-5 eee os 
A ert. ay = A} : C oe 
. | ee 4 S re wed 5 
3 | gS BPR ae Se Y 4% ; . | , 5 
: ; on At ee rr = | * “. a 4 : 
: : ASS me: * eri: : > oe are} G | 
=a ey ES Be ar hy _ # : ; . Zi ; 
; : ran = Ty * rr 
uy Ce a eo "hg yj az, ; 
: ee he i Le, Aart As } 
‘ ‘ ‘ ; ; : 
foe , "es 
. DP tha “ f 
——— > $e : 
a : — —=—— 2" es 
“ — .>- & F 
ts . - : 6 A eis \ fi J x s : ee et : gt 3 “rk . a4 ot oer SA i ¢ er 3 - ge 
~ = sah ad L “ ae” > i his P . “3 s . . Big, : 


FAMILIES DEPEND ON=+ 25 CENTS 


THE MAGAZINE FARM 


_— > Our cover story... 


Like horses ? 


because FARM JOURN 
Ta 


ae 


IRNAL' 3 milion fami 
pliance market 


are 


x 


~ 


‘a 18 million loads of ; ie 


Te eee fod at a Le Ma co ae Ss ee 
eaten aaehenee a ice Rice ae ee ce oie RS ln en ee Mee Oo eo noua eg ee Na) Oe ee i, Vege = ss 
Oe nce ee Bee ee I ae ve! a ees Roe ee ie Barer ey cl 24? - Eee oan Rage cn) «Con a PS USE se ee: MOT es Bee a c) a 3 oe, P| 
ee ae Sing ea eae Po eS ee i ee ea he 4 a EE Pa ees pee ie ot A eee pi eee lie, ee ae 3 ch SUN EAE PSG reese Rana 3 | co Smear ey ta OR Re mamtilt is ray Mea rs aa eee Beata ranemnem rd ME pans | ep 
pe eee oe rea ee SR Capos ame Rs eee ee Be re ee Ee OP coe nme. A Rae ee) eae eee RH Aes als aM oe ANA A Ao Sm AR ae Ne Pee ee a nt ak eh a et ee 
ea eee pa Be ee te ee UR 00 2 ee met SS RR a oe eh = we ee ee go aaa ee eer ee ge a re Seep Se 
Ro cal Neen ed Se eon”. |. cere Gy tt Re 2. CON SARE Gets co) (gp eo A ee pear eae 
aa as , . ora ge Geo Siac eras Sok eee sien he) es 
” : gore cures 
7 ¢ @ ; pt tas 9 
; Bes | 6 
“ae 
: . 
me. re 
re fo 
See : P 
hy Be roe ° 
aT gall a 
ee ne 
a a T 
: 
C OOSE | 
2 
ee 
es = 
Sort ass eae at as 
Rey 1, 4 di cere “iy 
= ea tea oS ee Se. a: i a oe - “any en) 
2 aan a , Caer So ep - Re ee , ' . a4, i : 5 
Rae led ‘ 3 Shayne co eae g belt oh 2 aoe kine oe 4 stat re ieee ae % mee 
Klee) aN ~ o, e eie : ¥ < ae - a . jee Sr oy ? me 
. ‘er ie. of 4 vr é a : ao 
aver i qh . Me ; F Se ee ’ ea : 
; eee : : ee) 
r : = ss = ; e a ie 
; Pi = >a xe Te Ae ' PS Raine oe it ee es £ 
aq : : g / * 5 5 oy RE neha ages "as i ee : 
VN : ae... $3 Se ee, . ae RE ee a i Ss Gea exces : 
* ee ; So. Se ae 2 FS ‘ 
ee ane $ es SOND ¥ sae or ts ene ic 3 : 
eee " 4 : aan CoS ag Bi cae ee : 
See gee $ : ce racy Gist = ee shee 
eee < : Yass 2 ast re Sd See ‘a _ Py aes 
mee = eee en pe 
s ‘a Bae F 
r : f ee aes ~ ery ae 5 
ee 4 | 
: 
wre 4 
YQ - td . 
Be’ Pee, nee 
Hy sf 4 g a , 
oa alee : ai tle aon | 
ale iyi oe a < | 
is {een ey ip : 
ee + $ Be ihe 2 é f. i 
; 1 ee ry J Me. ms ’ : : 
‘ bad ee ; &° 
: a : a re ie Bs 
a , - ag Start a 5-H club 
eae" 8 iE cag 3 : 2 ag Bare wean ae a 4 
pte » ee = et + - eat "e ‘t & *. & ~ oat 7 es ‘ : 
Pea ‘al ’ ney pa ee oa Sia Gh ie ee pies ae wick <a ee oe ass Fier 
Pee rae P i a ae Bas NPRM eee mare aoe ; gem : 
" : ee J re eee eee ee? eUnnmanieere Ne hin : 
. E =? 24 ae PE MM ye ae E ,- s ‘ i. 4 
a ar tae F ates Au . » - 
; ; eae es = aes rere Pret . ay ae 
: ; ae 4 hae Se ets ire aS E iin ti 
a : Te ee iy candles sc sy SE op ahs Beige) : zi a S Se r a 
rice = ee Sage os we Se _ . ni 
se : a | Ty: a. se agua ake, aan ACT i ‘. 5 ne 
ig a A ee weed killers : 
Cres : aa , 7 tee pie ees agate, : “ 
Seo Re ee es “3s ‘Soe a Remap eee Bes 
ost Solar Spe : eo 7 e \ oor: aad ee Maney aes rae a eae Pr sais nuns rer eee Fc 
Dich 3 caeot ae : —. = =. ie Eis EE Ra i hy ra ese cama No bat ec Citas ae ‘ 
Be ict ere ba” Ee Z a ae Soh ea elses 3 ne Pas wei gates i 
he Roh mu iavat ake # oul so ee, : ors Me ee eR ie = oo Re Sami ' all ee 
agit Se acre Bred ae , . aw ae ee 2 ee en ne ; ‘ , ' a, 
oti ees faa ™™! Bo iii cag pi ga earl a ee i ae an ane a. 
: , , : - ts ; saad ; Re: ee - 
; : . ee j 4 ; yee ; a : ee pee Seite a : 
Crs | = i a ne 7 i 
* < _ i eo : 
. * je 7 — , a ann ee ee = igs: - 
7 Ss ie ae a a7 a ne aa : tee a ; ; ee ei Wee Soe ‘ ee ol oem 
Sete to arts _. —— eT ee ; fee 6 “3 pag ee aay ai ae ieee oe 
emo, wees BES or ss ss 2, Sas ee Pay © tor mage bef Fens Sh S74 Ne rs a 2 : 
cee ie SO ae Sie Ne ees egee” Se aee eee = alt scale ~ ee po es le i ee teres ee ae : Me : 
7 hak hee 4 en o anges gf 5 i eae : ae i “ss “ ee A hs Meds te Se, 4 tes 5 
Ie Pee Wi ee oS Laer gee oe : cs ag oe Ea Sper ae aeaae Np te Oe el Ree geen tere) ns ae 
pa bt hoe Ree Aye AEs ae ae ee | p= Se, SY ion es Ear nee We es ee ae age ne RE jaa rea 6 
cata os Nace ee at, eae Gee a ; Bs es Rae - ae es hes ea oe es Eee ee ee eer” me 
Perea as — ies — Ba be trae an aa Bo ae ere eo 8 ee Mes os 
igre J baeee = AT a Fee oe eee “ a Nee Be oe 5 ee men re ae ae ge fe lh ee ah 
Ry niet ' PES Cee ee 6 at Be PEE Oe eh Ae ial ccs, £8 Ls ears Seteeeeee ss Se a nn aa 
eg me - Ripe ae me ee e Toke eae 4 or So ae eee Sey a ie Paige aha idee A S iyiaies ‘Fs Mass Bip a ee SS ne 
age et 5 . - Rieti ieee os ane ‘ 7s et. be 1 EA oe a ae a Pisa a LARS es eee. SS ay Sree Sa acting: Hedy a 
emer nae gs “shi , & “Sn ; : Se ee Bis. oe : 3 — 4 
PAF ce omg Deed eX gp tet He, ae? Rape Age Soa ey ie soe 2 y — es 
Sey naa a ee ee l,l eae a ein Seen ee : 
Ree: i pales “ aes eg Pha a ae ocd - 2 a SRR - re beM ee a 
SiS. 5 : as ae epee a a uae eg 4 > tr ~ eo cemeteminaaial epee Z eee -. pure 
: Bites es" Snes eee Sete ae _ Rik a was pad a re GS aa4 > Pega ae ee rene SrA 
naa ieee ‘. ha Pees eae. - iis 7 PEt are ye ee neg i ea od 4 ; ee 
1 } Sree ie oi eri — a iii, ee cat, ui o; ee ee rye e/a 7s la eee eee yas Ragen: r © moat a 
1 padi x cia T= Se ill ace Mes ey ae PSS EEE as Rae ee pee ee Fiera te iat 4 Bie Poae 
et RESO Mir aes ee oe, 8 86 te" ae aca 
b oo it = oy ‘ : “i ‘ Lovee oes ha. enor. ac a ‘ 
*. a Fa : Te a Se : : : he : 
ait ye te 3 a = : * ee onde ‘ ‘ oe : 
5 _ = oS ae i ‘i a*e 
7 m ig “| ee aa iy : ae a sf 1 Nai i os 
? Ps ea 4 ‘ ue : “f me iin a an: ” le 4 Se ae Aes ee 
wee ae CS eg ae a SEN Res ) i 1 meh no. fae tee 
Ti, Leah wee, See 8 Laetee eet igs ae. ee x ee fy Se Dict ai ts m j 
my e's. wes eos get . is: Se ee wae oe & Sapo 4f een = “ fA ee ; $ 7 4 fg 
oe ; <<. a a Se oS he i Soom we mER Ly Sy : ree Bay : ee) Deans i : rmae eee. 
3 a ogre Tt pe gies lt pat Pie 7 a meee oo ee re a Beg ih. ek Fe Sore ee vee © 2" 4) i i ae ey ‘ 
ade ~ -- --.-. ei er ee aa CU eM 2: Re em ee 65 ae “ie a :, i Sree a rf, 
Be aie oh oe 43 sb Sees ee ‘ . PR 2” tants gta! sea es it 5 a Ei me ame : 
. } «el mr D " ae Ree pea - ne Pan —o i 3 a i Ae ie 
. ot sad mo ys 2. Bz he: "a i + Pag ce J = Ate “4 = ge ae oe 4 : 
~~ i a es <a ements a ~ me: . ‘ 
e - —— — : =— 3 _— : _ = gion 0. op i * 
- —" : a -- ao - ST “ 
a ~ ma - _ thin 7 ss 
ar i a ee Te aati Bee oe Rage " sal 
eee ee tae es RE iS : 
: i E “ cater, lh ey ene 7 can 
i = Sar pes ! % eT, % 4 
5 ae eae : Mig ns lesen! Pensa aoa : Pg ee PRES 
ee pe eet Vee a eS aes ae, ee. eo 
a — Be Pe ahs Rs eae ; y ‘ Posy, - ey wiedaaa) yee ‘ 
a : Pee Neer gis, Dae ary aioe. ores ae Peon de ones eos ri tae a ee 
a ) : tage CAA Nene War ey eB Seiten Seca e Sa oe ee 3 
a ae Ce ee Gineee arte oe ae ead 
rr : Beit ‘ i « a mt Pe are ae oe PA as i i pee ee 0) i an oe 
as Bi let 2a Dems eit ; =, . IVE eae ak US cea. kantins < - ; 
: es i 2 es eee ate bso ee ee . i g Cc Eee ee ed) ee eee aoe = ie 
i tie rots Co Seat a eee | eee ; ' aa ee ; Te - oe BRN ee : ’ eae 
= 7 cama MM I ca oars. RICK RECEPTIVE - SUC d ils = 
: i SC) > oe ENTE, ing toy Regtenkie™ ere pam! WN ae eS ; Boe ee ihe CN ee ae Ee eR RM a cee bs an : Fh hat thn tics brat At es 
: Eh : ; as Ma A yrers — : : yerc—FARM IOIUIR A af oR ne Wie gig ee 
pas ie We Bape a yes erecta | oc, Raila Bs eas ue 
: oe a c r je no ie : Hed ee | ees 5 a 
IMPOR’ "ANT Re eae Seen ON RoR ay orth a a Sire : S z 
- Ae Ame manufact f EA a, i  =FTeeZ a Se 1oerc y  owar ae i ; 
: . Fane c-) ) oo hie p ili Tere SE sia ea b aaeciee 
toasters, etc.—FARM JOURNAL families eat 37 million more home-served JOURNA 
— © mar wines =) sea Saal ws c Ea Se ee eg eee z 
i} R BS ba re Ll e nber of urban famille: “te oe eee heath args Menard *. v : 
5 ES at yee ce ee gy eaer. ve iv. Vi urinaire Te: 5 
=n aie on eee a es eso ree ae te Pa a 6) ee <t : wwe y 
ay a Cr ea eee ee ee ee ST : 
* i ae a en ahs game” jay iploas) exlbeaee ee es POOLE els as ha Oe Ming eal NG Bg! 5 
1 tne avere farm families - cao 2607 -more electric AR ge ain cites : : 
’ ee wee ee Ne ©, ta i an "2 ma ; eC. ond geal oe be an on - Ee : 
i ae | a ae aes oa sige: 5 ea he ee 4° Beg nk, he: = Srey , ¥ Atic be -} ie : 
» Po tre v pee. Re a ad R LO Iie EE; gens ae ies 2 em Sir ag Ii ——! —_ —— a i Ps vis : 
-ARKA IC , ESOT BPE Paget een Ae eee Sot en at ae er ae wie pas 
pi . ‘ i ee od : : ° 


Advertising Age, June 12, 1961 


|Venard, Rintoul Adds 7 
=a rose eee ~yoes | Venard, Rintoul & McConnell, 
|New York, has been named to 
|represent the Herald Tribune 
| Radio Network, which includes 
| WGHQ, Saugerties; WFYI, Garden 
| City; WVIP, Mt. Kisco; and 
WVOX, New Rochelle. The stations 
| formerly were handled by Bolling 
,Co. Venard, Rintoul also has been 


KPMC, Bakersfield, formerly han- 
dled by Burn-Smith Co.; KYNO, 
Fresno, formerly handled by Bol- 
ling; and KROY, Sacramento, Cal., 
formerly handled by George P. 
Hollingbery Co. The three stations 
are handled on the West Coast by | 
Torbet, Allen & Crane. 


Myerson Joins Solo Cup 
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MARKET BY MARKET—Offbeat mail- 
ings, publicity which includes serv- 
ing of meals to mayors, and news- | 
paper ads like this have helped 
Shoreline Enterprises of America 
gain acceptance for Harbor House 
frozen shrimp specialties. The | 
product is handled by Doyle Dane | 

Bernbach. 


Allocate Adequate | 
Funds for Ads, | 
McCoy Tells Retailers 


BuFFALO, June 6—Arthur M. 
McCoy, exec vp of John Blair & 
Co., gave some advice to retail ad- 
vertisers during a speech here to- 
night before a meeting of advertis- | 
ers and broadcasters. 

Mr. McCoy had these suggestions | 
for more effective retail advertis- | 
ing: 


e Determine your true sales po- | 
tential and then allocate an ade- 
quate budget to accomplish the 
sales objective. 


e Listen to the radio stations in| 
your community, and study their | 
differences—then take advantage | 
of those differences in reaching 
special types of desirable custom- 
ers. 


e Consult your radio stations about 
ways to get your sales message 
across. Radio men know their busi- 
ness, just as you know yours. 


e Study variations in your adver- 
tising approach. When you feel the 
direct sell approach is wearing | 
thin, try something more subtle. + 


Cole Boosts Cody; Adds | 
Fisherman’s Cooperative Assn. 

Fisherman’s Cooperative Assn., 
Terminal Island, Cal., has ap-| 
pointed Cole Fischer Rogow Inc., 
Beverly Hills, to handle its ad- 
vertising. The association is plan- 
ning to introduce nationally two 
lines of white albacore tuna. One | 
of the two, American Wave, will 
be introduced July 1. 

At the same time, John M. Cody, 
vp, has been appointed general 
manager of the Beverly Hills of- 
fice. Prior to joining the agency 
last November, Mr. Cody was vp 
and manager of Grant Advertis- 
ing, Hollywood. 


Johnstone Adds One 

Johnstone Inc., New York, has 
named Donald V. Callahan, for- | 
merly in charge of men’s wear 
advertising and promotion at the 
Wool Bureau, an account execu- 
tive. Johnstone also has been 
named to handle advertising for 
Glenoit Mills Inc., New York, for- | 
merly handled by M. A. Weiss Co., | 
New York. 


named national representative for 


Raymond K. Myerson, who re- 
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|signed last fall as general sales | Frost Co., Boston, to handle its ad- 
manager of Helene Curtis Indus- | vertising. 


tries, Chicago, because of a policy 
disagreement (AA, Oct. 10, ’60), 
-has joined Solo Cup Co., Chicago, 
|as vp and director of marketing. 


Paul Peters Names Frost 

Paul Peters Inc., Somerville, 
Mass., specialty cheese importer 
and packer, has named Harry M. 


Plan LU AUS 


for CONVENTIONS - CLUB - HOME 
LEIS, ORCHIDS, HULA SKIRTS, etc 


& ORCHAWAIL———- >> 


Hq. 305 7th Ave., N.Y. 1, N.Y., OR 5-6500 
Br: 30 W. Wash. St., Chi. 2, Ill. AN 3-6622 


Why are they stretching the man’s neck, 
mother? 

He has done a dirty deed, my darling. 
Dirty enough to hang him for? 
Hanging’s too good for the rascal. 

What did he do? 

The engineer produced a good product, 
the copywriter wrote some wonderful 
words about it, the art director turned out 
a magnificent layout for it, the sales- 


manager upped his sales quota on 
account of it, the president bragged 


It pays to set type right 


ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA, Inc. 
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to his stockholders about better business, 
then someone loused it all up with botched 


typography. 


Hanging’s too good for him, momma. 


The poor guy thought he was saving money. He 


didn’t realize he was losing sales. 


He just didn’t understand that a good job by an ATA 
member costs no more than a poor job by someone else. 
If he ever gets out of this scrape, he'll understand 
why good ATA typography is really less expensive 


set you right? 


LT LL 


because it makes the ad more effective. 
Why take a chance when your ATA shop can 


May we suggest a call to the nearest Advertising Typographers Association Member 


EXECUTIVE OFFICES: 


CINCINNATI, OHIO 


461 Eighth Avenue, New York 1, N.Y, The J. W. Ford Company The Typographic Service _ aS sila yond Service Co., Inc. 
vertising e B he . 
AKRON, OHIO CLEVELAND, OHIO KALAMAZOO, MICHIGAN Artintype, Inc. 
The Akron Typesetting Co. Bohme & Blinkmann, Inc. Mahoney Typographers, Inc Associated Typographers Inc 
Schlick-Barner-Hayden, Ino, LOS ANGELES, CALIFORNIA Atlas Typographic Service, Inc. 
ATLANTA, GEORGIA Skelly Typesetting Co., Inc. Ad Compositors, Inc Centr Zc Press, !nc 
Higgins-McArthur Company COLUMBUS, OHIO Adtype Service Co., Inc The Room, Inc 
BALTIMORE, MARYLAND Yaeger Typesetting Co., Ine, oe to re Composition Company Ye +T ike aus _ Inc 
J : isch Type, Inc. Diamant Typographic Service, Inc. 
The Maran Printing Co es Mg Pe Nicholas-Preston Company Graphic Arts Typographers, Inc. 
agger -Chiles-Stovall, Ino, xle use | 
BOSTON, MASSACHUSETTS SAN FRANCISCO, CALIFORNIA Se aia si 
The Berkeley Press DAYTON, OHIO Griftin Brothers, Inc ing yoog aphic . vic D. 
n | r ) f if . 
Machine Composition Co, Dayton Typographic Service MILWAUKEE, WISCONSIN Master ¥ os Caan han, 
H. G. McMennamin DENVER, COLORADO Arrow Press, Inc Chris ( as Typography inc. 
The A. B. Hirschfeld Press MINNEAPOLIS, MINNESOTA Frederic Nelson Phillips, Inv 
HICA , HLLINOL . ederic Nelso’ lips, inc. 
: onan ~ . Hoflund-Schmidt Typographic Service Dah! & Curry, Inc. Philmac Typographers, Inc. 
The Faithorn Corp DETROIT, MICHIGAN Duragraph, Inc. Roya Typograpt ers, inc. 
Hayes-Lochner, Inc. , Arnold-Powers, Inc. NEWARK, NEW JERSEY Frederick W. Schmidt, Inc. 
Runkle. Thompson -Kovats, Ine, 


The Thos P. Henry Company 


Barton Press 
George Willens & Company 


Frederic Ryder Company 


INDIANAPOLIS, INDIANA 


William Patrick Co., Ino. 


NEW YORK, NEW YORK 


Harry Silverstein, Inc. ° 
Supreme Ad Service, Inc. 


Tri-Arts Press, Inc. 
Typographic Craftsmen, Inc, 
The Typographic Service Co 
Kurt H. Volk, Inc 


PHILADELPHIA, PENNSYLVANIA 
Walter T. Armstrong, Inc 
Alfred J. Jordan, inc 

Progressive Compositior 
Typographic Service, Inc 


Company 


PITTSBURGH, PENNSYLVANIA 
Davis & Warde, Inc 
PORTLAND, OREGON 
au! O. Giesey, Adcrafters, Inc. 
ROCHESTER, NEW YORK 
Rochester Monotype Composition Company 
ST. LOUIS, MISSOURI 
Warwick Typographers, Inc. 
TORONTO, CANADA 
Cooper & Beatty, Limited 
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ms FACT: tf everyone in t 
U.S. had bought surts | 
11960 the way SPORT 
ILLUSTRATED subscrib 
ers bought suits, it woul 


have been a 0000 
SUIT YO ali 22322 


male bought .38 of a new suit. It was also a year in which, 
according to a survey by Erdos & Morgan 

Research Service, each Sports ILtustratep subscriber 
bought 1.35 new suits—or a little more than 314 

times the national average. And a little more than 314 
times 21,000,000 equals 75,000,000. 

Although the arithmetic is simple, the answer may 

be surprising—until you examine Sports 

ILLUSTRATED’s weekly audience of 950,000 families. For 
87 % of SI household heads are in business 

or the professions. More than half of the businessmen 
are in administration and management; 

and one-third are already in top management. 

With people like these the necessity to buy 

suits becomes a virtue for the people who sell them. 
That's why in 1960 among all magazines in the 

land Sports ILLUSTRATED was second only to Life in total 
menswear advertising revenue. 

wis : Sl is a basic buy. 
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THE FASCINATION OF 
OCEAN RACING 
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Advertising Age 


Feature Section 


Bank of America Ad Cashes in 
Another Trademark Battle—Diamond 
Tyler Picks May Mainliners 


Management Takes the Right Road 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEW 


‘Mass Markets Becoming More Accessible Throughout World’... 


PER OF MARKETING 


Selling, Advertising Abroad Is Path of Future as 


Travel, Communications Barriers Fall: Norman Strouse 


By Norman H. Strouse 
President, J. Walter Thompson Co., 
New York 


It has long been one of the common 
fancies of American provincialism that 
we were the originators of advertising— 
and that advertising is still an American 
marvel which we are slowly exporting to 
the other nations of the world. Such is 
not the case. 

In 1958, Lord Heyworth, retired chair- 
man of Unilever, spoke forthrightly about 
his company’s expenditure of over $232 
million in world advertising during 1957. 


s Lord Heyworth suggested a broad role 
for advertising today when he said: 

“More than just business communica- 
tion, advertising is essential to a free 
economy. A free economy presupposes 
freedom of choice for the consumer, just 
as at the other extreme a totalitarian 
economy restricts freedom of choice by 
restricting what can be chosen. Freedom 
of choice for someone who is not made 
aware of the alternatives from which 
choice can be made is an illusion. More 
than that, freedom of choice includes 
freedom to try to persuade others to your 
way of thinking, and, for us, advertising 
in a free economy is not only our means 
of informing the consumer how she may 
exercise her choice but also of asking her 
to exercise it in our favor.” 

Unilever is not unique among British 
and European companies who understand 
and utilize the force of advertising to 
develop markets for their products and 
services throughout the free world. Shell, 
Rowntree’s, Reckitts & Colman and 
Beecham’s in Great Britain; Nestle in 
Switzerland; Volkswagen in Germany; 
Philips in the Netherlands; Olivetti, Nec- 
chi and Fiat in Italy; and the great na- 
tional airlines originating in all parts of 
Europe—all cross advertising swords with 
American firms not only in their inter- 
national territories, but on American soil 
as well. 


s No, advertising, as such, is not an 
American “marvel.” But the concept with 
which the American advertiser and 


Norman Strouse, president of J]. Walter Thompson Co., said in a recent speech to the Economic Club of De- 


troit that the postwar economic growth of free-world nations has been so swift that the “day is gone when a 


major American company can confine itself complacently to the domestic market. Just as major marketers 


moved in this country from local to regional, and then to national distribution, many have recognized they must 


move outside the U. S. to other free world markets if they are to realize their ultimate potential.” Outlining 


the growth and future prospects of advertising overseas, he said that that growth has received a great boost 


from the “shrinking of the world” by jet travel—and more’s to come. His speech is reproduced here in full. 


American advertising agency 
proached advertising in modern times 
has made it a powerful force in our 
economic growth—and this singularly dif- 
ferent conceptual approach in advertising 
is an American “marvel” and potentially 
a world force of very great proportions 
and significance. 

We should first consider briefly the 
growth and changing character of ad- 
vertising in this country during recent 
years. 

In the earlier, primitive days of ad- 
vertising, its function was to provide a 
controlled, simple, low-cost method of 
quickly communicating a message of in- 
formation or persuasion to a larger num- 
ber of people than could be contacted 
person to person. 


have ap- 


Advertising—Partner of 
Mass Production 

Advertising today, however, has come 
to occupy a crucial role in providing 
driving power for our expanding economy. 
It commands greater attention every day 
among economists and sociologists as 
well as business men. This revolutionary 
shift in the function of advertising can 
only be explained by identifying some 
fundamental changes that have taken 
place in the production and distribution 
of consumer products during our lifetime 
—changes directly related to our present 
situation of abundance. 

First, the development of the assembly 
line, and the principle of mass production. 
Advertising quickly became an essential 
partner of this system. Without adver- 
tising, the volume of goods flowing from 
this mass production could not have been 
moved into consumption. Advertising 
multiplied the force of selling far beyond 
the possibilities of human selling contact. 

But at best, potential consumption was 
always restrained by the degree to which 
unskilled labor at low wages manned the 
machines. Labor could still produce more 
than it could consume. 


8s The next fundamental change in our 
American production-distribution system 
injected new factors of higher produc- 


tivity and higher wages. This change was 
given a name in 1930 by Del Harder, then 
head of manufacturing at Ford Motor Co. 
He called it “automation,” and the word 
gradually has become a part of our lan- 
guage. Automation lifted many millions 
of wage earners from the category of 
unskilled or skilled labor and rapidly 
increased wages. 

But the accelerated pace of both tech- 
nological and marketing developments 
required that expensive machinery, tools 
and dies be amortized in the shortest 
time possible in order to cope with the 
problem of obsolescence. In a sense, there 
is a touch of amortization in the price of 
each product sold. 

So advertising was now required to 
perform an added function. It must not 
only generate a current mass market of 
greater proportions to move current mass 
production; it must also build a brand 
franchise in future markets to make 
certain that forward investments in plant 
and facilities could be amortized, and in 
the shortest possible time. 


Personal Selling Is Dying 

Only through consistent, aggressive ad- 
vertising with built-in characteristics of 
long-range as well as immediate value 
could a manufacturer possibly hope to 
achieve a continuum of consumer demand 
upon which he could project with con- 
fidence his plant expansion and improve- 
ment, his research and new product 
development, and a growth pattern which 
would keep him competitive. 

Along with all this, personal selling at 
the retail level has rapidly disappeared 
since the war, as self-service increased. 
Today, little or nothing stands between 
the manufacturer and the consumer, to 
assist in the final sale, except advertising. 
This leaves the manufacturer largely at 
the mercy of pre-conditioned brand pref- 
erence. 

_Even in the retail automobile business, 
dealer salesmen have really become spe- 
cialists in “closing deals.” No more than 
10% to 15% of people who buy cars have 
ever been contacted by a salesman before 
entering the showroom. Advertising today 


bears the major burden of generating the 
showroom traffic which sells a volume of 
passenger cars almost double that of pre- 
war years. 

From packaged goods to automobiles, 
advertising has proved to be the miracle 
fibre of selling, just as automation has 
proved to be the genie of production. 


# All this may sound to you like an at- 
tempt to paint an impressive picture for 
advertising by one who could be sus- 
pected of self-interest. I admit that I am 
an ardent believer in the power and value 
of advertising. However, in the final 
analysis it is the management of Amer- 
ican industry, in thousands of individual 
decisions, year after year, that determines 
what part advertising shall play in cor- 
porate objectives, and the amounts of 
money which should properly be invested 
in this modern form of selling. 

So the fact that management invested 
close to $12 billion in advertising in 1960 
—an amount double that of 10 years ago, 
and almost six times that of 1940—speaks 
eloquently for management’s confidence 
in the power of advertising to support 
positive marketing objectives and to raise 
our American economy to an ever-in- 
creasing level of production and con- 
sumption. 

How does one explain this tremendous 
growth? 


Advertising and Mass Market 
Avert Postwar Depression 

Granted the tremendous drive forward 
in our technology. Granted that during 
the war we built the most efficient mod- 
ern plants, geared to high productivity 
with minimum use of manpower, thus 
enabling us to convert overnight to mass 
production of consumer goods. Granted 
all this—without a mass market, capable, 
willing and educated to consume, we 
could have entered a long, troublesome 
adjustment period, if not a depression. In 
fact, a depression was widely predicted. 

But a mass market was there, able and 
willing to consume. 

During the five troubled war years 
from 1940 to 1945, total disposable income 
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after taxes had doubled and discretionary 
spending power had tripled. Millions of 
families had commenced their steady 
climb up the income ladder in a truly 
revolutionary manner. 


‘People of Plenty’ 

So, as we look back now, we see that 
certain prerequisites for growth in ad- 
vertising volume were firmly in position 
in 1946. Our mass-production plant was 
in position—and so was a potential mass 
market of unprecedented size. Mass sell- 
ing through advertising provided the 
spark that jumped the gap between two 
potentials and moved our economy ahead 
at an astounding rate. 

As Professor David M. Potter of Yale 
University wrote in his book, “People of 
Plenty”: “Advertising is not badly needed 
in an economy of scarcity, because total 
demand is usually equal to or in excess of 
total supply, and every producer can 
normally sell as much as he produces. It 
is when potential supply outstrips de- 
mand—that is, when abundance prevails 
—that advertising begins to fulfill a really 
essential economic function.” 

A third prerequisite was accessibility 
of the mass market. The great industrial 
migrations of the war period accelerated 
the shifting of our population to the urban 
centers, ending up in our huge interur- 
ban strips of today. Marketers could 
reach their mass markets more readily, 
huge retail outlets could handle products 
in greater volume, and advertising could 
now meet greater demands in speed and 
coverage in the selling process. 


s The fourth prerequisite for growth of 
advertising was the availability of media 
with built-in mass efficiency. During the 
war the trend toward consolidation of 
media into fewer and larger units got 
under way. After the war the new and 
powerful medium of television developed 
with a velocity of growth without parallel 
in the history of communications. All 
media today count their coverage oppor- 
tunities in multimillions and have created 
varieties of flexibility in form, color and 
market coverage to challenge the imagi- 
nation and ingenuity of the agency space 
buyer. 

The final prerequisite for growth in 
advertising is a highly sophisticated man- 
agement which understands the urgency 
of corporate growth as an ingredient of 
corporate survival and understands the 
powerful selling tools that have been 
fashioned by advertising and advertising 
media. Perhaps more than anything else, 
there is the need for a clear recognition 
of the element of velocity in our Ameri- 
can economy. It is this economic velocity 
which demands that advertising be used 
with speed, flexibility and a high order of 
courage and statesmanship. 

As we pass the $12 billion mark in 
advertising volume in the United States 
during this year of 1961, let’s turn our 
attention to what has been happening 
to advertising in other parts of the free 
world. 


U. S. Discards Isolationism in 
Business, as Well as Politics 

Just as American citizens have been 
forced to jettison their traditional politi- 
cal isolationism, American business has 
been obliged to develop world markets in 
order to remain competitive even in the 
domestic field. 

The day is gone when a major Ameri- 
can company can confine itself compla- 
cently to the domestic market. Just as 
major marketers moved in this country 
from local to regional, and then to nation- 
al distribution, many have recognized 
they must move outside the United States 
to other free world markets if they are to 
realizé their ultimate potential as fully 
matured industrial organisms. As they 
have moved into these far-flung markets, 
the challenge to American business has 
been to bring to these markets those 
products, services and concepts which 
contributed to the growth of the American 


economy. 

The contributions that American busi- 
ness can make are of several kinds: new 
products, product innovation, technologi- 
cal ingenuity, new marketing concepts, 
and a highly developed skill in the use 
of advertising techniques to reduce the 
time lag in creating a volume market. 


# The rewards of international marketing 
are thrown clearly into focus in a recent 
tabulation in ADVERTISING AGE, which 
shows the percentages of sales and profits 
for ten leading U.S. companies operating 
overseas. Colgate-Palmolive, for example, 
now generates 75% of its profits from 53% 
of its sales in foreign markets; Pepsi- 
Cola, 45% of its profits from 35% of its 
sales; Standard Oil (N. J.) 66% of its 
profits from a little over 50% of its sales. 
And each of these companies has carried 
American concepts of marketing and ad- 
vertising with it. Overseas advertising in- 
vestments of the ten largest companies 
listed by ADVERTISING AGE totaled more 
than a quarter of a billion dollars. 

The prerequisites for rapid growth of 
advertising which existed earlier in the 
United States, exist today in other coun- 
tries of the world; mass-production facil- 
ities, mass consumption potential, acces- 
sibility of mass markets, and availability 
of mass media. 

In many parts of the world, there is 
now substantial plant capability for mass 
production at low cost. The obsolete 
plants of Europe were largely destroyed 
in the war, and during the rebuilding 
period benefited from the latest techno- 
logical advances pioneered in this country. 


European, South American 
Economic Growth Booms 

Most timely of all, at the end of the 
war, was the potent influence for “Amer- 
icanization” of world marketing and ad- 
vertising through by-products of the 
Marshall Plan. The doctrine of “produc- 
tivity” preached by Paul Hoffman, the 
visits to this country of “productivity 
teams” of both capital and labor, did 
much to revolutionize European thinking. 
Europeans moved away from the statics 
of the cartels into the dynamics of market 
expansion through more efficient produc- 
tion and more aggressive selling and ad- 
vertising. 

Not all European nations have moved 
ahead evenly, but there isn’t a single 
country, from Great Britain to Greece, 
whose industrial economy is not several 
plant-generations ahead of the prewar 
period. In industry after industry, the 
European countries have moved from a 
seller’s to a buyer’s market. The European 
automobile plants will shortly be produc- 
ing more passenger cars than the United 
States. European plants already produce 
more refrigerators, an item we think of 
as peculiarly American. 

And there are several awakening giants 
to the south of us. We can expect at least 
Brazil, Mexico and Argentina to become 
true mass markets during this decade. 
Brazil is already on its way, and in the 
booming city of Sao Paulo the automotive 
industry has better than a half-billion 
dollars invested in plants, and turned out 
140,000 cars, trucks and busses in 1960, 
over a third as many as Canada. Five 
years ago, not a single automobile was 
manufactured in Brazil. 


s Wherever one looks around the globe, 
the growth in world capacity to produce 
in great volume the physical ingredients 
of a higher standard of living is becoming 
increasingly evident. This growth fulfills 
the first prerequisite for mass advertising. 

The second prerequisite, of course, is 
an existent potential for mass consump-~ 
tion, made possible by broad distribution 
of currently produced wealth. 

In this respect, we need merely to re- 
mind ourselves of a few figures. Private 
consumption of the total Western Euro- 
pean product has nearly doubled in the 
last ten years: from $53.5 billion in 1950 
to $101.1 billion in 1959, with a further 
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home. 


and football helmet. 


No Wasted Words Here 


spend: BANK OF AMERICA TRAVELERS oe 
Loss-proof, theft-proof, cashed only by 
your signature. Sold at banks everywhere. 


ATOMS, TRUE) & RATINGS ASDOC 41.0% + SEMBES FEDERAL OEFOD) ‘NEURAREE CORPUEATION 


This four-color bleed page appears in both The Saturday Evening Post and 
Reader’s Digest. That illustration, in fact, is good enough to be a Post cover. It 
has universal appeal. To every adult who sees it will come instant memories 
of the moment, years ago, when parental cruelty reached the breaking point 
for a young and confident spirit, and there just was no alternative but to leave 


I know a mother who even helped her seven-year-old daughter pack for 
the big journey. And there is a strong indication that some oldster assisted in 
loading the little red wagon shown here. Not, of course, to the point of tuck- 
ing in that waving pajama sleeve, but certainly in adding the flashlight 


All right, so the artist has corralled his audience at first glance, and the 
reader is captive for the copywriter. He (or maybe she?) is a merciful captor. 
There are 26 words, if you’ll concede that a hyphenated phrase is one word. 
They are plainly legible, so there is no need to quote them here. 

How, in all this wide, wild world, could Bank of America travelers cheques 
be sold to better advantage? More convincingly? More briefly? 


All too many advertisers are wasting money on bad art and copy these 
days. Nothing is wasted in this ad. It is good. # 


ws EF] i 
Whenever you leave home, carry money only you can 


increase estimated for 1960. 

Since 1956 Great Britain has been add- 
ing more than 650,000 persons a year to 
the income brackets above 500 pounds, 
permitting a level of living well above 
mere subsistence. Some of the other 
countries of Western Europe have been 
even more successful in raising output, 
wages and trade. 


s The third prerequisite for advertising 
volume has to do with the vast migrations 
of people into urban centers. 

We have meved rapidly from an agri- 
cultural to an urban society during the 
past 50 years. But similar movements 
have been taking place in many other 
countries. 

Whereas we originated the name “In- 
terurbia” for those vast urban strips 
which are American phenomena, these 
megalopolitan complexes have also come 
into being in many parts of the world. 
Sao Paulo, in Brazil, is described in Time 
as “a booming, free-enterprising city of 
4,800,000 people, spreading across 535 
square miles... the world’s eighth biggest 


metropolis, bigger than Chicago... grow- 
ing four times as fast as Los Angeles... 
one immense, economically integrated 
city stretching 28 miles down to the coast 

.to the port of Santos.” This sounds 
like Los Angeles itself, an inland city 
with its coastal port of San Pedro. 


Modern Retailing Spreads Abroad 

In comparison with the urban popula- 
tion of the United States, which is 70% of 
its total, the population of Great Britain 
is now 79% urban, West Germany 64%, 
Australia 80%, Canada 66%, Argentina 
61%, and Italy 91%. 

Thus mass markets are becoming more 
accessible throughout the world, and with 
them all the paraphernalia of modern 
retail distribution, including the super- 
market. 

And the mobility of population which 
uproots families also breaks traditional 
ways of thinking away from their psy- 
chological moorings, and permits adver~- 
tising to be more effective in creating 
new wants and new standards. 

The final prerequisite is availability of 
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JANUARY’S AN “OFF” MONTH.. 
JANUARY ’61 WAS “SOFT”... BUT 


WHEN 3 GREAT NAMES PULLED TOGETHER 


POLK 
BROS 


TRIPLE stame 


Cor ees 
Be 


| POLK BROS 7 
| Westinghouse © | 


SALES BOOMED 20% 


Westinghouse did it— with a 16-page full color insert plus spread in February 
Good Housekeeping. Featured were Diamond Jubilee top-of-the-line appliances 
which had earned the Good Housekeeping Guaranty Seal. 

Polk Brothers jumped on it—ran a month-long promotion built around: 
‘“‘The Triple Stamp of Confidence.” 

Says Sol Polk — Brand Name Retailer of the Year —‘‘Westinghouse appli- 
ances had one of the biggest months in all seven of our stores. It is apparent 
that your Good Housekeeping Guaranty Seal is truly one of the hallmarks of 
confidence among customers.” 

Result —Westinghouse sales at Polk up 20% for the period! The chain-wide 
theme was extended into February for a total of six weeks! 

Moral—The sales producing power of Good Housekeeping is ready for all 
products which are accepted for its advertising pages. Behind this word 
“accepted” lies the unmatched confidence and respect that America’s home- 
makers have for Good Housekeeping. It is this confidence and respect that creates 3 aes ; 
action at the point-of-sale. The Good Housekeeping Guaranty Seal influences ve 
the buying decisions of 41 million women—88.9°% of all homemakers from 25 
to 34 years of age!* 


*Crossley S-D Surveys, Inc. 


<aie OF *™ > 


: Good Housekeeping = 


_ Magazine and Institute/A Hearst Magazine 
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mass media. In this area, too, develop- 
ments have taken place which demand a 
sharp reappraisal of the tools we work 
with. 

New advertising media have come into 
existence. International editions of lead- 
ing American periodicals now girdle the 
world with their circulations: Newsweek, 
Time and Life can be found in almost any 
major city of the world. Reader’s Digest, 
published in 27 separate editions, and 13 
languages, now has a circulation of 9,- 
000,000 outside the United States, and 
has created the first “global” rate for ad- 
vertising. Commercial * television has 
grown overnight into an important medi- 
um in 40 countries, with a total set pop- 
ulation of nearly 35,000,000 outside this 
country—and we are already talking seri- 
ously of a world network. 

So the four prerequisites for the growth 
of tremendous advertising volume are to 
be seen developing in all parts of the 
world: mass production capacity, mass 
consumption potential, accessibility of 
mass markets, availability of mass media. 


s At this stage in the evolution of inter- 
national advertising, it is difficult to as- 
semble advertising data comparable to 
those in the United States. But we do 
know that the use of advertising in the 
more mature economies of the world— 
such as Great Britain, West Germany, 
Brazil, Canada and Australia—is increas- 
ing far more rapidly than in the United 
States. 

In the April 17 issue of ADVERTISING 
AGE an estimate is made that the dollars 
spent for all forms of advertising outside 
the United States in 1960 approached a 
total of $5.8 billion. The five largest 
American advertising agencies operating 
in the international field handled a total 
volume of more than $304,000,000 of ad- 
vertising outside this country in 1960. 

Our own agency, which was the first 
to provide direct service in the interna- 
tional field as early as 1917, now has 36 
offices, and over 3,000 personnel, creating 
and placing advertising in all important 
markets of the free world. International 
advertising represented more than 35% 
of our total volume in 1960. 

Before concluding this talk, it might be 
well to make quite clear the singular 
contributions the American advertiser 
and American advertising agency, work- 
ing in partnership, have made to world 
marketing. 


How U.S. Ad Methods Developed 

In spite of the fact that advertising had 
a long history in Europe, American con- 
cepts of the use of advertising, and Amer- 
ican advertising techniques, moved far 
ahead in the early twentieth century. 
These advances might fall under these 
four headings: 


1. The uniquely American concept that 
advertising was not merely “keeping your 
name before the public,” but was “sales- 
manship in print.” This changed the 
whole form and content of advertising 
messages, and greatly increased their ef- 
fectiveness. 


s Advertising in other countries tended 
to be elementary in character, confining 
itself largely to product identification or 
reminder kind of copy—sometimes ex- 
tremely dignified, sometimes crudely 
bold. It was almost as if the advertiser did 
not believe that advertising could really 
sell products. Modern American advertis- 
ing brought to the international scene the 
sharp cutting edge of the “consumer pro- 
position” or “reason why” selling. Amer- 
ican advertising, above all, carries with it 
a sense of conviction that one product is 
better than another and that there is in 
the product an inherent reason for the 
consumer to buy it. 


2. The development of the techniques 
of market research, through which the 
advertiser sought better knowledge of his 
potential customers’ wants and needs, to 
determine in advance what products were 


Learning from the Retail Ads... 


The ‘Big Money's Worth’ Institutional Ad 


By Clyde Bedell 


In clinics pretty much around the 
world, I have shocked some advertising 
people by telling merchants present that 
if they will simply follow a few basic 
principles, they can create excellent ads, 
even though they are not particularly 
articulate or gifted as writers. 

This is true because the essential qual- 
ity of good selling comes not from facility 
with words so much as from a sincere 
desire to serve, and an understanding of 
what prospects want. 

If this sincere desire to serve and this 
knowledge of prospects can be backed up 
with writing skill, fine. But if either spe- 
cial writing ability or the basic under- 
standing of selling must be omitted from 
advertising, I prefer every time to omit 
the especially facile expression. 

Most good merchants can make them- 
selves understood. If their motives are 
right, that’s all they need in the way of 
expression. 

This ad was run by a small city drug- 
gist who would disclaim special talents 
as a writer (and perhaps even as a spell- 
er). But he operates a good store and he 
is eager to serve his clientele well. Maybe 
that’s why he has one of the largest pre- 
scription businesses in the country. I 


WANTED! 
“GOOD NEIGHBORS” 


Anyone suffering from the aggrevating symptoms of Hay 
Fever will certainly welcome the eforts of “GOOD 
NEIGHBORS” who destroy all the Ragweed (Giant and 
Dwarf) in their neighborhood. 

Recent rains (we use the term loosely) ore rapidly bring- 
ing into bloom thousands of Ragweed plants all over Park 
Ridge. 

Early in August, pollen from this weed cousés most of 
the Hay Fever symptoms. Modern medication (see your 
physicion) con usually relieve some of the symptoms 
(75 to 90 per cent) byt actual destruction of the Rag- 
weed plant before pollination can also help. We have 
samples of both Giant and Dwarf Ragweed (that’s Am- 
brosia Trefida and Ambrosio Elatior for you Gorden 
clubbers) besides our store window boxes for identifica- 
tion purposes. 

A “GOOD NEIGHBOR” will destroy all Ragweed on his 
property ot once. 


SCHARRINGHAUSEN 
PHARMACY 


Park Ridge Pharmacists and we hope “Good 
Neighbors” for more than thirty-three years. 


110 Main St. TA3-2123, TA5-2123 
PS. We'll destroy our samples before they pollinate. 


trust the editor will reproduce this ex- 
cellent institutional ad large enough so 
you may read the copy. + 


needed, and then how they might best be 
sold. 

When we first set out to do consumer 
research in England we were told it 
would not be tolerated by householders 
there. “The Englishman’s home is his 
castle,” we were told, and you would find 
the police being called. Experience 
showed just the contrary—that the aver- 
age British housewife was extremely 
cordial to women interviewers, and just 
as anxious to talk as American house- 
wives. 


3. Taking the guesswork and haggling 
out of advertising buying through the 
Audit Bureau of Circulations, and the 
establishment of the standard rate card 
so that known quantities of circulations 
could be purchased at known prices. 

When we first started our European 
and South American operations we found 
few firm rates for advertising space any- 
where, and almost no audited or reliable 
circulation statements. For instance, when 
a Nottingham, England, newspaper pub- 
lisher was asked how much of the sur- 
rounding country his paper covered, he 
politely declined to give any figures of 
any kind; and when, on a trip through 
his paper warehouse he was asked how 
many days’ supply he carried there he 
refused to answer on the ground that 
this might enable the visitor to estimate 
his circulation. 


4. The development of the advertising 
agency from a “brokerage” business, com- 
peting on prices alone for the mere 
“placing” of advertising, into a highly 
specialized service agency for counseling, 
planning, and executing advertising tail- 
ored to particular objectives of an ad- 
vertiser’s business. 

These and other collateral develop- 
ments made American advertising meth- 
ods the unquestioned standard of the 
world over the last 50 years, and en- 
abled American agencies to carry their 
know-how successfully to all parts of the 
world in competition with agencies in- 
digenous to other countries, agencies not 
experienced in “reason why” advertising. 


U.S. Ad Methods Won't Work 
Abroad? This Is Found Untrue 

In general, in every country we entered 
we were told, “You can’t use American 
methods and types of advertising here— 
our people are different.” But we found 
this to be universally not true. Every- 
where in the world we have found such 
common denominators as that men like 
to make money, and women want to be 
beautiful. As long as we observe certain 
differences in point of view, such as the 
fact that female beauty includes heftiness 
in weight in some countries, we have 
found that the same basic appeals could 
be used almost anywhere. On the other 
hand, we quickly learned that in trans- 
lating these basic appeals into other 
languages, literal translation could some- 
times be extremely embarrassing. When 
the phrase “Body by Fisher” came out in 
Flemish as “Corpse by Fisher,” we 
learned this lesson. 

The Thompson company, as an adver- 
tising agency, not only cooperated with 
American clients entering overseas mar- 
kets, but also brought overseas marketers 
to this country. The Thompson company 
had an office in London as early as 1899, 
and Mr. Thompson made an annual trip 
to Europe to search out products which 
he believed might be introduced success- 
fully to our domestic market. Among 
those he brought to this country were 
O’Sullivan’s Rubber Heels, Pond’s and 
Nestle 


® In a 300-page “Blue Book” which Mr. 
Thompson published for the trade in 1906, 
he had this to say about international 
advertising: 

“The field in which the J. Walter 
Thompson Advertising Agency operates 
is unrestricted. It has no geographical 
limitations. Any spot on earth where 
goods are to be sold by advertising is 
inside the fence of the Thompson field. 
Trade follows the flag. Where trade goes 
the J. Walter Thompson Agency is ready 
to go also.” 


So that I may not be accused of a com- 
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mercial inserted toward the end of the 
program, I would like to move on to a 
few suggestions to those executives who 
find themselves in the all-important 
transition period between being essential- 
1 


y a domestic company and becoming an 
international organization. 


Jets Shrink World; 
Business, Advertising Gains 

I believe the first thing to recognize is 
that the world today is tied as closely 
together by jets as the United States was 
tied together only 20 years ago by prop 
planes. 


The shrinking of the world through jet 


flights has contributed directly to the 


growing velocity of world marketing 
and the breaking down of national as 
well as physical barriers. The markets of 
the world are being brought steadily 
closer to the headquarters of American 
business. We will soon see the application 
of regional marketing concepts to world 
markets, especially as common markets 
develop in various parts of the world. 


s The “great leap forward” for imagina- 
tive management is to think of its organ- 
ization as being “one company,” and of its 
physical headquarters location as a mat- 
ter of historic accident rather than of 
functional strategy. This is vital. With an 
imaginative approach to world marketing, 
marketers will more and more select their 
world headquarters with complete free- 
dom from geographical thinking. 

After all, Detroit, in the heartland of 
the U. S., and long known throughout the 
world, as “F.O.B. Detroit,’ now has jet 
flights direct to London, Stuttgart, Dus- 
seldorf and Hamburg. It should make 
little difference where headquarters are 
located, provided management can think 
in “one world” and “one company” terms, 
to make truly possible the maximum 
communication of ideas and the mini- 
mum preoccupation with the rapidly dis- 
appearing national boundaries. 


e® The most important gap to close in 
international marketing is the few yards 
that separate the domestic from the in- 
ternational organization in the head- 
quarters building itself. But if it can be 
recognized that in many cases at least 
30% of future profits can _ originate 
abroad, the gap will close rapidly. The 
top management team will recognize that 
what is happening in England, West 
Germany or Brazil may be just as de- 
serving of its time and creative energies 
as what is happening in Los Angeles, 
Florida or Chicago. 


Shakespeare and Lux Soap Can Be 
Sold Throughout ‘One World’ 

Advertising has now become a major 
consideration in international opportuni- 
ties. So, if there is any sense in the trend 
toward greater control over marketing 
strategy in the international field, there 
is even greater wisdom in establishing 
strong policy controls over the manner in 
which the company’s products are pre- 
sented to the ultimate consumer, because 
in the final analysis the destiny of any 
company will rest ultimately on the at- 
titude of the world consumer toward the 
company and its products. 

All of us have long known that funda- 
mental motivations vary but slightly 
across the 3,600 miles of the United 
States. We now know the desires and 
drives that motivate consumers are pretty 
much the same throughout the world. If 
we recognize the fact that Shakespeare, 
Emerson and Freud, Hollywood pictures 
and tv westerns are understood around 
the world, it should be possible to under- 
stand that Lux soap, Champion spark 
plugs or Burroughs equipment can be and 
are sold with a common theme in all parts 
of Wendell Wilkie’s “One World.” 

In the introductory portion of this talk, 
I tried to make it clear that advertising 
in itself is not a peculiarly American 
phenomenon. It is an American “marvel” 
only because of the dynamic qualities the 
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REDBOO 


THE DELIGHTFUL WORLD OF CAROLINE KENNEDY 
First-hand report on the First Family's biggest little problem 


Young Adults are today’s top story 


verywhere you look these days, 
Young Adults are at the top. In 
marketing, too, the growing fami- 
lies are the first families. First in 
needing. First in buying. First in the plans 
of profit-minded advertisers. 

Today more and more of these marketing 
plans include Redbook. Because Redbook 
is the selective one: the only mass maga- 
zine edited exclusively for Young Adults. 
And Redbook is the effective one: reaching 


Dr. Tom Dooley: 
A mother's 
moving memories 
of her heroic son 


“The Guardians” 
A novel 
you wont forget 


the highest percentage of Young Adults. 
No wonder Redbook is the successful one: 
for seven straight years advertisers’ in- 
vestments in Redbook have grown larger 
each year. And this year, advertising lin- 
age is up 11.5% in the first half. 

Young Adults made it happen. The most 
sought-after families in the marketplace. 
You'll find more than 3,500,000 of them 
in Redbook. You'll also find them easier to 
sell in the one they’re sold on. 


Redbook, the Magazine for Young Adults, 230 Park Ave., New York 17, N. Y.—and Chicago, 
Boston, Los Angeles, San Francisco. Another exciting publication of McCall Corporation. 
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American advertising man has built into 
it—and these qualities are being carried 
by American advertisers and their agen- 
cies throughout the world. 


@ Wherever there are products exchanged 


between men, some form of~advertising ~~~ 


assists in the transaction. But the great- 
est service advertising can provide in the 
world today lies in its ability to support 
the urgent drive for greater production in 
other free countries in our race against 
Communism. Without dynamic drive be- 
hind growth of consumption and a desire 
for an advancing standard of living on 
the part of inhabitants of the free world, 
greater productivity and utilization of 
that productivity would be an impossible 
goal. 

I would like the privilege of departing 
from the tradition of a “summing up” 
and end this talk with an hypothesis, if I 
may term it that. I discussed this with 
James Webb Young, one of the great 
creative minds of our business, not long 
ago, and he was good enough to state it 
in his own language. I would like to quote 
his proposition: 

1. The wealth of a country is not de- 
termined alone by its natural resources. 

2. What finally determines the wealth 
of nations is the release of the energies of 
man. 

3. Men’s energies are released by incen- 
tives—by what they consider desirable to 
exert themselves for in study, thrift-and 


work. 


4. Advertising, by setting before the 
average man specific and concrete incen- 
tives for the acquisition of better ways of 
living, releases such energies. Perhaps 
this is why there appears to be a growing 
Correlation between the volume of ad- 
vertising in a country and a high per 
capita production and wealth, as in the 
United States. 


® By coincidence, this past week, I came 
across a statement made by L. Albert 
Hahn, and quoted in Henry Hazlitt’s 
column in the April 24 issue of News- 
week, which suggests that at least one 
economist is on this trail. Mr. Hahn says: 

“.. only a few seem to realize that in 
order to achieve a bigger national prod- 
uct people have to work harder, and to 
save more; the latter in order to increase 
the worker’s productivity by equipping 
him with more capital... growth does not 
...depend on the amount of money in 
circulation, but on how much the people 
decide to work and save.” 

But Mr. Young’s proposition might 
leave one reservation in the minds of 
many people in these troubled days, had 
he not added this postscript: 

“But it also might be noted that Russia, 
which is making great strides in national 
wealth, has had, in the form of state 
propaganda, one of the largest volumes 
of advertising of any country in the 
world!” = 


What's Doing on the Legal Front... 


The Meaningless Trademark 


By Sidney A. Diamond 
Member of the New York Bar 


Anyone concerned with the problem of 
choosing suitable brand names for new 
products will find an important lesson in 
the experience of General Aniline & Film 
Corp., which has just won a trademark 
appeal against the 
Hukill Chemical 


Corp. 
In May of 1957, 
Hukill Chemical 


Corp. began to use 
“Huvilon” as a 
trademark for one 
of its products, a 
synthetic resin pre- 
polymer for making 
polyurethane foam. 
An application for 
registration of this 
trademark was filed in the U. S. Patent 
Office, but General Aniline & Film ob- 
jected. 


Sidney A. Diamond 


s The basis for General Aniline’s op- 
position was its own prior use of 
“Uvinul” as a trademark. “Uvinul” orig- 
inally had been registered in 1953 by 
an affiliate of General Aniline, named 
General Dyestuff Corp., which applied it 
to a group of products described as 
chemical compounds and compositions for 
absorbing ultra-violet light, for use as 
light filters. In 1954, General Aniline it- 
self took over the “Uvinul” line, includ- 
ing the trademark registration. Gross 
sales under that brand name were at the 
rate of over $100,000 per year by 1958, 
when the controversy with Hukill Chem- 
ical began. 

General Aniline’s products technically 
were hydroxybenzophenones. Although 
described in the “Uvinul” trademark reg- 
istrations as ultra-violet absorbers for use 
in light filters, General Aniline in its 
advertisements and technical literature 


recommended them for incorporation in 
polyester resins and plastics. One of the 
end uses for which General Aniline spe- 
cifically promoted the “Uvinul” product 
was polyurethane foam. This, of course, 
was precisely the same end use for which 
the “Huvilon” product was intended, ac- 
cording to its description in Hukill Chem- 
ical’s trademark application. The chemi- 
cals were not actual substitutes for one 
another, but they were suitable for use 
by the same customers as ingredients in 
the same final product. 


@ The legal issue in a proceeding of this 
type is whether the newer trademark so 
resembles the earlier one that its use is 
likely to cause confusion or mistake or to 
deceive purchasers. The similarities be- 
tween the opposing trademarks are con- 
sidered from the triple standpoint of 
sound, appearance and meaning. These 
elements are what make an impression 
upon customers, and it is the court’s task 
to determine whether the differences out- 
weigh the similarities—or, on the con- 
trary, whether confusion is likely to oc- 
cur in the marketing of the products 

In this particular case, the court 
noted at the outset that both trademarks 
are coined words which have no rec- 
ognized meaning. The only meaning “Uvi- 
nul” had was its significance as a brand 
name identifying General Aniline’s prod- 
uct—a significance not inherent in that 
particular combination of letters, but 
something that General Aniline had 
created by its sales and promotional ac- 
tivities. . 

The court pointed out that “Huvilon” 
and “Uvinul” obviously resemble each 
other in sound and in appearance. The 
opinion then states: “The fact that neither 
name has any meaning apart from the 
goods on which they are used makes it 
difficult for a purchaser to keep the 
names clear of possible confusion based 


on these similarities. The specific differ- 
ences in the names tend to be lost in 
this confusion.” 


s Putting it another way, the court also 
said, “The absence of any meaning for 
the mark ‘Uvinul’ except as opposer’s 
(General Aniline’s) trademark is an im- 
portant factor to be considered. There 
are no distinctive meanings which can 
be relied on to resolve the issue (of 
whether confusion would be likely) .” 

As a result, Hukill Chemical Corp.’s 
application to register “Huvilon” was re- 
jected. Hukill’s principal argument was 
that the products of both parties were 
intended for industrial use and would 
be bought by technically informed pur- 
chasers, who would tend not to become 
confused. The court admitted that the 
case was not free from doubt, but it 
applied a basic principle of trademark 


On the Merchandising Front... 
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law that all such doubts are resolved 
against the newcomer. It is the duty of 
the newcomer to select a trademark 
that will avoid confusion with marks 
that others previously have put into use. 

This case should be contrasted with 
the unsuccessful effort of Beatrice Foods 
Co. to stop the use of ““Meadow Sweet” on 
the basis of its “Meadow Gold” trade- 
mark, recently discussed in this column 
(“The Non-Protectible Trademark,” AA, 
Feb. 13, 1961). As stated in that com- 
ment, the strength of a trademark or 
brand name lies in its distinctiveness. 
The company that makes the effort to coin 
a word and promote it will find that it 
has a much broader range of protection 
for its brand name than the company that 
is satisfied to use common words with 
easily-understood meanings that no sin- 
gle manufacturer will be permitted to 
monopolize. + 


The Multi-Unit Independent Merchant 


By E. B. Weiss 


The independent merchant is usually 
typed in the minds of most marketing 
men as a small retailer operating a single 
store unit. And, of course, in some hun- 
dreds of thousands of instances of inde- 
pendent store own- 
ership, that label 
fits. 

But during the 
last decade a some- 
what newer type of 
independent mer- 
chant has appeared 
on the scene. This 
is the independent 
merchant who owns 


and operates two, 
and perhaps three E. B. Weiss 
stores. The total 


may even reach four or possibly five. 
(The total is under that which qualifies a 
multi-store joperation to be called a 
“chain” by the definition of the US. 
Census Bureau.) 

There are thousands—yes, many thou- 
sands—of independent retailers who own 
and operate multiple store units. It may 
even be that, if all of the independents 
controlling from two to five store units 
were totalled up, it would be found that 
they own and operate a larger number 
of store units than do all of the corporate 
chains combined. Their total volume in 
these multiple units would not begin to 
compare with that of the corporate chains 
because these would be smaller stores— 
but, nonetheless, the gross volume of 
these “midget independent chains’ must 
involve a very impressive figure. 


s In perhaps a high number of instances, 
these tiny independent chains came about 
because a local merchant was invited to 
take space in a nearby shopping center, 
while continuing to operate his original 
store. I daresay that among the larger 
shopping centers there are very few that 
do not include at least one, and usually a 
number, of independent merchants whose 
store in the center represents a multiple 
store ownership. This is also true even in 
many of the small shopping strips and in 
innumerable shopping centers of other 
sizes and types. 

Another element in this situation is the 
current trend among so many compara- 
tively small independent merchants to 
open a leased department or even a fran- 
chise operation in another store. This, 
too, represents a multiple-store program 
and qualifies such a merchant for admis- 
sion into our little league of midget in- 
dependent chains. 

These owners of tiny chains tend to be, 


obviously, the more progressive, the more 
aggressive, of our independent merchants. 
Consequently, théy represent particularly 
choice customers and prospects for many 
manufacturers in every conceivable field. 


# This trend toward multiple store own- 
ership by independents really took hold 
first in the food outlet. From there it has 
spread to the drug outlet—incidentally, 
another factor in this situation is that, as 
cities have spread out, local merchants 
have tended to open second and third 
store units in the newer areas. It is true 
also of home furnishings stores, hard- 
ware stores, little variety stores, shoe 
stores, auto accessory stores, etc. 
Interestingly, in the food field, the 
tendency has been for the multiple-store 
independent to continue to branch out. 
Consequently, in the food field there are 
more of these midget independent chains 
with four, five, six and seven stores than 
in any other field. I would assume, how- 
ever, that in other areas of retailing, those 
who now operate a second store will soon 
be thinking in terms of three stores; those 
who have three, will soon be thinking in 
terms of a fourth. There is certainly 
something inherent in multiple-store 
ownership that presses the merchant to 
open another, and still another store. 


s I note also that a considerable number 
of the owners of these tiny chains had 
formerly been connected with much 
larger chains. They then left to open their 
own stores—and then, having had inti- 
mate experience with chain-store methods, 
proceeded to apply chain-store concepts 
on a small scale for their own businesses. 

It would appear, therefore, as though 
marketing men will soon find it wise to 
take into consideration something of a 
new phenomenon in the world of retailing 
—the branching out of one-store inde- 
pendent store merchants into midget 
chain-store ownership and operation. I 
daresay that in few marketing depart- 
ments have these above-the-average mer- 
chants been separated from the rank-and- 
file. Too seldom is there a keen awareness 
of the emerging situation and of the vol- 
ume potential available through these 
midget chains—both present and future. 

I might add that these tiny chains will 
not present manufacturers with so many 
of the problems inherent in distribution 
through giant chains. I think, also, that in 
general it will be found that they move 
faster than the giants; are more “open to 
buy” new products; merchandise more 
astutely than the big boys; and are much 
more receptive to cooperation from, and 
with, the manufacturer, + 
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KCBS San Francisco alerted millions to the importance of voting, offered s 


: SP cmt 
aie Py : j 
fot cA 
one ae 


Olutions to ease the 


cumbersome local registration system with its editorial titled; “Before It’s Too Late.” 


WCBS New York urged the New York State 
Legislature to support a bill raising the mini- 
mum age for purchase of liquor from 18 to 21. 


WCAU Philadelphia demanded a thorough in- 


vestigation of voting frauds. 


These editorials are not from seven of 
America’s most important newspapers. 
They represent the voices of the seven 
radio stations across America that share 
the belief that radio has something to say 
as well as something to play. 

This, in fact, sets the CBS Owned Radio 
Stations apart. They take an active posi- 
tion on important issues within their com- 
munities. They take a stand. They not only 
encourage rebuttals. They seek them out. 


WBBM Chicago backed the Police Superin- 
tendent’s stand that his department’s most vital 
need was more equipment, not more manpower. 


KMOX St. Louis urged the ad 
anti-fireworks law 


KNX Los Angeles criticized the City Council 
and the Park and Recreation Commission for 
the 32 year delay in building the zoo. 


Pas >i: 


WEEI Boston criticized the mob that attacked George Lincoln Rockwell, self-proclaimed fuehrer 


of the American Nazi Party. The station pointed out that freedom of speech applies to everyone. 


Last year 164 special editorials were 
broadcast by these seven strategically 
placed stations. This year editorials are 
continuing at an even greater rate. The 
result—within earshot of millions of listen- 
ers—is idea radio. Broadcasting put to 
positive, stimulating use. 

Recently Station KCBS in San Francisco 
won the National Headliners Club Award 
for the Best Radio Editorials in the nation, 
and WCBS in New York received the Ohio 


State University Regional Award for 
“Opinion On The Air,”’ its series of well- 
documented editorials. 

Wherever there is a CBS Owned Radio 
Station the listener knows he can hear this 
kind of informed stand on what's happen- 
ing near his doorstep. Wherever there is 
this kind of idea radio the sponsor knows 
he can reach people who listen closely and 
respond actively. 


THE CBS OWNED RADIO STATIONS 
Represented by CBS Radio Spot Sales 
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Tyler's Top Ten for May... 


Small Advertisers Pull Switch, 
Pour Dollars into Daring Ads 


By William D. Tyler 


The small advertiser is fighting back. 
Victim of a slow squeeze between increas- 
ing media costs on the one hand and over- 
whelming weight of his giant competitors 
on the other, he thinks he has now found 
the answer. Daring 
advertising. Adver- 
tising that breaks 
both the stereotypes 
and the rules. Ad- 
vertising designed 
first and foremost, 


to be seen and 
heard. 
Obvious pitfall: 


Ads whose primary 
purpose is to stand 
out, often fail to 
register their sec- 
ondary purpose of getting people to want 
what they have to sell. Regardless, we 
have the smaller advertiser to thank for 
most of the truly engaging advertising 
now running. And you can remember 
when the opposite was true—when it was 
the fellow with the small budget who was 
responsible for most of the dull, conven- 
tional advertising. 


t\ 


William D. Tyler 


Harvey Probber 


Harvey Probber 

Here’s an example. A daring use of 
reverse English in advertising. The mov- 
ing man says of the price tag on the 
table: “$2,100. This lady is nuts.” Julian 
Koenig’s copy comments: “(You should 
have heard the mover who uncrated the 
Modigliani. Oh well.) This underpriced 
Probber table is made of a slab of mated 
rosewood ... satin luster achieved with 
an astonishing machine called the human 
hand, sanding, scrubbing, rubbing for ten 
days .. . made so well you can will it to 
your grandchildren ... Though they’ll 
probably prefer money.” Ad ran in The 
New Yorker, whose readers should eat 
it up. George Lois of Papert, Koenig & 
Lois was the art director. 


Allstate Insurance 

There has been a rash of insurance 
ads built around recent disasters, de- 
signed to show the speed and efficiency 
with which the company responded to 
investigate claims, render service, and pay 
policyholders. Such ads are good, too, in 
that they present the company as a sort 
of commercial Red Cross and thus build 
goodwill. Ad with the most impact was 


It hit Chicago 
like a bomb 
at 5:12 p.m. 


.-.and 90 minutes later, an Allstate Disaster Team 
was rushing in to help out hundreds of policyholders 


Here 5 Ube mumate by oumute box 
of bow they came throagh on 
“Tornado Bay”, March 4, 1968 


a WHAT THEY SAID THE DAY AFTER 


Pic 


ALLSTATE (=) INSURANCE 


Allstate 


Allstate’s spread abruptly headed by Bur- 
nett’s Tom Laughlin: “It hit Chicago 
like a bomb at 5:12 p.m.” Subhead: 

. and 90 minutes later, an Allstate 
disaster team was rushing in to help out 
hundreds of policyholders.” To keep up 
the breathless pace of the headline, body 
copy was written in the form of time 
dispatches: ‘“5:05—The sky was black 
over 75th Street...” Excellent layout 
by Len Schuster. 


Wunda Weve Carpets 

An ad with a conventional before-and- 
after format, but with a highly unusual 
human-interest twist, is this magazine 
page for carpets. It is composed of two 
almost identical photos of a movie star 
in her home, with one big difference. 
They were taken 11 years apart. The 
first shows Gail Patrick in her library 
when the carpet was new. The second 
shows her back in the same spot. She’s 
changed, her clothes are different, the 
furnishings have changed, but the good 
old Wunda Weve looks the same as 
ever. An ad of great feminine interest. 
Jim Henderson of Henderson Adver- 
tising in Greenville, S. C., had the idea 
of bringing a 1950 testimonial ad up to 
date. Andrew Pellizzi was the art direc- 
tor. Copy by Barbara Ford. 


11 Years later, Gail Patrick's Wunda Weve 


is still as beautiful as ever 


Wunda Weve 


Self-Propelled Fish Lure 

This long-copy, hard-selling ad is in 
advertising’s great mail order tradition— 
a tradition, incidentally, that is honored 
more in memory than in practice. “It 
swims—dives—climbs—flops on its side 
like a crippled minnow, and all the time 
BUZZING AWAY like a big, plump, lazy 
insect. No wonder it drives fish mad 
with desire! No wonder it has the big 
ones churning the water to get their 
mouths into it—even from yards away! 
Roaming restlessly over every spot of 
water beneath you—even when you're 
curled up on the dock, sound asleep. And 
driving the fish around you to such a 
frenzy that they practically tear the rod 
out of your hands! Weigh down your 
boat . . . amaze your friends and family 
with the hauls you drag home behind 
you!” I love the restraint and understate- 
ment. Robert Isaccson of Bimini Lures 
wrote it. I hope they get a million coupon 
returns. 


Tonette Home Permanent 

One of the year’s most original ads ap- 
peared in True Story for Tonette. It was 
a combination of several ingenious ideas. 
One: It consisted of facing quarter pages, 
in a sea of solid editorial text. Two: It 
was headed, “My True Story.” Three: 
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Fish Lures 


The captions burlesqued the magazine’s 
format, as follows: “I was a plain Jane. 
A failure ... ” the moppet relates. “I 
needed a Tonette. But how could I con- 
vince my mommie. ‘Tonette,’ I told her, 
‘is the home permanent made with the 
younger woman in mind’.” The final pic- 
ture, of course, shows our heroine, now 
a glamour girl, thanks to her new perma- 


eee, 2 
Yep. that's me. See my new curls? They're soft and 
bouncy. too. And Tonette 1s gentle and wavy to use 
And tun! Momene and me hed a tot of laughs Give 
your idtte gt a Tonette. okay? Promise’ Soon’ 9 ¥ 
~ Op ter wae. 6 rover ov 
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COMING IN SEPTEMBER - the complete story on STEEL, its 
present and future in architecture . . . told for the first time. The Steel in 
Architecture Theme Issue is a definitive, authoritative, highly professional 
study-in-depth that pictures the magnitude of the future lying ahead for steel 
—the unlimited horizons for one of the most versatile, durable, and economical 
of all architectural materials. Never before has there been such a choice of 
structural steel shapes, products and design techniques to spur the creative 
talents of the architectural profession. A bold and imaginative future lies 
ahead—and this theme issue will explore it and exploit it fully . . . in text, 
pictures and detail. 

The theme-issue concept developed by ProGressivE ARCHITECTURE has 
proved to be a “breakthrough” in architectural publishing. Architects study 
these spectacular theme issues, preserve them in their libraries, refer to them 
—because of the thorough coverage of each theme. 

Provocative and informative theme issues have dealt with such important 
subjects as MODULAR ASSEMBLY, LIGHTING, ACOUSTICS, ATOMIC ARCHITECTURE, 
CURTAIN WALLS, MAN-MADE CLIMATE, PLASTICS IN ARCHITECTURE and CON- 
CRETE TECHNOLOGY. 


Here's the kind of READERSHIP to expect! 

Three positive proofs exist—“Starch scores,” reprint orders and inquiries—to 
show how P/A theme issues attract keen and responsive readers among 
architectural professionals: 

1. High STARCH READERSHIP SCORES. Every “Starched” issue 
achieves high editorial readership scores; but past theme issues have attained 
scores that were unusually high. The following are typical Noted, Read Some 
and Read Most ratings: 82-62-46, 82-76-40, 83-74-49, 84-74-36. 

2. Orders for editorial reprints are always high for these theme issues. 
Architectural professionals see and act upon the need to preserve many major 
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ectural publishing... the STEEL IN ARCHITECTURE theme issue 
Closing date... August 3, 1961 


articles in their own files. Each theme issue also attracts scores of individual 
letters from architects and from industrial executives. 
3. Astonishingly high inquiries are received from readers of each theme 
issue. The October and June theme issues of 1960 pulled over 45,000 inquiries. 
This type of responsive action is what you can expect—and count on—from 
the STEEL IN ARCHITECTURE theme issue, 


A Glimpse of the all-important Contents 

Here are some of the articles that architects will read and study. 

... one of the nation’s leading engineers gives a masterful review and analysis 
of structural steels, including connection systems and sheet-finishes such as 
plastic, porcelain, aluminum-coat and colored stainless. 

. a special study by a leading authority on Flexibility through Standariza- 
tion, presenting a challenge to the architectural designer, and a round-up of 
shapes and span-sizes available. 

... Tubular Structures, describing amazing results obtained by an ingenious 
consulting architectural engineer. 

. . . Structural Anticipations outlines the possible future for structures in 
tension, 

. and many more significant projects, challenges, reports and studies of 
vital interest to architects. 


Reserve your space — TELL YOUR STORY! 


Now is the time to tell your story, your whole story, to architects using steel 
in any form—and the scores of other materials and building products they will 
use in conjunction with steel. 

The STEEL IN ARCHITECTURE theme issue will become a valued reference 
source, to be maintained permanently in architectural offices throughout the 
profession. 
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Here's why 

every issue of 

PROGRESSIVE ARCHITECTURE 
reaches more 

architectural professionals 
than any other magazine 


EDITORIAL PURPOSE . . . covering all facets of 


architectural problems and solutions. 3 ee ie : 
EDITORIAL FULFILLMENT .. . creating : litorial ee gre 
climate that causes readers to be ahead hentcorcni es wo IN THE SE PTEMBER | Giiobe 
to product advertising. a a : 

CIRCULATION .. . reaching more architectural 5 ‘PROGRESSIVE ARCHITECTURE 


professionals than any other magazine. ae ee: eee PLUS © 
EDITORIAL READERSHIP RESEARCH . . . proving E ae ee 

that P/A maintains high readership in every issue 

year after year. 

ADVERTISING RESEARCH . .. proving acceptance 
and response. The only publication in its field tested for 
advertising readership by Daniel Starch & Staff. The 
September Steel in Architecture is a Starched issue. 
READER ACTION . .. pulling over 295,000 inquiries 
during 1960—and reader action continues to grow. 
1961 monthly averages are now over 30,000. 

KEYED ADVERTISING ... all ads can now be keyed in 
P/A... in the run-of-book position in addition to the 
special NEWS REPORT, at the discretion of the 
advertiser and without charge. 


PHOTOGRAPHED BY ROBERT LAWRENCE PASTNER 
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Advertising Age, June 12, 1961 
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Your public library has these arranged in ways that make you cry. giggle, love, hate, wonder, ponder and understand 


—er Why? ‘ brary Wook pian Ahab, Raskoinibor and Tor Swit 


National Library Week 


Baby's world 


18 a special place 


Johnson & Johnson 


nent. Writer was North Advertising’s 
Dennis Altman. Art director was Frank 
Westbrook. 


National Library Week 

How would go about writing an 
ad designed to remind people to use their 
public library? Not the easiest subject 
matter for an eye-stopping ad. But look 


you 


what Monte Ghertler of Doyle Dane 
. Bernbach made out of it for National 


Library Week. Illustration: The alphabet. 
Headline: “Your public library has these 
arranged in ways that make you cry, 
giggle, hate, wonder, ponder and 
understand.” Copy: “It’s astonishing what 
those 26 little marks can do. In Shake- 
@eeespeare’s hands they became Hamlet. Mil- 
ton shaped them into Paradise Lost 
You can live without books, of course. 
3ut how else can you get to ancient 
Rome? Or Gethsemane? Or Gettysburg? 
And add books to your own library. 
With each book you add, your home 
grows bigger and more interesting.” Bril- 
liant. Layout by Charles Piccirillo. 


love, 


Johnson & Johnson 

Periodically, J&J embarks upon a cam- 
paign designed to contribute to the no- 
tion that its name is synonymous with 
tender baby care. Such an image, it can 
be argued, and probably is around New 
Brunswick, N. J., provides the finest kind 
of selling aid for brands which are bought 
faith by young mothers than 
for comparative merits. The current ef- 
fort is here. It is highly non- 
commercial, as such advertising must of 
necessity be. It is rich in editorial quality, 
high in illustrative imagination, and its 
opy is a sentimental poem entitled, not 
urprisingly, “Baby’s world is a special 


more on 


shown 


place ” | think it fits the maternal 
nood most nicely and gives the proper 
SR et note of protective saccharinity to the 


proud name of Johnson & Johnson. Well 


YOUD THINK ALL CARS CAN 
GET 32.6 MILES PER GALLON! 
WELL, THEY CAN'T! 


HIRE SKYWRITERS! SPONSOR A WHOLE 
SERIES OF TELEVISION SPECTACULARS! 


THANK YOU. WHEN T 
GROW UP I PLAN TO 
WORK IN ADVERTISING! 


ee ie 


‘ Hard sel) or soft sell, Falcon's success was nothing less than phe- 
nomena! Driven by an expert under the test conditions of this year's Run, 
a Falcon with standard shift not only took first place with 32.6 mpg— 
‘another took second place with 31 6 mpg' These figures really mean eome- 
thing to you because this year's 2,500-mile Mobilgas Economy Run— 
from Los Angeles to Chicago— took place over your kind of roads... under 
the kind of driving conditions no test track could poambly duplicate! Coste 
leas to run costa leas to buy, too! Faloon—America's lowest 

6-passenger car*—is actually priced as much as $5051 less than other 
compacts! See the '6) Falcon at your Ford Dealer's. . . eve if it ian't just 
what you've been looking for all along! 


More Good News from Falcon! Also at 
your Ford Dealer's the exciting new 
Falcon Futura. With its individually con- 
toured front seats, handy persona! con- 
sole, vacation mized trunk. elegant trim 
and wall-to-wall carpeting, Future 

the 


(1 the goed noes be from Palen. Rew... 5TEP SRP 
ee 


ew Falcon Futura 
[by Eo COMPACT COUSIN 


OF THE THUNDERBIRD 


SEE YOUR NEIGNBORHOOD AUTHORIZED FORD DEALER 


Falcon 


written by Y&R’s Grace Lurton and beau- 
tifully laid out by Bill Kammer. 


Ford Falcon 

Of all domestic makes, Ford Falcon is 
currently the least inhibited, the most 
engaging, in its advertising. The use of 
“Peanuts” characters and dialog have 
kept the pomp and impersonal#y of so 
much automotive advertising out of Fal- 
con’s. It has also helped make them the 
most readable of all American makes, 
currently. In this ad, the characters pound 
home a selling point. They do so enter- 
tainingly, all right, but with greater pene- 
tration than I have found for the mpg 
claims of any other compact. Copy was 


Jeremy Raikes and Paul deMonterice’s; 
layout by Les Hopkins of J. Walter 
Thompson. 


Wolfschmidt Vodka 

Liquor advertising is a strange world 
where simple brand name registration, 
completely without reference to product 
quality or difference, is sometimes enough 
to insure a measure of success. This ad 
for Wolfschmidt’s does that extremely 
well, and even tucks a_ product-selling 
point into the tailend of the copy block. 
The “Icicle,” Julian Koenig’s copy de- 
velops, is vodka so chilled in your freezer 
that it pours slowly. Add flakes of pep- 
per. If they sink, the temperature is right 
for drinking. Probably nobody but peo- 
ple who love to suck on dry ice would 
ever follow this lethal suggestion, but at 
least it emblazons the brand name on 


} VODKA 


Woltschmudt introduces a new vodka drink that’s 1000 years old: The Icicle 


Wolfschmidt 


your consciousness. And, oh yes, the sell- 
ing point: ‘“Wolfschmidt’s has the touch 
of taste that marks genuine old world 
vodka.” Get it? George Lois of Papert, 
Koenig, & Lois made the layout. 


Lucite Wall Paint 

The job here was to demonstrate 
the outstanding advantage of Du Pont’s 
new wall paint—that it doesn’t drip or 
splatter. Don Sholl of N. W. Ayer & 


Employe Communications... 


You can 

catch the drips 
trom regular paint 
by spreading 

this newspaper 


or 

you can use 

new Du Pont Lucite Wall Paint 
aod avoid 

the usual mess! 


NEW DU PONT LUCITE goes on easy 
doesn’t drip or splatter like regular paint! Try it! 


LUCITE WALL PAINT...for beauty without bother 


Du Pont 


Son made good use of a full news- 
paper page to tell this story. The upper 
half shows typical paint drippings over 
the legend, ‘Catch drips from regular 
paint by using this newspaper, or use 
new Lucite Wall Paint and avoid the 
mess!” Pictures and captions below il- 
lustrate the non-drippiness of the new 
paint. Layout by Don Kubly. = 


Publication Preview for Employes 


By Robert Newcomb and Marg Sammons 


Occasionally the management of some 
consumer product manufacturing concern 
will get itself inflamed over a sort of 
psychological rebuff by company em- 
ployes. Simply put, it boils down to this: 
The employes don’t buy the company’s 
products, and the irritating inference is 
that the competitors’ products are better. 
This is the sort of hearsay a manufacturer 
doesn’t want aired around the community. 

Yet this same manufacturer will pos- 
sibly keep from his employes any news 
of a new product, any word of an im- 
provement in an_ established product. 
He will ask only that the employe give 
him a fair day’s work for a fair day’s 
pay, and mind his own business. When 
the new product comes out of the 
machines, to the employe it’s just an- 
other product. He has little enthusiasm 
for it, and conceivably little interest in 
it, because no one has made it interesting 
for him. 

Companies must build employe en- 
thusiasm just as they build consumer 
interest and demand. And nothing pleases 
or intrigues the employe as much as being 
treated to a product preview, as this de- 
partment has repeatedly pointed out. 


® Celotex Corp. is the latest to make 
public acknowledgment of the fact that 
employes constitute an important audi- 
ence. Earlier this month a lively and 
colorful little external publication called 
“Home Improvement Pictorial” came off 
the presses; its million copies are current- 
ly being distributed, after imprinting, to 
the customers of building materials deal- 
ers all over the country. But before a 
prospective Celotex user ever saw the 
publication, every Celotex employe had 
his own preview copy inserted in the 


centerfold of his own employe magazine. 
The accompanying copy brought the em- 
ploye directly into the confidence of 
management, tied him closer to the com- 
pany selling effort. Maybe he'll buy the 
product; maybe he won't, but he will 
certainly know about the sales activity. 
Here’s what the copy said: 

“In a Chicago printing plant recently 
the big press started rolling ...a printing 
crew had worked 20 hours setting up its 
full-color plates. Now paper from the 
2,500-lb. rolls was about to rush through 
the press at 1,000 feet per minute. Nine 
men started feeding paper to the ma- 
chine, switched on steam drums and gas 
jets to dry the ink. The huge engines 
roared for just 20 seconds before the 
press spat out the first copy of the first 
issue of ‘Home Improvement Pictorial.’ 

“For Gordon Lawler, sales promotion 
manager, it was a moment fraught with 
excitement and anxiety. The man 
created Celotex’s promotional magazine 
studied that first copy intently, and 
smiled. Only 999,999 more to run through 
the press, send to the bindery for trim- 
ming and imprint with the names of 
Celotex dealers, who would distribute 
them to customers ... That’s how ‘Home 
Improvement Pictorial’ was born—an 
idea-packed magazine to help Celotex 
make a still bigger dent in the $19 billion 
remodeling market.” 


who 


8 In another company, a few months ago, 
an employe voiced his chagrin to an as- 
sociate over his employer’s failure to let 
the employe group know that the com- 
pany had been sold before advising the 
public through the press. It’s a rare 
example, but it shows how far a company 
can go in the wrong direction. Celotex, it 
appears, has gone quite far in the right 
one. = 
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Journal-American 


increases its lead 
over the second 
evening paper... 


142,795 


161,521 


From Publishers’ Statements 
for 6 months periods ending 
March 31 each year. 


The New York Journal-American’s daily cir- 
culation averaged 639,116 for the 6 months 
ending March 31, 1961 ... largest circulation 
of any 10c daily newspaper in the world! That’s 
161,521, or 33.8% more than the World-Tele- 
gram and Sun, the second New York evening 
newspaper. The above chart shows how the 
circulation gap between the Journal-American 
and second place has widened year by year. 
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jmerican 


Represented Nationally by Hearst Advertising Service Inc. 


Advertising Age, June 12, 1961 


IRON ENGINE—Donald H. Workman 


ers’ Society, launches a nationwide campaign to promote the use of 

gray iron castings by affixing a bumper sticker to a ’61 Ford Falcon. 

Edward W. Mehrer, manager at Ford’s assembly plant in Lorain, O., 
looks on. 


(left), exec vp, Gray Iron Found- 


Net TV Gross 


1960 vs. 1961 


Source: TvB Figures from Leading National Advertisers 
and Broadcast Advertisers Reports 


Time Billings 


March January-March 
% % 
1960 1961 Change 1960 1961 Change 
We) cine $13,487,460 $16,577,140 +229 $ 39,424,580 $ 47,414,630 +20.3 
ee 24,043,799 23,085,353 — 4.0 70,498,328 66,909,058 — 5.1 
UE: aketesastiis 21,072,164 23,920,311 +13.5 61,976,770 68,154,484 +10.0 
POINT Sixcssacs $58,603,423 $63,582,804 + 8.5 $171,899,681 $182,478,172 + 6.2 
MONTH BY MONTH—1961 
ABC CBS NBC TOTAL 
IIE Sncisisiesncsiosinns $15,898,310 $22,894,855 $23,031,118 $61,824,283 
FRI cvescscesexscses 14,939,180 20,928,850 21,203,055 57,071,085 
SNR ntisdtecsbesiadesciee 16,577,140 23,085,353 23,920,311 63,582,804 
Parts of the Day 
March January-February 
% % 
1960 1961 Change 1960 1961 Change 
Doytime ...... $18,047,710 $22,072,950 +22.3 $ 52,036,324 $ 62,305,682 +19.7 
Mon.-Fri... 15,176,992 18,827,410 +24.1 42,151,893 51,729,028 +22.7 
Sot.-Sun. .. 2,870,718 3,245,540 +13.1 9,884,431 10,576,654 + 7.0 
Nighttime ... 40,555,713 41,509,854 + 2.4 119,863,357 120,172,490 + 0.3 
$58,603,423 $63,582,804 + 85 $171,899,681 $182,478,172 + 6.2 


*February 1961 figures revised as of May 


15, 1961. 


‘Bravo,’ Arts Quarterly, to 
Bow: Names Van Brunt 
| Bravo, an arts magazine for con- 
cert audiences, has been an- 
nounced by Bravo Publishing Co., 
17 W. 71st St., New York. The 
publication will be hand-delivered 
four times a year—in September. 
October, January, and February 
to concert subscribers in 700 com- 
munities along with their pro- 
grams, the company said. Rates 
have been set up on a full-season 
(four consecutive months) and 
half-season (two months) basis, 
starting in September or January. 
Full-season page rates, one time. 
are $21,960 b&w and $32,940 for 
four-color. Half-season page rates 
are $12,200 b&w and $18,300 for 
four color. 

Arthur A. Whittemore is presi- 
dent of Bravo Publishing; L. Slade 
Brown is exec vp; and H. Rollin 
Boynton is ad director. The com- 
pany has named Van Brunt & Co. 
to handle its ad account, which is 
expected to bill about $75,000. 


Foster Grant Runs Insert 

Timed for appearance just before 
the plastics industry exposition, 
Foster Grant Co. ran a 16-page 
color insert in the May issue of 
Modern Plastics. The insert will be 
merchandised by field salesmen. 
| Donahue & Coe, New York, is the 
agency. 


! 

|\Comstock Adds Account 

| Niagara Frontier Transit System, 
Buffalo, has appointed Comstock 
& Co., Buffalo, its advertising 


counsel. A continuing newspaper, 
transit and radio campaign is 
| planned. 


Ouer 425,000 7 
Awards to Juniors d 


Issued annually for marksman- 
ship achievements, under the 
supervision of 360,000 adult 
male readers! 


Write for sample copy. A 


~ ™KMERICAN 
RIFLEMAn=... 


SCOTT CIRCLE WASMW. 6 OD. 
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One of a series of comments on Metropolitan Oakland 
as a market by food advertising executives 


In our continuing analysis of the various marketing areas in which counties), but in terms of food sales, obviously of special importance 
our products are sold, there is one characteristic which is especially to us, this market also leads all other Northern California counties 
important to us. It can be summed up in one word: vitality. A good by a wide margin in a continuing upward growth pattern. 


measure of this vitality is rate of growth as compared with other 
leading population centers. 


a market that has proved its ability to grow faster than the world 
around it. Not only is its rate of population growing at a pace greater 
than that of the United States as a whole (a fact that has already 
plummeted this area into first position among all Northern California 


YES, it is important toe recognize Metropolitan Oakiand's 
commanding size as a market. It is equally important to 
remember this fact: 


ONLY THE 


®@akland 


We at Oscar Mayer & Co. are particularly happy to have our 
products well distributed, well known and well accepted throughout : 
Metropolitan Oakland (Alameda County) is a shining example of the vital, rapidly growing marketing area of Metropolitan Oakland. a 


CARL G. MAYER, Vice President, 
Advertising and Public Relations 
OSCAR MAYER & CO. 


COVERS METROPOLITAN OAKLAND* 


Greatest Home Delivered Circulation 
in Northern California 


GO BIG..BE BIG 
National Representatives: in the TRIBUNE... 


CRESMER & WOODWARD, INC. 


*Two out of three of the more than 250,000 
families in Metropolitan Oakland (Alameda 
County) are Tribune subscribers 


Member Metro Sunday Comics Network 
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Three Dissident Voices on Creative Man‘s 
Views on Copy, Shoe Ad, Ad Year Symbol 


To the Editor: Heavens, I don’t | campaign, that of the Glass Man- 
want to sound the death knell for ufacturers’ Institute. Graphically, 
copywriters, but I would like to| rather than verbally, the ads re- 
register serious disagreement with cently inserted in Life have con- 
the conclusions reached in the/| tained the bare minimum of copy. 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


“Creative Man’s Corner” in the | 
May 22 issue. 

This column opens, after the | 
presentation of three primarily | 
visual magazine ads, with the | 
statement “... the art work is| 
superb. But what do they leave} 
you with after the intriguing art 
work has caught your vision and | 
your curiosity?” 

The thesis which the “Creative | 
Man” is attempting to propound 
seems to be that copy is always 
necessary. I submit that this is not 
universally true. Take just one 


The impression that glass is clean, 
that glass is functional—that glass 
is “class,” if you will—has been 
singularly presented by illustra- 
tion alone. 

I have long felt that the impor- 
tance of copy has been overempha- 
sized. Take the recent survey done 
by ADVERTISING AGE itself, wherein 


| it was pointed out that the attitude 


of at least 30% of the American 
public is in some manner unfavor- 
able toward advertising. From this 
it can be argued that when a cross 
segment of the American public 


WA QUICK QUIZ TO HELP YOU RATE YOUR PRINTER'S 
PERFORMANCE IN. COST. SERVICE - TECHNICAL ABILITY 


EDWARD STERN & COMPANY — PRINTERS 


mT saueoe 


write today for the 
informative free booklet 
“CHECK UP ON YOUR PRINTER” 


How do you evaluate a printer’s sales staff, 
technical ability, scope of service? How can you 
tell whether a printer is giving you quality con- 
trol, cost-cutting planning, creative thinking? 
And what difference does it make whether or not 
he does any or all of these things? 


This new booklet, prepared as an industry serv- 
ice, answers all of these questions and more. In 
a 90-point rating quiz, “Check Up On Your 
Printer” explores all the areas that vitally con- 
cern every person who orders, pays for, or sells 
through the printed word. 


Naturally it’s a “handbook” for print buyers. 
But it’s also an illumination for the purchasing 
supervisor, the treasurer, the art director, the 
advertising director and the account executive. 
Finally, it will prove of interest to the company 
president who realizes that nowhere is the image 
of his business so constantly and concretely 
expressed to the public as in print. 


for your copy, without charge, 
write on your company letterhead to: (Dept. A) 
EDWARD STERN & CO., INC.—PRINTERS 


Independence Mall, Philadelphia 5—MArket 7-6700 
Philadelphia »« New York « Pittsburgh 


views any advertisement at least 
30% will be critical. When these 
people who are predisposed to be 
critical see an ad in which copy is 
the primary element there will be 
a tendency on their part to dis- 
trust the message or conclusion of 
the ad. This is not true when pic- 


torial representation is the primary | 


element. The copy is an objec- 


tive element, outside the viewer. | 
The picture, in the process of| 


viewing, becomes subjective, in 


that the viewer reads into the pic- | 


ture his own conclusions or im- 
pressions as a result of the exter- 
nal stimulus. These conclusions or 
impressions, having originated 
within the mind of the viewer, 
are not as prone to distrust as 
words inserted there by the copy- 
writer, however talented. 
Thomas E. O’Neill, 

Advertising Instructor, South- 

eastern University, Washing- 

ton. 


To the Editor: ... The writer 
of “Creative Man’s Corner” [AA, 
May 15] voices a criticism of men’s 
shoe advertising I have heard from 
agency men over more than 30 
years. But always the criticism has 
seemed to come from a man who 
never had served a shoe acccount, 
or who would like to have one. 
Recently we received a letter of 
solicitation from an advertising 
agency which had had a men’s 
shoe account for nine months. 
That letter, too, voiced the same 
criticism of men’s shoe advertising 
. . . and it expressed pride in the 
“different” advertising created for 
its erstwhile account, which it had 
“resigned” for some unexplained 
reason. 

The fact that the writer of “Cre- 
ative Man’s Corner” has selected 
for his criticism ads of the two 
lines of men’s shoes enjoying the 
finest public images in America 
should give him pause. But I know 
the irrepressible impulse from 
which he speaks. Facts have not 
yet disturbed his serenity, where 


| shoe advertising is concerned. He 


approaches the subject as a Har- 
vard man approaches government 

. and he would be equally like- 
ly to do mayhem when theory and 
fact collide. 


McCann-Erickson Inc. some 
years ago determined in its 


own research that shoes rank 
fourth among all products in po- 
tential power to attract interest. 
Why, in heaven’s name, would 
our esteemed critic want to forego 
a natural advantage such as that 
by subordinating shoes to socks 
and trouser legs and situations 


etc., to satisfy his personal “art.” 


When a reader is interested in 
shoes, he wants to see shoes. The 
psychology of correct shoe adver- 
tising is as simple as that. 


I imagine our critic would also 


be against Starch ratings if they 
disagreed with his preconceived 


notions. But it should interest him | 


to discover that both our esteemed 


competitor and Nunn-Bush receive 


the highest Starch ratings of all 


apparel advertising. Why? Because 


the advertising creates the most 
vivid public image. 
I’ll wager that our critic will not 


influence men’s shoe advertising 


to any appreciable extent by his 


comments from the sidelines .. . 


not the men’s shoe advertising that 


“counts,” at least. If his shoe ad- 
vertising criticism is typical of his 


total view of advertising ... I 


believe he might do better as a 
career man in the Kennedy ad- 


ministration. . . 

Walter Fanning, 
Vice-President in Charge of 
Advertising, Nunn-Bush Shoe 
Co., Milwaukee. 


To the Editor: When I read in 
your April 24 issue, Creative Man’s 
criticism of one of the ads de- 
signed to explain to the mass pub- 
lic the economic benefits of adver- 
tising, this thought came to me: 

Why is it that when somebody 
tries to defend advertising from 
unjust attacks by pointing out the 
economic facts, someone else in 
advertising jumps up to criticize 
and belittle those efforts? 

The criticisms the Creative Man 
leveled at the ad he reproduced 
were unwarrant- 
ed. The ad did 
not claim that 
advertising took 
all the credit for 
economic prog- 
ress. Rather it 
showed that ad- 
vertising was one 
of three major factors. 

Nor did it say that these three 
factors were the only ones. Every- 
body knows there are also other 
factors—research, invention, prod- 
uct development, financing, mer- 
chandising, etc., etc. But does Cre- 
ative Man seriously think that a 
dissertation covering all of these 
factors (which would require long 
and tedious copy) would “come 
off” quickly, and be read and un- 
derstood by the mass of peo- 
ae 

The reasoning of this campaign, 
in terms of economics, was devel- 
oped with the same professionals 
who have conducted the economic 
education campaigns for the Ad- 
vertising Council for the past 13 
years. These have included three 
anti-recession campaigns, one of 


Let's Keep Rolling Ahead 


which is now in successful prog- | 


ress. 


inescapably and perennially ac- 
curate. And the success of adver- 
tising as an energizer of mass pro- 
duction is equally unchallengeable. 

Our gross national product has 
risen year after year. Mass demand 
has grown, stimulating mass pro- 
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Kay Daly Wins Admirer 
With-Lucid Prose 

To the Editor: Kay Daly’s in- 
trospective razz-matazz on hcuw to 
woo a woman cosmetically came 
through refreshingly lucid and in- 
formative [AA, May 22]. Al- 
though immortality in the Poets’ 
Corner should be withheld, her 
prose far outshines much of the 
dreary business commentary one 
reads these days. She can well take 
her place with “lay-it-on-the- 
line” Walter Guild and “say-it- 
memorably” Hal Stebbins. A rous- 
ing “Oh, Kay!” for the speech. 

Mike Hahn, 
Jaqua Co., Grand Rapids, Mich. 
e * s 


Provocative Ad Bothers 

To the Editor: This ad bothers 
me. It ran, appropriately enough, 
in Life. 

I don’t know whether it’s the 
gal’s position (provocative, to say 
the least), her expectant look (also 
provocative), or the heart-warm- 
ing display of—er, feminine abun- 
dance (still more provocative). But 
it kinda startled me. There I was, 
just thumbing through the maga- 


The economics of lower unit cost 
resulting from higher volume is | 


2 New ~ Young —~ Warner's 


zine, looking for something. A mo- 
|ment later, there I was—just lock- 


duction and providing the econ- | ing. In fact, I plumb forgot what I 
omies aforesaid. Yet many people | was looking for 
’. : ss ss } ° 
don’t associate gpa advertising | And guess what: Tomorrow is 
budgets with that — In this | for real live people. No kidding. 
campaign we are making the con- |... what the ad says. (I think 
nection clear. . . . P : . | they mean real live gals. Who else 
What we are discussing in this lhas need for such like?) 
campaign is the continuing and | How about it? Should we wait 
long-term effect of advertising— ‘for tomorrow? Why not tonight? 
not the ups and downs which are See what I mean? 
natural in a free economy. We) M. H. Banner, 
have about 15,000,000 more jobs Normal, Il. 
than we had 20 years ago. Nearly 6 e e 
half of our present jobs didn’t 
exist 30 years an Others are being MRG&R Objects to Being Called 
created every day, especially in the an ‘Industrial’ Agency 
service industries which now em- To the Editor: ADVERTISING AGE, 
ploy more workers than produc-|in its coverage of our tenth anni- 
| tion—and the trend to service gets |versary [AA, May 8], referred to 
|stronger every year... us as “an industrial” agency and 
G. W. Head, indicated that we were a Chicago 
Chairman, Advertising Year (and Pittsburgh agency. 
Committee, Advertising Fed- It referred to talks by Harold 
eration of America, New York. Burson, of our company, and Dr. 


cess, I have attached a graphic, self- 

explanatory example—namely, the 

Rose’s Lime Juice ad which ap- 

pears on Page 89 of the April 15 

issue of The New Yorker and—10 

pages later—an 
almost identical 
approach used by 

Biotherm cos- 

metiques. 

EWRR, as you 
may know, adopt- 
ed this particular 
first-person copy 
and art slant for 
Rose’s at least 
two years ago. 
And now we 
have a beautiful 
example of a 
“copy cat.” 

Phil Fewsmith, 
Erwin Wasey, 
Ruthrauff & 
Ryan, New 
York. 


A Rose (Lime Juice) by Any 
Other Name Is Copying 

To the Editor: Just to prove once 
more the truth of that old bromide 
about nothing succeeding like suc- 
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Melvin Anshen, a consultant to our|titled to the loyal support of all 
company, and indicated that they | sections of the great consuming 
had said we were permanently | public. 

turning our backs on consumer Franklin D. Roosevelt 
accounts. * * 


e 
The facts are these: Agency Internship Program 
1. We currently operate in New for Students Might Plug Gap 
York, Pittsburgh, Chicago and To- To the Editor: For your editorial 
ronto. Each office, except Toronto, | in the May 15 issue concerning the 
which is our newest, is complete | need for vigorous recruiting of col- 
in all departments and autonom- lege graduates for the advertising 
ous except for policy. The company | profession I send my sincere con- 
is managed by a board of directors, | gratulations. 
which meets a minimum of ten As a soon-to-be graduate of the 
days a year and determines basic | college of business administration 
policies. The operating executives |at Marquette University in Mil- 
of the New York, Chicago and /|waukee, I can truthfully say that 
Pittsburgh offices are members of | advertising practitioners are most 
the board of directors. We have no |lax in recruiting young people to 
branch offices, and because many |their ranks. Dozens of would-be 
agencies do, there is a constant | copywriters, media buyers, man- 
effort to tag us as a “Chicago” or |agement trainees, etc. are being 
“New York” agency. We are not| forced to seek employment in other | 
the product of any city, and we | fields because of the unwillingness | 
have no headquarters as such. of advertising employers to hire 
‘ them. 
Dri Anh referred teas an | Ih as experts predict the volume 
“industrial” agency. The facts are pa acs agen. is to a by et 
that approximately 50% of our |™ had © present emp oe ae 
business is industrial in nature. ech people to produce this vol- 
Nearly a quarter of our business gi , 
is now in agricultural products and An excellent ben to meet this 
services. The remainder is in con- need for more qualified manpower 
sumer durables, shelter products, ~ to hire a college student plan- 
and financial and service accounts. | ™!"8 @ Career In advertising while 
These are our fields of specializa- he bea still - college. Agencies with 
tion and have been from our in- offices in cities where universities 
ception ten years ago. are located will find a multitude 
; f eager, hard-working college stu- 
A later story in ADVERTISING AGE : 
relating to our increased associa- dents who would — the opportu- 
tion with the American Agricul- “— to work tag neal cds d 
tural Chemical Co. again indicates h - at _— ul a ‘s aged aa ° 
that we are an “industrial” adver- | "241 Of My College Gays working 
tising agency and that there is under such ng arrangement with a 
some inconsistency here. medium-size agency in Milwaukee, 
If you will simply look into the I can attest to the value of such a 
facts and accept our oft-stated po- prUgrem ... John A. F | 
sition that we are not interested bmepeglir ere ‘oan 
in foods, drugs, cosmetics, wearing Marquette University, - 
apparel, tobacco, beverages, and| W@ukee. | 
similar “impulse” items, then the nd ° 
nature of our specialization will | National Shawmut Bank Is 
be more clear. Headquartered in Boston | 
Wm. A. Marsteller, To the Editor: The federal reg- | 
Marsteller, Rickard, Gebhardt | ulatory authorities, not to mention | 
& Reed, New York. La Salle St. and our correspondent 
Mr. Marsteller apparently is re-| banks all over the U.S., must have | 
ferring to the headline on the story | flipped on reading in the “Voice 
reporting MRG&R’s 10th birthday | of the Advertiser,” May 22 issue, 
celebration in New York, Chicago| that the National Shawmut Bank | 
and Pittsburgh. | is home-based in Chicago. 


e e bd In my letter requesting copies of 
President Roosevelt Linked your “Ad Man—Banker Profile” | 
Truth to Good Taste in Ads _you identified me as a veep of the | 


To the Editor: I find your quotes | National Shawmut Bank of Chi- | 
of 25 years ago quite interesting. | ©49°- To set the record straight, 
I thought the attached copy of a| the National Shawmut Bank has 
letter from President Franklin D. | been doing business in Boston. 
Roosevelt might be of interest to| Mass., for 125 years and has no | 
you and your readers. It was writ- | authorization for nor intention of 
ten in June of 1936. At the same | moving or branching beyond the 
time, I am attaching copies of two | Confines of the Old Bay State. 
other letters from President Roo-| The name “Shawmut” was the 
sevelt written to me in 1933 and| °riginal name for Boston. Shaw- | 
1934 when I was president of the|™Mut’s trademark is the Shawmut | 
AFA, before I became chairman. | [ndian and in our corporate title 
In those days the paid executive | We are perpetuating for posterity 
had the title of general manager | the memory of a little Indian vil- 
and the president and chairman of | !age which was to become the 
the board were volunteers. | “Cradle of Liberty,” the “Athens 

Edgar Kobak, |of America” and “Home of the 
New York. Bean and the Cod.” 
| Shawmut of Chicago—pfui! 

President Roosevelt’s 1936 letter | John J. Barry, 
to Mr. Kobak is reproduced below: | Vice-President, National Shaw- 

My dear Mr. Kobak: Every! mut Bank of Boston. 
movement which has for its object Sincerest apologies to Mr. Barry | 
the furtherance of truth in adver-| and National Shawmut. Obviously, 
tising is entitled to the highest | this was bank robbery on a grand | 
commendation. I understand that | scale. 
truth will be the theme of the 25th | . e e e 
annual convention of the Adver- | : 2. 
tising Federation of America when Agency Will Distribute 
it meets in Boston. I shall greatly Copies of Sandage Speech 
appreciate it if hmay through you| To the Editor: We would like 
extend to all in attendance at the | permission to distribute reprints of 
convention my hearty felicitations. | Prof. C. H. Sandage’s address as 

Your federation has done excel- | published in your May 15 issue... 
lent work for a quarter of a cen- In our opinion, this address tells 
tury by dedicating itself to a cam- | the real story of advertising and its 
paign in behalf of truth. Closely contribution to the economy of 
akin to truth in advertising is the | America. 
question of good taste and one need With your permission, we want 
not have a long memory in order | to see that members of the various 
to realize what advances have |civic clubs, high school and col- 
been made in the interests of both lege teachers, ministers and other 
truth and good taste in the quarter citizens receive copies. 
of a century just passed. Yours is Robert E. Bradham, 

a noble objective and working for| Bradham Advertising, Charles- 
its realization the federation is en- ton, S.C. 


Only In Milwaukee! Only in 
THE MILWAUKEE JOURNAL! Nowhere 


else Can you reach 9 out of 10 homes 


in a rich, million-plus metropolitan area 


with just one newspaper... no combin- 


ations, no supplementary media needed. 


And milline rates continue to be among 
the lowest in the country under The 
Journal’s new discount structure. 

When picking big newspaper markets, 


remember the best buy in buy-lines... 


THE MILWAUKEE JOURNAL 
375,950 Daily . 513,647 Sunday 


Member of Million Market Newspapers, inc. New York 
Chicago «+ Detroit + Los Angeles + San Francisco 


AAWK! 
9 OUT OF 10... 
ONLY IN MILWAUKEE 
.. AAWK! S,OUT OF 10... 
ONLY IN MiNMBAJKEE... 
AAWK! | ONLY 
IN MIL AWK! 


&% New Volume Discount Rate Schedule effective Mar. 1, 1961. 
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Phone: RA 


3 


< 


OFFICE SPACE 
AVAILABLE 


The most distinctive address 
for your Chicago headquarters. 
Located in the heart of 


“advertising row,” convenient 


to and for suppliers 
to the advertising field. 


north 
michigan avenue 
bbuilding 


Le ou tid daylight in all offices 
~ . 
© year 'rOmpibair conditioning 
~~ 


© fast, ample wadomatic elevators 


© excellent servicé 


WIRTZ, HAYMIE & EHRAT, INC., Managing Ase 
RA 68333 (Are Code 312) 


D. L. Harrington. 66, 
Direct Mail Leader, 
Donnelley Exec, Dies 


utive and management policy com- 
imittees of Reuben H. Donnelley | 

Corp., died after | 
a heart attack 
June 2. He had/| 
been president | 
and chief exec- 
utive officer of 
the company) 
from 1951 to) 
1956, and chair- 
man of the 
board and chief 
executive offi- 
cer from 1956 to | 
January, 1961. | 


David L. Harrington 


In 1922, Mr. 

Harrington became a partner in an | 
automobile owner mailing list busi- 
ness in Nevada, ta. When this busi- | 


™~ ness was bought by Donnelley, Mr. 


Harrington became its manager of 
Nevada operations. In 1927, he was 


transferred to Chicago as produc- | 


tion manager of Donnelley’s direct | 
mail division plants in New York, | 
Chicago, Los Angeles and Nevada. 


_and elected vp in 1943. In 1945, 
‘after election to the board of direc- 
tors, he became chairman of its 
executive committee. 


# Mr. Harrington, a native Iowan 
who for a time was a wheat farmer 
in Alberta, in 1959 received the 
Miles Kimball Gold Medal Award, 
the highest honor in direct mail 
advertising. He was cited for his 
key role in establishing the Busi- 
ness Mail Foundation, of which he 
was incorporator, director and im- 
mediate past president. He was 
also a past director of the Mail Ad- 
vertising Service Assn. and past 
| president of its Chicago chapter, 
|and a director of a number of civic 
organizations. 

Survivors include a son, Edward, 
who is account executive in Don- 
nelley’s direct mail division. 


E. B. JEFFRESS 


CHAPEL HILL, N.C., June 6—E. B. 
Jeffress, 75, president of the 
Greensboro News Co., Greensboro, 
N.C., died here May 2 of a heart 
attack. Mr. Jeffress had been pres- 
ident of the company, which pub- 


\lishes the Greensboro Daily News 


Mercury and News 


Here’s the National Rank: 
Mercury — 15th among all morning papers 


FIRST 


In Total Advertising Gains 


For the first quarter of 1961, San Jose ranked FIRST 
in linage gains among all 81 M-E-S combination cities 
—including those with several papers—surveyed by 
Media Records. San Jose’s gain: 467,808 lines—proof 
of advertisers’ confidence in this billion-dollar market 
and its complete coverage media! 


5,479,224 lines 


News — 22nd among all afternoon papers 


5,470,772 lines — 


News and 
Mercury-News — 34th among all seven-day newspapers 


7,326,833 lines 


Classified Linage: 


Mercury — 10th among all A.M. dailies 


and the Evening Record, since 1918. 
He was mayor of the city from 1925 
to ’29 and president of the chamber 
of commerce from 1922 to ’23. He 
was also chairman of the state 
highway commission in 1931. 


HAROLD MITCHELL 
WINSTON-SALEM, N.C., June 6— 
Harold Mitchell, 67, head of Mitch- 
ell Advertising Agency, West 
Hempstead, L.I., died yesterday of 
a heart ailment in Baptist Hospital 


Teen Age Dance Book, Household Ency- 
clopedia, Bowling, Merriam-Webster 
Dictionary, Home Sewing, Power Golf, 
Pocket Cook Book, Baby and Child Care, 
World Atlas, Major League Baseball Hand- 
book, Pro Football Guide, Winning 
Bridge, Gardening, Hunting and Fishing, 
Guide to a Higher Income, Legal Ency- 


| clopedia, Complete Letter Writer, Camp- 


craft—plus quiz, game, puzzle, humor 
and fun books—and hundreds of other 
best-selling Pocket Books titles can be 
adapted as 


PREMIUMS 


to help you build traffic, 
leads, stimulate more retail volume 
through sales tie-ins, and act as your 
ambassadors of good will. 


POCKET BOOKS 


cost so little, offer so much. They can be 
selected for universal or bulls-eye appeal 

for men, women or children. Your 
customers and prospects will read them 
and use them frequently and over a 
long period of time. 


YOUR OWN 
COVERS 


featuring your name, logo, products and 
sales message can be adapted to proven 
best-sellers. Successful book premium 
and tie-in programs have been developed 
by POCKET BOOKS, world’s largest pub- 
lisher, and by GOLDEN BOOKS and 


attract sales 


GOLDEN RECORDS, our affiliate in the | 


children’s field, for Johnson & Johnson, 
AMF, Ford, General Mills, Stanley Tools, 


| Kraft, Kimberly-Clark, Levi Strauss, East- 


News — 11th among all P.M. dailies 


Mercury-News — 36th among all Sunday papers 


San Jose — SM “Preferred City” for 30 months! 


Mercury and News 


Call Your Ridder-Johns Man for Details 


man Kodak, International Trucks, Gruen | 


Watches and many others. 


CALL OR 
WRITE NOW! 


Whether you are local, regional or na- 
tional . . . requiring a thousand units or 
several million . let us hear from you. 
Just tell us if you want store traffic, sales 
leads, sales tie-ins, good will builders, 
self-liquidators. We'll suggest a program 
tailored to your needs 


SPECIAL PROJECTS 
DIVISION 
The Benjamin Company 
600 Fifth Avenue, New York 20, New York 
Circle 5-2550 
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here. Mr. Mitchell worked as a 
|salesman on the New York Post 
and was with the Halpern Adver- 
|tising Agency before starting his 
{own shop after World War I. He 
“had been in semi-retirement re- 


Cuicaco, June 6—David L. Har- | He was named general manager of | cently and had moved to Hender- 
rington, 66, chairman of the exec- the direct mail division in 1932, | sonville, NC. 


CHARLES D. OSBORNE 


Auburn, N. Y., June 6—Charles 
D. Osborne, 72, president and pub- 
lisher of the Auburn Citizen-Ad- 
vertiser, died of cancer at his home 
May 31. 

Twice elected mayor of Auburn 
and twice president of the New 
York State Mayors Conference, Mr. 
Osborne served as president of the 
New York State Associated Dailies 
in 1942 and was active in the New 
York State Publishers’ Assn. 


® He started in 1913 as an editori- 
al writer for the Auburn Citizen, 
then owned by his father. He be- 
came vp and general manager in 
1915, and in 1926 succeeded his 
father as president. 

The Citizen bought the Adver- 
tiser-Journal in 1919, and Mr. Os- 
borne operated both until 1931, 
when the newspapers merged. In 
1936 his company also acquired 
radio station WMBO. 

When he ran for his first term 
as mayor in 1927, the Citizen sup- 
ported him as a Democrat, while 
the Advertiser-Journal, as a Re- 
publican newspaper, opposed him, 
although he owned both. 


ROBERT J. BETTS 


DENVER, June 6—Robert J. Betts, 
62, president of Betts-Drager Ad- 
vertising, Denver, died May 19 in 
Presbyterian Hospital. He had been 
ill several months. He founded his 
own agency, known as Bob Betts 
Advertising, in 1926. 


HENRY J. GAAB 


LANSDOWNE, Pa., June 6—Hen- 
ry J. Gaab, 65, general superin- 
tendent of the Chilton Co. printing 
plant, Philadelphia, died May 24 
in Fitzgerald Mercy Hospital. Mr. 
Gaab started his career as an ap- 
prentice typesetter. He spent more 
than 50 years with Chilton, and a 
predecessor, Federal Printing Co., 
New York. 


BIRT F. FISHER 


SEATTLE, June 6—Birt F. Fisher, 
75, an early pioneer in radio and 
one-time owner of KOMO and 
KJR, Seattle radio stations, died 
May 16 at his home. Mr. Fisher 
bought KOMO in 1925 but later 
| sold it to Fisher’s Blend Station. 
He acquired KJR in 1933. He re- 
mained as secretary and manager 
of both stations until they were 
separated in 1945, and continued as 
manager of KJR until his retire- 
iment in 1946. 


ROCCO DiMARCO 


DetrRoIT, June 6—Rocco DiMar- 
| co, 56, vp and art director of Max- 
on Inc., died of a heart attack May 
27 at the Detroit Race Course. 

A veteran Detroit artist, Mr. Di- 
Marco joined Maxon Aug. 1, 1930, 
lshortly after the agency was 
| formed. He was a member of the 
Adcraft Club. 


VICTOR BUCHANAN 

MINNEAPOLIS, June 6—Victor 
| Buchanan, 74, advertising repre- 
| sentative for American Weekly for 
|26 years until his retirement in 
|1957, died May 30. # 


GF Sales, Net Up 


General Foods Corp., White 
Plains, N.Y., had record sales in 
1960 and record net earnings for 
the eighth successive year. Dollar 
sales for the fiscal year ended 
March 31 were up 6.7% to $1,160,- 
177,000 while physical sales volume 
increased 9.8%. Net for the fiscal 
year was $66,821,000 or $2.69 a 
share, compared with the previous 
year’s $61,071,000 equal to $2.48 per 
ishare. 
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They’re 
playing 
our 
song! 


“Good cormmercial, but it doesn’t sing!” Ever heard that one before? 
In our book, the only commercial that really sings is the one that 
sells the product and returns a profit to the sponsor. Fact is, this 


magic combination of sing and sell is the N. W. Ayer theme song. 


The commercial is the payoff N. W. Ayer & Son, Inc. 
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Admen Switch 
Jobs Oftener, 
Study Reveals 


AA Study of Data from 
Recruiter Conley Shows 
Variances Within Field 


By Don Morris 


Cuicaco, June 8—The adver- 
tising industry is a volatile one 
from the standpoint of personnel. 
Admen change jobs on the average 
of three times per decade. It is a 
young man’s field, and it is the 
young admen who account for the 
heaviest proportion of job switch- 
ing. 

These findings were made in 
the course of a study by ADVER- 
TISING AGE, based on data samples 
supplied from the files of Edwin 
B. Conley, of Conley Associates, 
Chicago executive recruiting or- 
ganization. 

The study involved comparisons 
of advertising men in the con- 


sumer general, food and industrial 


PROOFREADING 


Labor Cost Is Expired 
Time... 


LET US NARROW 
THE MARGIN! 


READ/IT, txc 


53 W. Jackson Blvd. © Chicago 4, iil 


a with (1) sales man- 
agers in the same three groupings 
“and (2) executives in the general 
j}manufacturing classifications and | 
| (3) with chief engineers. 

| The same groups were analyzed 
from the standpoint of number of 
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Frequency of Job Changes by Occupation, Income Level: 1950-60 
From Samples Supplied by Conley Associates, Chicago 


job changes, correlated (1) with 
salary level and (2) with age. 

The pattern of employment sta- 
bility exhibited by the chief en- 
gineers showed fewer than 10% 
with as many as four job changes 
in the past ten years; among ad- 
men the figure was approximately 


Average Frequency of Job 
Changes by Occupation 
and Age: 1950-'60 


_]325,000 AND UP 
THR onneer $25,000, 


ie ~ 

1 3} 

a yam 

1 6+ 

" s} , 

’ = = wc ENGINEERS, 4 _ e + 

3 = — 

20%. At the other end of the scale, 5] ‘ . — 
more than 54% of the chief engi- ‘= aa a ee i 
| neers had changed jobs only one ° 
time or not at all in the decade, sunt ass) i«as' @«¢en't «evev euuy i«esgevyYy saugrt 
whereas the number of admen ex- OR MORE OR NONE OR MORE OR NONE OR MORE OR NONE OR MORE OR NONE OR MORE OR NONE OR MORE OR NONE OR MORE OR NONE OR MORE OR NONE 
|hibiting this low rate of change Advertising Advertising Advertising Sales Mgrs. SalesMgrs. Sales Mgrs. Mfg. Chief 
| was only 18%. (Consumer Gen.) (Food) (Industrial) (Consumer Gen.) (Food) (Industrial) (Gen.) Engineers 
s Admen in the food field showed Among industrial advertising covered in the study was their|same trend in job changes—a de- 
slightly less volatility than those| men there were still fewer job salary level. The study broke | creasing number of changes with 


in consumer general advertising 
excluding food, with an average 
job longevity of four years, com-| 
pared with the 3.3 years of the non- | 
food ad group. 


changes; none in the study sample, 
for instance, had changed jobs 
more than three times. 

The most striking fact revealed 
about industrial advertising men 


In TAMPA- 


ST. PETERSBURG 


Sell the Negro in These 
Six Big Markets... 


With Rounsaville Radio 


down each of the groups into 
those at the $25,000-and-over level 
and those under $25,000. In general, 
the two groups changed jobs 
with about the same frequency, but 
among industrial advertising men 
there was only a single example 
at the higher salary level. 

The sales managers, unlike the 
admen, showed heavy preponder- 
ances in the one-job-change-or- 
none category, and a small group 
(about 4%) in the four-or-more- 
changes group. 


s It was the admen in their 30s— 
whether in consumer general or | 
food—who accounted for the bulk | 


advancing age—but the number of 
| changes declined from 2.2 changes 
|per decade to one, whereas the 
|decline among the admen was 
| from three to two. 
| By way of contrast, sales man- 
| agers’ job changes maintained ap- 
| proximately the same frequency at 
| each age level, in both the consum- 
|er general and the food fields. + 
Columbia's ‘Gidget’ Ties in 
|With Supermarket Chains 
Columbia Pictures Corp. has 
launched a contest tie-in with sev- 
|}eral food chains for 
‘Gidget Goes Hawaiian.” Food 
chains tying-in regionally include 


its movie, 


You Sell the Negro 
only if you 

Buy WIMP... 
Rounsaville Radio 


In fast growing Tampa-St. Petersburg 129,000 
Negroes spend $66,180,620.00 annually on con- 
sumer goods. It’s definitely a big spending market! 
And you reach it only with Rounsaville Radio’s 
WTMP—only all Negro-Programmed station in 
Tampa - St. Petersburg! Top rated by both Pulse 
and Hooper (as are a// the Rounsaville Stations!) 
Call or write today for the full story on WTMP, 
and the entire Rounsaville chain. Represented 
nationally by John E. Pearson, in the Southeast 
by Dora-Clayton. 


pep Six Rounsaville Radio stations 
reach 1,433,915 Negroes with 
$824,000,000.00 annual spendable 
income. A proper part of your 
budget must go to Rounsaville 
Radio or you miss this growing 
market. Rounsaville Radio pro- 
= gramming exclusively for the 
§ Negro with Negro disc jockeys 
and personalities, speaks with 
believability. No one does a better job of reaching the 
Negro than we do at Rounsaville Radio. 


HAROLD F. WALKER—V.P. & Nat'l Sales Mgr. 


buy one or all—discounts with two or more! 


WCIN—CINCINNATI. 5000 watts. Reaches 170,- 
000 Negroes, who spend $140,528,670 annually 


WLOU-—LOUISVILLE. 5000 watts. Reaches 158,- 
000 Negroes, who spend $127,405,400 annually 


WVOL—NASHVILLE. 5000 watts. Reaches 124,- 
000 Negroes who spend $82,400,000 annually 


WYLD—NEW ORLEANS. 1000 watts. Reaches 
294,700 Negroes, who spend $218,483,000 annually 


WTMP — TAMPA.- ST. PETERSBURG. 5000 
watts. Reaches 129,000 Negroes, who spend $66, 
180,620 annually. 


KRZY—DALLAS-FT. WORTH. 500 watts. 730 
on the dial. Reaches over 350,000 Negroes who 
spend 80% of income on consumer goods 


FIRST U.S. NEGRO-PROGRAMMED CHAIN 
FIRST IN RATING IN 6 BIG MARKETS 


ets 


ROUNSAVILLE 
RADIO STATIONS 


3220 PEACHTREE RD., N.E. © ATLANTA 5, GEORGIA 

CEdar 1-3000 
ROBERT W. ROUNGAVILLE 
Owner-President 


JOHN E. PEARSON CO. 
Nat'l. Rep. 


HAROLD F. WALKER 
V.P. & Nat'l Sales Mor 


DORA-CLAYTON 
Southeastern Rep. 


of the changing. By the time they | Kroger’s, Food Fair and Vons, with 
pag reached the fos igh, femure| Safeway’ im final negotiations. In 
: : an Oe had | 2!) more than 650 cities in 34 
tay and vo age foyer he nag th | states will be covered in the con- 
een attained, + = rg aaa © | test, which offers a movie con- 
consumer general group stayed on tract and trip to Hawall among 
; ; aS | the 2,089 prizes. Contestants get 
pe ge ogy oll onger | their entry blanks in the food 
pot wears. stores but must return them to the 
The chief engineers showed the | a where the picture is 
The contest runs two weeks in 
|each area, with the entire promo- 
tion covering 90 days. Columbia 
has appropriated about $100,000 
for the drive, in addition to the 
regular media promotion for the 
| movie, which it said will be more 
| than $400,000, placed locally. Stan- 
|ley Arnold Associates, New York, 
| coordinated the promotion. 


Costs Less— 
Does More 


‘Friden Sets Campaign 

A two-page b&w ad will be used 
by Friden Inc., San Leandro, Cal., 
| business machine manufacturer, to 
promote its “practimation” motif 
in the June 12 issue of Newsweek, 
|June 17 Business Week and June 
19 U.S. News & World Report. Also 
scheduled to break during June 
will be quarter-page and two- 
thirds page ads on a variety of 
Friden products in a number of 
, business publications. 


An analysis of keyed coupon returns 
covering ten food and transportation 
advertisers using The New York Mirror 
one other morning paper and three eve- 
ning papers gives this result: 


The Mirror space cost 16.8% of the 
total invested. But The Mirror produced 
21.3% of the total returns — twice as 
many as any one of the evening papers. 


Make 


_WXYZ-TV Names Gallagher 
The Mirror Thomas J. Gallagher, formerly 
with Independent Television Corp., 
a MUST! New York, has been appointed by 
WXYZ Inc., Detroit, to work on 
|special assignments in WXYZ-TV 
|syndication and program sales. 
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each issue that holds readers for over 6 hours? 


There’s a magic paradox about TRUE readers. They are vital, ener- 
getic, born enthusiasts. Yet these same young men can quietly pore 
over one issue of the magazine for many hours at a clip. How’s this? 
Well, the magazine in question is TRUE—and it fairly crackles with 
honest, exciting, timely fare. 


It’s a fact...every month more than 7,000,000 vigorous men delve 
into the one man’s magazine that reflects the full, fascinating gamut 
of their many interests, CURRENT EVENTS, ACHIEVEMENT, AMERICAN 
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HISTORY, ADVENTURE, SPORTS, GOOD LIVING! And when they finally 
put it down they react the only way they know—POSITIVELY—to the 
messages of the major advertisers so liberally sprinkled throughout 
the pages of TRUE! Pp epee ree 


“ECO E: 


THE WORLD'S LARGEST SELLING, MOST WIDELY READ MAN’S MAGAZINE 


im Fi. Sete SN oan = ae Ne ERR = a Seer Seis ° ae - > a ‘ald aoe Oe eae date a a % eee ies. sie lyche k= allel Se ee ae SS eee NEE to Spat Sh ee ae a Bi hee Tt ae We. ila ee ee ke oll aa, S Were ige eon 4 ni a. ey 
nt Be aN cs eee Bua h i aerate Sie are. ge ete ix a - WMI eije RT aOR oer Wie epee PRE sy RR ber a tg aig Meat ge RD eo eT bg oe Se ia TEN Sane ae | 
ap iia a ae a nt ete te = <a ener Be aoe ee ee ee ae ee ee oe A Teo ae iti 
PE SA I aie Sa a Oe an ee ae ee oc Ree Rad oe 2 WEP Re er 1s ey See a aa 4 
ar - =e PBT Ty (hata ate ae nolan a es ; a lied oy oo ee ee Rg ey PSone : : > = Sa OU en aes ee nae separ. on Sea a a is a ic Sipe aD aes Soa oe ae 8 ae 
es 
eeu : 
at 
is ’ 
so EE “or a 
fae 5, 5 Me Ss PO yA ie Ge 2a de 
mee IE a ae a) 
eS ha ss a oem ; ee 
y — ie: t- ks “* a 
: = be ai \ a . AAs 
: . — - —— 
oe : ; ; 4 “~ Y oe _ 
a i — ~~ 3" . = ie aa 
peat ’ a pecs cera, 
“es — = ; e es 
Z ae ae > all E & > are? a a 
ae : a a _ aa aor + 
a ’ ee . a Toa ie aes 
se ; A Baie? _ ieee aS le 
. “Nag en 
oe Ss Bae tie at 
_— Ae f 3 
ae AOs } 
2 ae sh ene aaa 
b. ; 4 t ‘ ee . . XX 5 i - are 
3 ae ees — Rs es ee 
\ aS ee ee 
Re: 4 4 8 ‘e ~~ SS tie hee 
wi \ 1 A "y , Px <a, Bs. . a 4 idea its 
ilies a -* Ar.” _ ; Se: ee ee 
= \4s > his Sa Ny BOs 
\ ¥ 3 P >= we ee ts C2 + ~~ ae me i ; 
“~~ | i — ; 
“4 ; aS SS 
ce : re ti: \. ‘ 
qa a Sy ‘ eae 
‘4 en 
aoe * a : 
a —~. ~ GN = i} ae 
Se Pe. ye 
F ; ee as tes - 
" ‘ath oe : v tere — inte na" ag an : 
ee Ee Aa te Any 
ete ‘ Wi cae ar eee - : 
sags a? Soa es he, By. 
ed oo 7 Aiea et ts Oe 
‘ PI, _ 3 Nell ae. 
; — ~ + ae Sah : 
(i a Rena ~ BS Bs 
S oe SS Se, et > agar ee 
ae ~~ — Or Rie Sa 
. What's the magic in <= 
mee a S % ed 
. ae ret! Se 
S ee oe 
- ee Sei 
ee Sere 
e, oS ae 
—_— ae 
“ ae eee : 
h ane at 
n oe . ee es 
3 = la fee ee 
: * ed oF PME 
™ . “4 VP, : a 
Pres = itis’ SIN 
1B - “ary Mg Ow ; 
j tiny, oe 
et : a iter. Mt, 
rd ie y ; Oty a, 7p 
1e is a Ag er Oar 6 
is ; aoe 4 ia ed “ty “Kc~,, Ow sarah Pals 
Po ac? cay “ee, ia ier “3 
‘ Bien “ : hip v's te @ ral a [ ; 
° i é ag gi ty tay x uss 
>- ec tag Reng —_— i 
* ‘ i a > me : 
la 4to o 2 i = a 
00 Weep “ii AaT~ < Se 
ne 2 2 di ~ - 7 ge 
™ | aa 7 cals i. mr a | 
J hp. ° aan s S ae 
a, i a , eee 
k mealty pe ated a i ig = = ‘ WE Ps te 
a aX . ak ae wait ‘ Rieas s 
a a2 “ _ ny . a t, i eeceican 
Bee Ns / ' ore 
ed ; By ~ ay = ae 
; 2 L oF oe 
o 3 —S r ce oat 
tif ak a  * Te Ts 
k : \ ih 
’ ~ \ ‘ py 
ne : aes * 7" . 7 \ “S unk 
iso : i ; ae ee ye % ; * \ RO ee. ee 
ne es ; y R\) 
'O- . ‘ ei ae - X64 j 
; Pron, SE al 4 
of "Oa i 54% ~ | 3 
of ; - eee, 4. “ ¢ .) J 
* ee, ; A 
P 7 ia os F 
>» ; - -_ 4 X : i 
a a a a * = 
rly ae _ 
— 
Pp. os ig : 
by ~ : - : 
on a a 
rv es ee — . 


ADVERTISEMENT 


Culligan Heads RTES 


Matthew J. 
general 


Ay, te! 


Age, secretary; 


ciates, treasurer. 


Renner Opens Ohio Office; 
| Adds MacBeth Account 


Harrisburg, Pa., 
HOT PROPERTY—Top golfer Gary Renner Inc., Philadelphia, 
Player begins this month (July is- 
sue) an exclusive series of instruc- 
tional articles for Gott Dicest—top 
magazine in the field with over 


di y fice in Cleveland, 
million avid readers 


troit Ave. 


(Joe) Culligan, 
corporate executive of | 
Interpublic, has been elected pres- 
ident of Radio & Television Exec- | 
utives Society, New York, for May | 
1961 through May 1962. Other new | 
officers are William K. McDaniel, | 
exec vp of NBC, Ist vp; Sam Cook | 
Digges, administrative vp of CBS | 
Films, and Robert H. Teter, vp | 
of Peters, Griffin, Woodward, vps; 
Sol Paul, publisher of Television 
and Sol Cornberg, 
president of Sol Cornberg Asso- 


MacBeth Engineering Corp., 
has appointed 
indus- 
trial consultant and agency, to han- 
dle advertising for its entire line 
of automatic food processing equip- | 
ment. Renner has opened an of- 
at 14819 De- 


school administrator's selllastion keyed 
editorially to school construction and main- 
tenance . . . guaranteeing coverage in all 
school districts where construction is under 


can School Board Journal adds unique im- 
pact to your sales message : . « feaches more 


can School Board Journal provides adver- 
tisers at nominal cost, up-to-date information 
on where sales will be made . . . detailed 


The American School Board Journal 


AMERICAN 
SCHOOL 
BOARD 
JOURNAL 


400 NORTH BROADWAY 
Milwaukee 1, Wisconsin 
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|DeGray Adds Two Clients 
DeGray & Associates, New York, 
has been engaged as a management 
consultant by Broadcast Editorial 
Reports, a radio-tv editorial pro- 
| gram syndicator, and Televenture, 
an international tv film and motion 
| picture producer. The DeGray 
| company is headed by Ed DeGray, 
|a former president of ABC Radio. 
| Mr. DeGray’s company provides 
|a broadcast advisory service to 
| stations and other radio-tv organ- 
| izations, acting as a liaison be- 
| tween the client and agencies, 
| advertisers, networks, station rep- 
_resentatives and producers. 


‘Bolling Adds I; Moves Office 

| Bolling Co. has been named na- 
tional representative for WAAF, 
Chicago, formerly handled by For- 
joe & Co. Robert S. Hix, formerly 
general manager of KHOW, Den- 
ver, has been named manager of 
Boiling’s Denver office, replacing 
Mary Briley, who resigned. Bol- 
ling’s Denver office has moved to 
901 Sherman St. 


Tv TROUBLE—RCA Victor Corp.’s electron tube division, New York, 
has been spoofing itself with this exaggerated minute commercial 
appearing on NBC-TV’s “Bonanza.” The ad opens on an average 
family happily watching television until disaster strikes—the tv 
picture fades. After a quick call to the tv repairman, the trouble is 
solved with an RCA Silverama picture tube, and the relieved family 
returns to its prized pastime. The commercial was produced by 
Films Five through Al Paul Lefton Co. 


Glo-Pin Names Gottstein 

Glo-Pin Inc., Chicago, manufac- 
turer of diaper safety pins, has 
appointed Stan Gottstein Adver- 
tising, Chicago, its first agency. 
The account bills approximately 
$50,000. 


Geist Joins Hallmark Ltd. 

Robert A. Geist, formerly with 
National Bellas Hess, was named 
president of Hallmark Ltd., New 
York, house agency for Towers 
Marts Inc., discount department 
store chain. 
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TvQ Rating Leaders 
For Nighttime Network TV 


Bettis Joins Maidenform 
Sara Bettis, formerly with Bali 


May, 1961 Brassiere Co., has joined Maiden- 

Beak - alae Satebieti form Inc., New York, as sales pro- 
F have 9 motion manager. 

:. Sing Along With Mitch (Malt-O-Meal, Ballantine, NBC) ........0....c.cccc00 s§ 

2 Bonanza (Procter & Gamble, RCA, American Tobacco, NBC) 0.0.0.0... 52 - 

3 Andy Griffith Show (General Foods, CBS) ........cccccccccceccesceseeseecesseseeseeseees 51 

4. Flintstones (R. J. Reynolds, Miles, ABC) ........... 48 7 

4. The Real McCoys (Procter & Gamble, ABC) ' 48 | fi 

4 Wagon Train (Nabisco, R. J. Reynolds, Revlon, NBC) .............cc:cccc0cc0eeee 48 ~ You've Gotta Swing 

7 Red Skelton (S. C. Johnson & Son, Sinclair, CBS) 46 be 

8. a NI ors cecadinp as kad check do snoiicsedbnvsnaocionba ion 4) to Make . HIT! ‘ 

8. Gunsmoke (Liggett & Myers, Remington Rand, CBS) ..........cccccccseeeeee 4) i 

10. Candid Camera (Bristol-Myers, Lever, CBS) ..........ccccccccceesscsseeseceseeseeseeeeee 40 

10. Rawhide (Several sponsors, CBS) ...........cccccccsesssseeseeseteeeeeees oie 40 


Note—Home Testing Institute arrives at what it calls a TvQ rating by dividing the 
number of people who say they are familiar with a program into the number terming 
it “one of my favorites.’ 


COKE LANDSCAPES—Coca-Cola Co. and its Atlanta bottler have brought 
photo-mural scenes of Atlanta to the city’s new airport terminal in 
a 60’ long indoor spectacular. The space was rented from Transpor- TO BAT AND WATCH 


WGN Promotes Two ager of WGN-TV since 1960. Both 
Charles E. Gates has been named ™en joined the WGN staff in 1940, 

station manager of WGN, Chica- Moving from the Chicago Tribune’s 

go, and Benjamin H. Berentson ad staff. 

station manager of WGN-TV. Mr. 

Gates has been general sales man- King Cola Names Yardis 

ager of WGN since 1959. Mr. Ber-. King Cola, Newark, manufac- appointed Yardis Advertising Co., in the Philadelphia-Delaware Val- 

entson has been general sales man- turer of syrups and soft drnks, has Philadelphia, to handle advertising ley market and southward. 


PUT OUR 
ADVERTISING JEWELRY 


tation Displays Inc. at $12,000 a year. Coke’s headquarters are in 


THE HOME RUNS. 
Atlanta. 


KINNEY CO. | recvicesce'y e 
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NEWSPAPERS THAT MEAN BUSINESS IN SAN DIEGO! Gasoline service station sales in San Diego 
County reached $95,482,000 last year — a total which placed the market 2nd in California, 13th in the entire nation.* 
Two metropolitan newspapers — The San Diego Union and Evening Tribune — help to accelerate sales. Combined daily 
circulation exceeds 200,000 (228,437 ABC 9/30/60). Family readership (evening-and-Sunday combination) is 83%, 
according to Facts Consolidated. 


1961 Sales Management Survey of Buying Power 


fy 
OPLEY NEWSPAPERS: 15 Hometown Daily Newspapers covering San Diego, California — : — > N 
Greater Los Angeles — Springfield, Illinois — and Northern Illinois. Served by the Copley aha datleties ewWISPApens 
Washington Bureau and The Copley News Service. REPRESENTED NATIONALLY BY 


NELSON ROBERTS & ASSOCIATES, INC. 


he San Diego Union | FVEN/ING TRIBUNE 
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C&W, Names Three 
Cunningham & Walsh, New York, 
has named Gordon MacLaren an 
account executive on Braniff In- 
ternational Airways and Dave Loye 
an account executive in the pr de- 
partment. Mr. MacLaren, formerly 
with Grey Advertising Agency, 
was with C&W from 1948 to 1956. 
Mr. Loye formerly was with Carl 
Byoir & Associates. Earl T. Rowan, 
a member of C&W’s radio-tv de- 
partment, has been promoted to 


business manager of the depart- 
ment, replacing Edward F. Moore, 
who resigned to go into business 
for himself. 


Conn. Bank Names Kupper 

Connecticut Bank & Trust Co. 
has named Arnold Kupper Adver- 
tising, Hartford, to handle adver- 
tising for its 31 offices throughout 
the state. Wilson, Haight & Welch, 
Hartford, is the previous agency of 
record. 


Court to Rule on 
Evidence in ‘RD’ 
Tax Case in Canada 


MONTREAL, June 6—Canada’s 
supreme court, on May 31, reserved 
judgment in a plea by the Crown 
against a Quebec appeal court 
decision on the admissibility of 
certain evidence in the govern- 
ment’s $1,000,000 tax case against 


Reader's 
Ltd. 
The case concerns a 20% excise 
tax that the former Liberal gov- 
ernment imposed, effective Jan. 1, 
1957, on the gross advertising reve- 
nues of Canadian editions of for- 
eign magazines. The tax was re- 
pealed 18 months later by the 
present Conservative government. 
Reader’s Digest refused to pay 
the tax and was taken to court. 
It contended the tax was uncon- 


Digest Assn. (Canada) 


Money moves in Cleveland 


4,373,596,000 RETAIL SALES 


larger than any one of 38 entire states 


METROPOLITAN CLEVELAND 
ADJACENT COUNTIES 


Represented by Cresmer & Woodward, Inc. New York 
Network. Eastern Resort, Travel Representatiwe' The Kennedy Co 


ne a 


Here is the large market with a high income 
($8,035 per family) based on a staunch and well 
diversified industry. This is the market that 
produces retail sales Jarger than those of any one 
of 38 entire states. It’s an easy market to reach 
and sell for the Plain Dealer is a direct line to the 
families who spend for everything. 


- only The PLAIN DEALER 
sells the ENTIRE Cleveland Market 


6TH IN AMERICA IN TOTAL ADVERTISING 


Chicago, Detroit 


Atlanta, San Francisco, Los Angeles 
420 Lexington Ave., 


N.Y. + 9801 Collins Ave 


Member of Metro Sunday Comics and Magazine 
Miami Beach 54, Fla 


Advertising Age, June 12, 1961 


eg . oy Pi Par | 3 agi sep : RES 3 
Une nouvelle sécurité pour toutes Jes femmes 
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lagarniture 
féminine 
super-absorbante. 


a ee eee 
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ENFIN—"‘At last, Kotex is in France” 
heralds this color page now run- 
ning in French magazines with a 
special introductory offer—two 
boxes for the price of one. Kotex is 
being made in France by Sopalin. 
Elvinger S.A. is the agency. 


stitutional and discriminatory. In 
an effort to support these argu- 
ments in trial court, Reader's Di- 
gest sought to introduce as evi- 
dence the speech in Parliament by 
Liberal Finance Minister Walter 
Harris, who explained the extent 
of the tax. The Crown objected to 
this and other evidence of a similar 
nature being admitted. This stand 
was upheld by Chief Justice W. B 
Scott of the Quebec superior 
court, but Reader’s Digest ap- 
pealed to the Quebec court of 
queen’s bench and won a ruling 
dismissing the Crown’s objections 
to the evidence being introduced 
It was against this latter ruling 
that the federal government ap- 
pealed to the supreme court. 


court rules 
appeal, the 


ae If the supreme 
against the Crown's 
case will revert to the Quebec 
superior court for argument on 
whether the tax is unconstitutional 
and discriminatory. The Crown’s 
action to collect the tax also is 
pending in the exchequer court of 
Canada. = 


McNeely to Coleman-Parr 

John F. McNeely, previously vp 
of Marketing Associates, San Fran- 
cisco, and a marketing consultant, 
has joined Coleman-Parr, Beverly 
Hills, Cal., as account executive 
He will service the agency’s con- 
sumer account group. 


TDI Gets Airport Franchise 
Transportation Displays Inc 
New York, has been awarded the 
exclusive franchise for Friendship- 
International Airport, Baltimors 


Juvenile 
Decency 


The New York Mirror Youth Program, 
started in 1941, has been called: 
“The greatest single force for good 
citizenship among the young people 
of New York.” 
Last year 119,388 boys and girls par- 
ticipated in 32 cultural and athletic 
activities of this Youth Program, 
watched by 1,279,042 spectators. 
It's one solid reason for the loyalty 
and responsiveness of Mirror families 
— the cream of the mass market. 


Make 
The Mirror 
a MUST! 
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Y&R, B&B Take 
Bearings in Light 
of Longer Breaks 


Y&R Sets June 14 Meeting 
with TV Reps; B&B Doubts | 


Economics of New 40s | 
ie New York, June 9—The longer | 
station breaks, which stations de- | 
manded as a counter balance to | 
the networks’ invasion of the| 
minute selling field, may not be | 
a boost to spot television at all. 

Some agency sources feel that 
the economics of the business may 
drive advertising dollars from the 
crowded between-program breaks 
into the relative isolation of hour 
network participation shows. 
Here, at least, a minute of adver- 
i ~ tising is more or less by itself, 
; while between-program spots are 
jammed in among closing show | 
commercials, credits, program pro- 
motions, minor sponsor commer- 
” ce cials, other spots and opening and | 
closing billboards. 


@® Agency concern over the fu- 
ture course of spot television was 
pointed up by two Madison Ave. 
ak developments this week. After 
ae CBS made official the obvious— 
, its decision to follow the ABC lead 
. : in allowing affiliates 40-second 
; primetime breaks starting in the 
fall—Young & Rubicam invited 
station representatives to a June 
14 meeting to discuss the problems 
involved in adjusting to the new 
spot patterns. The question of 
scheduling and rates will be em- 
phasized. Y&R’s aim: To be ready 
to move in an orderly fashion when 
fall buying starts in mid-August. 
At press time, NBC was meeting 
with its affiliates board to decide 
the pattern for longer NBC breaks 
in the fall. NBC affiliates expect 
to get 40s, like their ABC and CBS 
counterparts, as well as three 70- 
second nighttime breaks weekly— 
with each 70-second pause to come 
at 8:30 p.m., New York time, at 
the end of a network participation 
show. 


® Benton & Bowles’ concern over 
the new 40s is mirrored in an 
intra-company memo. This agen- 
cy foresees the need for an entirely 
new, still-to-be-determined ap- 
proach to the spot business. 

The B&B memo argues that 
economically the longer spots 
unless used for a combination of 
20s—may be of dubious value. 
The agency notes it had tested a 
schedule of 30s in the past and 
found them, priced at the equi- 
valent of a 20 plus a 10 or better, 
to be an unsound buy. 

As for the 10-second IDs, B&B 
suggests that they may become 
“severely curtailed” in a spot tv era 
dominated by longer breaks. While 
station managers have promised to 
protect the ID users, there is no 
question that they will lose ma- 
neuverability and that the strong, 
high-rating positions wjll probably 
go to 20-20 combinations, the agen- 
cy is convinced. 


es The B&B memo also debates 
the desirability of a new _ spot 
length—40 seconds. As an isolated 
position with a greater rating po- 
tential, it would seem to be de- 
sirable for some clients. The big 
if is costs; the media men esti- 
mate that 40s would come in at a 
disadvantageous cost per 1,000 of 
approximately $4. 

Comparable cost per 1,000 for 
other spot lengths were put at $1.15 
for 10s; $2.25 for 20s; $3.40 for 30s; 
and $2.25 for 60s. 

Carrying the arithmetic a bit 
further, the agency figures that 
a 40-second spot in the top 100 
markets would cost an advertiser 


AA Civic Note... 


Firemen to Finish 
What McCann Began | 


THORNWOOD, N. Y., June 9 
—Readers of ADVERTISING 
AGE who have been worried 
about the New York Central 
commuters from Thornwood, 
where half the station was || 
painted to act as a backdrop _ || 
for a Buick ad (AA, March 
27) but the remainder was 
left in its shabby state, may 
be relieved to know that the 
whole station is slated to be 
painted. 

The Thornwood Volunteer 
Fire Department—some 60 
men—plans to do the job 
Sunday, June 11, weather 
permitting—partially out of 
gratitude to the community 
for having voted a new fire 
house. 


about $40,000—assuming that sta- | 
tions price it at about 10 per cent| 
less than a combination of two} 
20s, which is less than the 20 plus | 
20 rate most stations expect to| 
charge. But the same advertiser 
can buy a network minute cover- 
ing 150 markets for $30,000 to! 
$35,000. Obviously, the agency | 
would recommend the use of the 
network length for such an ad- 
vertiser, B&B noted. 


# The tone of the memo leaves a} 
great many doubts as to Benton) 
& Bowles’ faith in the future ef- 
ficiency of between-show tv ad- 
vertising. 

The Young & Rubicam meeting | 
is planned to get the answers to a 
great many questions agency buy- | 
ers need to know before they can 
start making fall schedules. This 
agency, too, has in mind the re- 
evaluation of break periods as well 
as specific pricing and scheduling 
details. + 


U. S. Hasn't Sold 
Itself to World, 
Johnson Charges 


WASHINGTON, June 7—Vice- 
President Lyndon Johnson told the 
Advertising Council today that 
the U. S. has not been able to 
project its image to the world. 

He told about 200 top corpora- 
tion, agency and media execu- 
tives attending the council’s 17th 
annual Washington meeting that 
communists have even been able 
to convince people that humani- 
tarian projects like Point Four are 
instruments of imperialism. 

“A nation that knows how to 


popularize commodities ranging | 
all the way from corn flakes to| 
luxury automobiles certainly 


should be able to tell the rest of 
the world the simple truth about | 
what it is doing and why it is do- 
ing it,” he lamented. 


Last Minute News Flashes 
Y&R Recalls Lasher for Hunt Foods 


Los ANGELES, June 9—Young & Rubicam has recalled Charles E. 


| Lasher from a two-year retirement to act as “a special consultant” 


on the agency’s Hunt Foods account. Although the agency described 
Mr. Lasher’s return as “temporary and parttime,” it was learned that 


| he is working virtually fulltime as supervisor on Hunt Foods. He retired 


from Y&R in 1959 after working on Hunt for several years. 


Code Board Frowns on Wesson Ad; Doesn’‘t Ban It 


New York, June 9—After four months of deliberating, the National 
Assn. of Broadcasters tv code office has decided that the Wesson Oil- 
Crisco comparison tv spot to which Compton Advertising and P&G ob- 
jected (AA, Feb. 6) tends toward unfair disparagement by singling 
out a specific competitor. The code ruling does not negate the accept- 
ance of these spots by code subscribers, but it puts the copy in the 
borderline classification and gives stations a chance to exert a little 
pressure on Wesson Oil if they wish. Code officials may ask Wesson 
and Fitzgerald Advertising Agency to revise the commercials to show 
a composite, rather than a specific, comparison. 


Join Film Men in Putting Case to FTC, ANA Urged 


Rye, N.Y., June 9—A recommendation that three major associations 
representing agencies, advertisers, and film producers—join hands to 
present a unified case for tv advertising practices to the Federal Trade 
Commission was voiced here today. Robert Bergmann, president of 
Filmex Inc. and board member of the Film Producers Assn. of New 
York, suggested that a committee be set up by the Assn. of National 
Advertisers, American Assn. of Advertising Agencies, and FPA. He 
spoke before an ANA workshop (for other news of the workshop, see 
story on Page 12). 


$1,000,000 Push for Century 21; Other Late News 

e Century 21, the Seattle world’s fair, will be backed by about $1,000,- 
000 in advertising and promotion during the next 16 months. The fair 
runs next year, from April 21 to Oct. 21. Major promotion, expected 
to total $600,000, will be with state funds handled by the Washington 
department of commerce and economic development. How. J. Ryan & 
Son, Seattle, is the agency. A second promotion, an enlarged tourist 
campaign handled by the same state department, will spend $300,000, 
also via Ryan. A third promotion will be by Century 21 Corp., mainly 
to back local events after the fair opens. Kraft, Smith & Ehrig will 
handle this part. 


e Zodys Discount Stores, Los Angeles, in advance of a major expan- 
sion program extending throughout California, has switched its ad 
account to Beckman, Koblitz from Magna Advertising. The chain bills 
approximately $500,000, about half of it in commissionable media. 


e Technicolor Inc., Los Angeles, is about to break a magazine and tele- 
vision campaign in two test markets for its new home movie projector, 
Instant Movies. Kenyon & Eckhardt is the agency. 


e The New Yorker, now with Chirurg & Cairns, has talked with eight 
other agencies about its account. A decision to retain Chirurg or move 
elsewhere probably will be made in six weeks. 


e Listerine antiseptic is offering consumers a home fire extinguisher 
for $1 and a Listerine wrapper, in a promotion running through the 
summer. Pages are scheduled for Ebony, Good Housekeeping, Life, 
Look and 122 Sunday supplements, in addition to the regular Listerine 


television lineup for the Warner-Lambert Pharmaceutical Co. products. | 


Lambert & Feasley, New York, is the agency. 


e Richard Jarlath Martell, formerly a vp of Grey Advertising, New 
York, has joined Dancer-Fitzgerald-Sample, New York, as vp and ac- 
count supervisor. 


calorie Wish-Bone salad dressings this month. The Italian and French 
dressings will be advertised with full color pages in six service maga- 
zines and three fashion magazines with the theme, “Flavor so delicious, 


only your figure will know they’re low calorie.”” Edward H. Weiss & | 


Co., Chicago, is the Wish-Bone agency. 


e Bristol-Myers Co., New York (Doherty, Clifford, Steers & Shen- 
field), will promote Mum deodorant in an eight-week spot radio push 
in about 30 southern markets, starting July 3. Between 12 and 20 re- 
corded minutes will be run weekly in each market. 


e B. F. Goodrich Co., Akron, has named Henry P. Stockbridge, for- 
merly a Young & Rubicam vp, to the new post of director of new 
product planning and Robert G. Bosart, formerly advertising and 
sales promotion manager of Arvin Industries, manager of retail adver- 
tising of B. F. Goodrich Tire Co. Arvin said it will determine whether 
or not a new ad manager will be named after a reorganization of its 
consumer division is completed. 


| e NBC-TV’s station break expansion for fall will follow the pattern 


® The agenda for the two-day | 
meeting included several reports | 
by officials involved in the Cold 
War. During a panel discussion on 
the work of the U. S. Information 
Agency, the agency’s new chief, | 
Edward R. Murrow, pointed out 
that the total USIA budget is less | 
than the cost of a single Polaris | 
submarine. 

Under Secretary of State Chest- | 
er Bowles, who was among the 
other cabinet and _ sub-cabinet 
officials on the program, said he 
was “glad to see old friends who 
I haven’t seen for a long time.” 
Without further reference to his 
past contacts with the advertising 
profession, he proceeded to pro- 
vide an outline of favorable and 
unfavorable factors in the Cold 
War. + 


set by ABC and CBS. There will be 40-second breaks within prime 
time. The network and affiliates board have agreed to scuttle an earlier 
plan to allow a few 70-second spots at the end of participation shows 
(See story in adjoining column). 


e Colgate-Palmolive Co. has been testing Baggies, a snap-off clear) 


plastic bag on a roller, for several months in Rockford, IIll., with tv 
spots. Street & Finney, New York, is the agency. One copy theme is, 
“a clear plastic bag on a handy tear-off roll.” 


| e Alan Sidnam, exec vp of Benton & Bowles, New York, will leave the 


agency business some time next fall. His plans will be announced later. 


e Lever Bros., New York (Ogilvy, Benson & Mather), is expanding 
Vim, low-sudsing detergent tablet, into several test markets, including 
Seattle, with spot tv schedules, during the next few weeks, in competi- 
tion with Procter & Gamble’s Salvo, also opening up in new areas. 
Among the markets in which Vim already is being tested are Tulsa, 
Oklahoma City, San Diego and Fort Wayne. 


e 31 major Southern California advertisers have cooperatively sched- 
uled a 34-page advertising section in Fortune, billed as the largest in 
the magazine’s history. The section utilizes an editorial format and in- 
cludes b&w color units ranging up to page size. Cost is about $175,000. 


| stitute 


TYPEWRITING MISTAKES LIKE 
~ APERASER” SEALS THE ERROR AND RE 
pe PAPER LIKE WEW, READY TO RETYPE 
— 7 LETTOR. ome., bn iS 2 new, tast, 


ERROR TERROR—-Dixvon Crucible Co., 
Jersey City, maker of Ticonderoga 
pencils and other writing instru- 
ments, has introduced Taperaser, 
which masks typing errors and 
permits the correction to be made. 


Dixon Crucible’s 
Taperaser Bows 


JERSEY City, June 7—Joseph 
Dixon Crucible Co. has introduced 
Taperaser, a paper-like substance 
to correct typewriter errors with- 
out erasing. Taperaser is rolled and 
packaged like cellophane tape, 
with its underside coated with'‘a 
white clay and talc mixture. 

Re-striking the error through 
the tape erases the error. A con- 
tainer sufficient to correct 3,000- 
4,000 errors, according to the com- 
pany, retails at 89¢. 

Business paper and consumer 
advertising is scheduled, with the 
theme, “Perfect letters are a breeze 
with Taperaser.” Hicks & Greist, 
New York, is the agency. 


Popai Develops 


ca 
—_ 


‘Slide Rule’ for 


Cost per 1,000 


PHILADELPHIA, June 6—The 
Point-of-Purchase Advertising In- 
has unveiled to the Poor 
Richard Club a new “slide rule” 


|which will enable an advertiser to 
|determine costs per 1,000 exposures 


jon display materials. 
e Thomas J. Lipton Inc., Hoboken, N. J., is introducing two new low-| 


The new slide rule, which is be- 


jing distributed to Popai members 


for redistribution to customers, 
utilizes the number of displays, 
a coefficient determined previously 
for the type of outlet, cost per dis- 
play and the total number of ex- 
posures, to arrive at the cost per 
1,000 exposures. 

William W. Mee, executive di- 
rector of Popai, said the rule was 
designed by Jarvis Doctorow, di- 
rector of marketing for the insti- 
tute. Mr. Doctorow told ApDvVER- 
TISING AGE that Popai will be re- 
leasing details on it in the near 
future. 

Both men first disclosed results 
of detailed studies, from which 
they were able to pinpoint average 
exposures of displays, thus arriv- 
ing at the coefficient. 


s Mr. Mee said that the new slide 
rule will afford advertisers a sim- 
ple method for determining why 
point of purchase is the lowest cost 
advertising available. He said that 
there is a switch in advertising pol- 
icy from quantity to quality, with 
a trend toward directing messages 
to special audiences. 

He added that in a 12-day test 
of 6,500 displays in three drug 
chains, Popai figured cost per 
1,000 displays at 48¢ with about 7,- 
000,000 exposures during that pe- 
riod. 

Reggie Beauchamp, of the Phil- 
adelphia Bulletin, newly elected 
president, presented Mr. Mee and 
Mr. Doctorow with the club’s 
achievement award. + 


or. cea Sy ate ee cee Pomme! ce RRR. ocala i ack | ' ing Ser SRE iN ee ge Se Se eR EME, Uren Meee en aT ue, Do er a a an a ra ea ae LM a ee ea gt aed eS ay oe SO I ee ohne mae SAA, De ee eS ey Len a a Aes Aris 
ee Boer ra a. : ee ee og) es 1 By Tee. pee 2S BIER. eae ne, CW apa Say eS ca® Mylene cies sets. Po ey oS CE iy ele oe ett. Oey ae a fei ahh ¢ a FRO EE ae a Grice a rset a 2 kg eae: a a : fa, Spe 
ee bi a . - ees ree een Ge Billed et tit a ee oe) ae Behyh Fax a pon COR aoe ca eam AR, eRe ro es sy ae 
tater er ee Se ae eae foc eit tea aes rae ei he ee woe r ’ ‘ens dian sar oaie. a ey Lae ne fie. nae So er Sa he ay ears oe etic cdo. chy aie igi ieee cS Se hee Boe 
sete | : | | ; te 
yet ™ ~ : ee 
oe ; i 
. FO ] = 
pie | : : 
ee : 
: Pa 
; cay ei! 
bee 111 eee er a 
- gece a 
a ae Pe erate 
au ae 
a a ee: 
abe | 
a ee 
- OO 
YupR, CORRECTS 
| TYPED ERRORS 
EET RS witwout 
| ERASING 
ane 
ae ‘< 
ci a Tetioaerr i 
| Uae tows ee 
| -" ae ee 5 Sa 
oie = SE ae 
. Bs a. . 
eet + ve re . 
ees? os ga aes? 
me el ee ate 
"XO Pe oe ee ice 
2De es SM aapitiene ) : 
> ~ ol id : 
2 =< 9Sep 158 4 eae 
eS ‘ ieee 
. gitar & 
Ay > Ea es ; 

/ on cm ae ao 
my £ Pia : 
wa a ee ae 

‘a :; ¥ a Ree 
iy Leer st 
vi 2, a sat ii “i Ba 
geri On ey) 
pr esis rn sae a ee 
eee ee tae Wy ee 
Fer he eae ht 
ek Sade en eis a 
_ a i 
fiat frees 
eer re 
Evie 5 ee eee ona 
tae ik ee 
Co ain 
ete Or Stet ae 
Rect ce nce 
Seamere gis eee 
are oe 
Pts ane ce 
A Se ac 
Rg roe tg 
cet ie Tes sige ‘4 
ee a Te 
Boa ee 
oe Reise: 
} Beet Fare Bs Se we Fn 
ae Re emer. 
oe oe: 
it, Fae’ — 
| be . 7 
ly ames ae 
wee ; 
Vio ae | | 
n- ae & 
: ‘ ‘eget gl cee 
c ei | | 
he ; : 
p- ; | 
Ry) ee 
| ToS ee A 
7 thane > 
| cre Aree Spat , 
- eet Seen 
| Ba Seka et oe 
= ae = tetcicme 
ag hes ein 
Wines ae 
| PO cg eee 
| Ree Bo Sy 
| Be 
: ee 
; 
ah - 3 fe o* ‘ j j “ es 3 ise j Z ) | | ! 3 


112 


Elgin Choice of 
McCann Startles 
Contending Shops 


(Continued from Page 1) 
the watch company. This was nev- 
er done, they said. 


@ One top agency executive here 
maintained that McCann-Mars- 
chalk was not one of the ten origi- 
nal agencies which were invited to 
make written long range and short 
range marketing and advertising 
proposals to Elgin. Although Elgin 
refused to name any agencies in 
contention, AA learned that Bat- 
ten, Barton, Durstine & Osborn; 
Foote, Cone & Belding; Keyes, Mad- 
den & Jones; Needham, Louis & 
Brorby:; Tatham-Laird; JWT; Ed- 
ward H. Weiss & Co.; Grey Adver- 
tising (see Last Minute News Flash 
on Page 1) were among the agen- 
cies invited to solicit Elgin. JWT 
had handled Elgin for the past five 
years. 

The quickness of the decision 
also angered the agencies. Elgin 
officials last Friday told AA that 
“finalists” had not been chosen, 
and added that the company was 
running behind schedule in its ef- 
fort to either retain JWT or hire 
a new shop. 

One agency executive charged 
that the selection of McCann- 
Marschalk was “an arbitrary de- 
cision made in New York” (Elgin 
board chairman Henry Margolis 
lives and works in New York). 
Another maintained that the de- 
cision was made by Robert O. 
Fickes, who just joined Elgin as 
president in April, and not by a 
marketing committee headed by 
William E. Koch, vp of marketing, 
as had been the original plan. 


@ One source told AA that Elgin 
scrapped its original plan for 
screening agencies and decided to 
make a faster selection of an agen- 
cy in order to announce it this 
week at an Elgin national sales 
meeting being held in Highland 
Park, Il. 

Elgin felt that it had no time to 
indoctrinate an agency and picked 
McCann-Marschalk because the 
agency seemed best prepared to 
start work on the account immedi- 
ately. “The agency which got the 
business had to land running, 
which is a brutal way to start out 
on a new account,” the source said. 


es At Elgin, Mr. Fickes told AA 
that he knew of no original plan 
to pick a Chicago-based agency or 
an agency with a Chicago office. 
“This was not a determining fac- 
tor,” he said. “We talked to sev- 
eral agencies which do not have 
Chicago offices.” 

Mr. Fickes said that he had a 
hand in the selection of McCann- 
Marschalk, although he _ credited 
Mr. Koch with making the final 
ruling. He said that the company 
speeded up its selection of an agen- 
cy and added that “it should have 
been made faster than it was. We 
have a fall program coming up and 
we must get going on it.” 

The Elgin president, who for- 
merly was generai manager of 
General Electric’s automatic blank- 
et and fan department, said Mc- 
Cann-Marschalk was picked be- 
cause it was the “best qualified.” 
He said the agency had excellent 
personnel and experience on ac- 
counts in the consumer durable 
goods field. 


s As for McCann-Marschalk being 
one of the ten original agencies, 
Mr. Fickes commented that the 
agency “was on the first list I saw, 
which contained the names of 
about 12 agencies.” Elgin will be 
handled out of New York, he add- 
ed. Four agencies were selected 
as “finalists,” he said, but declined 


to name them. He also declined to | 


say why Elgin changed agencies. 

Mr. Fickes said that “the agency 
change is part oi an over-all ex- 
pansion program being undertaken 
by Elgin.” Elgin recently acquired 
Bradley Time Corp. and Weldy 


Corp.—both clock manufacturers. | 


Elgin soon will begin marketing a | 


clock line of its own. 


@ Nearly all of Elgin’s top man- 
agement, including its president 
and Sy Moorman, vp in charge of 
the watch division, have resigned 
over the last nine months. Mr. 
Margolis, New York business man, 
took over as board chairman of the 
company about three years ago fol- 
lowing a successful proxy fight 
against the old management. 


s Behind the flurry of account 
switches—virtually every major 
watch account has changed hands 
since 1958—is an industry that is 
decidedly in the doldrums. 

The U.S. market for watches has 
changed radically in the postwar 
period—and few companies have 
escaped without scars. For many, 
it has meant red ink. Defense busi- 
ness has helped many companies 
take up the slack. For virtually all 
of the marketers, it has meant 
sharply reduced advertising budg- 
ets—hence the footballing from 
one agency to another. 

Bulova Watch Co., now at Sulli- 
van, Stauffer, Colwell & Bayles, 
has a $5,000,000 budget. But it 
spent $7,000,000 in its heyday. Gru- 
en Watch used to be a respectable 
$1,000,000 account on Madison Ave. 
In 1960, Gruen didn’t spend a pen- 
ny in national magazines, news- 


paper supplements or network tele- | 
vision, according to records of Pub- 


lishers Information Bureau. 


® The recent first quarter report 
of Benrus Watch Co. speaks vol- 
umes. Julian Lazrus, president, told 
stockholders that the company was 
in the red for the three months 
ended April 30. He pointed out 
that Benrus has frequently lost 
money during first quarters but he 
admitted that 1961 was “a little 
poorer than usual.” 

Mr. Lazrus also noted that Ben- 
rus now does 25% of its business 
outside the watch field and derives 
“a greater proportion of profits” 
from this outside area. In its fiscal 
year ended last Jan. 31, Benrus was 
able to net only $423,000 on sales 
of $23,408,000. 


s The plight of the industry is well 
outlined in the reports done for the 
Watchmakers of Switzerland by its 
US. market consultant, Daniel 
Yankelovich. 


Mr. Yankelovich has pointed out | 


that while watch sales in the US. 
have expanded by one-third since 
1950, this has largely been an ad- 
vance in unit rather than dollar 
volume. In short, the lower-priced 
pin-lever watches have taken a 
commanding position in the mar- 
ket. 

Consider these figures, developed 
by Mr. Yankelovich: In 1950, some 
18,500,000 watches were sold in 
the U.S., of which 9,990,000 were 
jeweled-lever timepieces; in 1959 
(and the 1960 figures are believed 
to be about at the same level), 
there were 24,750,000 watches sold 
in the U.S., of which 8,642,000 were 
jeweled-lever timepieces; sales of 
pin-lever watches nearly doubled, 
moving from 8,500,000 in 1950 to 
16,000,000 in 1959. 


s Mr. Yankelovich’s analysis, in 
terms of price trends, shows the 
following: 

Prior to 1957, watches priced $30 
and under accounted for about 15% 
of the total market; watches priced 
$75 and over accounted for no less 
than 31% of the market. 

Today, about 50% of recently 
acquired watches are in the $30- 
and-under price category; watches 
priced $75 and over account for 
only 18% of the market. 


| 
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14 VITAMINS AND MINERALS 
and more natural fruit pectins than 
ranges. apples or any other fruit 


SCear 
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GOOD EATIN’—Ocean Spray Cranberries Inc., Hanson, Mass., will cash 
in on the popularity of chicken during the barbecue and outdoor 
eating season with full-color ads like this in June issues of Better 
Homes & Garden, Ladies’ Home Journal and McCall's and the July 
American Home and Good Housekeeping. Batten, Barton, Durstine 


& Osborn is 


the agency. 


The company generally credited 
with spreadeagling the field in this 
manner is U.S. Time Corp., mar- 
keter of the Timex. The Timex is 
by far the top seller in the low- 
price market and the jeweled-lever 
sellers blame U.S. Time’s ‘emphasis 
on price-selling for the erosion of 
sales in the upper end of the mar- 
ket. 

According to these plaints, the 
American consumer has been so 
bombarded with claims for a low- 
priced watch that he no longer 
feels any desire for an expensive 
timepiece. 


s U.S. Time Corp. also helped to 
revolutionize the distribution of 
watches. It initially sought outlets 
outside the jewelry trade. There 
are some 25,000 jewelers in the 
country, but U.S. Time built its dis- 
tribution in some 20,000 other out- 
lets—everything from drugstores 
to newsstands. Once it had this 
base and it had built up a consum- 
er demand, it had little difficulty 
moving into jewelry stores as well. 

Other pin-lever makes have also 
moved outside the traditional re- 
tail channels. Perhaps the best- 
selling pin-lever next to Timex is 
the Sheffield brand, which built its 
sales through department stores. 
Sheffield uses a Swiss-made pin- 
lever movement. 


# It is Mr. Yankelovich’s opinion 


| —and he has so informed the Swiss 
|—that economic trends are now 


working in favor of the so-called 
“quality watches.” He points out 


|Delta advertising director, 


that in the 1950-60 decade, “the | 


American population in the 20-40- 
year-old category, which is the 
prime market for quality watches, 
actually declined, while the popu- 
lation of young people 10-20 years 
old—the prime American pin-lever 
market—increased by 40%. 

“In the decade of 1960-70, how- 
ever, the biggest population 
growth will come in the 20-40- 
year-old age group, which will in- 
crease by nearly 40%.” 

Mr. Yankelovich warns, how- 
ever, that this is primarily a 
marketing problem for the Swiss 
makers of jeweled-lever watches. 
Consumer confidence in the quality 
watch priced $30 and over has 
been sapped during the last decade, 
and it will take a considerable ed- 
ucational advertising drive to re- 
store this faith. = 


Miner Named Eastern A.M. 

Weldon Miner, formerly adver- 
tising representative for Flower 
Grower and Lawn & Garden Deal- 
er Guide, New York, has been 
named eastern advertising manag- 
er of both publications, a new 
position. 


Palazzo Leaves Bendel 

Peter R. Palazzo, director of ad- 
vertising and art of Henri Bendel 
Co., New York department store, 
has resigned, effective July 1. No 
successor has been named. 


Delta Expands as 
National Advertiser 
With Southern Route 


(Continued from Page 3) 
of local-service joint campaigns in 
newspapers throughout the Delta 


system through cooperation with | 


Southern Airways, Trans-Texas 
Airways, leading Las Vegas hotels, 
and Hertz Corp. 

In addition to its “heavy artil- 
lery’”’ announcement ads, in sizes 
ranging up to 2,100 lines, Delta is 
using novelty one-column ads, in 
full-page depth, to stress the com- 
munity of interest between the 
West Coast and the Southeast, and 
their immense potential for new 
markets, new vacation areas, mili- 
tary and defense travel. 

Outdoor advertising of the new 
routes includes a Los Angeles pro- 
gram of permanent and rotating 
painted bulletins, plus a 100% 
showing of 24-sheet posters con- 


Advertising Age, June 12, 1961 


SEC Cites Ad Decline 
in Stopping Hazel 


Bishop Stock Offer 


| WASHINGTON, June 8—The Se- 


curities & Exchange Commission 
today suspended a proposed regis- 
tration of Hazel Bishop stock, and 
issued a warning that the “poten- 
| tialities for violations of the law, 
witting or unwitting’ would be 


| “grave” if the selling stockholders 


were permitted to go ahead with 
plans which have been submitted 
to the commission. 

SEC said the stop order was 
necessary because registration 
statements filed by Hazel Bishop 
in June, 1960, and amended in 
October, 1960, and March and 
April, 1961, contained false and 
misleading information. The com- 
|mission said its staff is re-exam- 
| ining the registration to determine 
if the misleading statements have 
been corrected, but that in any 
| event the potentialities of a law 
| violation under the proposed mar- 
| keting plan would be “grave” (AA, 
July 11, et seq.). 


| The commission found that Ha- 
| zel Bishop showed a $102,258 profit 
| for the year ending Oct. 31, 1959, 
only because claims totaling $1,- 
110,619 for spot tv advertising 
| were eliminated through transfer 
of 150,000 shares of stock by Ray- 
mond Spector to Television Indus- 
tries Inc. SEC said proper book- 
keeping, allowing for the value of 
the stock, would have resulted in 
a net loss of $354,538 for the year. 
Another deficiency, SEC said, 
|was that the statement empha- 
sized that the company had spent 
$30,000,000 in tv during the pre- 
ceding ten years. “‘There was in- 
adequate disclosure that since 1957 
there had been a decided down- 
ward trend in expenditures in 
advertising and that planned ad- 
vertising expenses were at a fur- 
ther reduced level,’’ SEC said. 


centrated in May and June. Other | 


pre-inaugural poster showings are 
being used in San Diego, Dallas, 
New Orleans, Atlanta, Jacksonville 
and Las Vegas. 

Painted bulletins are being used 
in Fort Worth, and a gigantic new 
roof sign with Neon dominates 
Atlanta’s southern skyline. 

According to George Bounds, 
Fort 
Worth showed its enthusiasm for 
the new east-west routes by per- 


mitting Delta to install 50’ banners | 


across principal city streets. 


# Among broadcast media, heavi- 
est effort is being bulked in Los 
Angeles, where six radio stations 
provide saturation coverage, sup- 
ported by frequent television 
spots. Other major route cities 


also are receiving special radio and | 


tv support, while feeder cities of 
the Southeast are getting a special 
radio campaign. 

Supporting the media push is a 
mass mailing of a four-color bro- 
chure to 100,000 selected names on 
special lists, including key busi- 
ness executives in the aircraft, 
missile, rocket, electronics and pe- 
troleum fields. + 


HERBERT C. LUND 


GLEN ELLYN, ILL., June 6—Herb- 
ert C. Lund, 56, vp of Erwin Wasey, 
Ruthrauff & Ryan, Chicago, died 
May 27 after a heart attack. Mr. 
Lund had been with the agency 
for 17 years. He started his career 
with Sears, Roebuck & Co. as an 
operating assistant in 1932. He 
was associated with Knox Reeves 
Advertising, Minneapolis, for nine 
years before joining the old Ruth- 
rauff & Ryan in 1944. A specialist 
in food merchandising and adver- 
tising, who had worked on a num- 
ber of accounts at Erwin Wasey, 
Ruthrauff & Ryan, Mr. Lund was 
account executive on the A. E. 
Staley Mfg. Co. account at the 
time of his death. # 


8 SEC also objected to the state- 
ment that stock prices have 
ranged from a $10 high to a $3.50 
low. It said reference to the $10 
high failed to disclose that the 
stock reached that level following 
a statement by a newspaper col- 
umnist that the company would 
introduce a new product which 
would increase its profits. SEC 
/noted the stock subsequently de- 
| clined. 
SEC said Hazel Bishop previ- 
,ously violated “private offering” 
rules, with 562,500 shares nomi- 
nally issued to 31 persons. Actual- 
ly, SEC said, many others had a 
beneficial interest in the stock and 
“a wide group of uninformed per- 
sons were sold a variety of inter- 
jests in unregistered stock.” 
The sales plan involves 1,274,823 
shares, which are to be sold by 
| 112 present holders. + 


Business Paper Publishers 
Want One Association: Survey 
| More than 77% of business paper 
| publishers responding to question- 
| naires sent out by Mail Directions, 
927 15th St., N.W., Washington 5, 
| said they are in favor of a single 
|business publication association. 
| Results of the survey were pub- 
lished June 9. Some 425 question- 
naires were sent out and 144 re- 
plies were received. Of these, 29% 
were ABP members (56% of them 
were in favor of the single group), 
31% were NBP members (91% in 
favor of single group) and 41% 
belonged to neither association 
(82% in favor of single associa- 
tion). 


Lawrence Names Littlefield 

Hal Lawrence Inc., Palo Alto, 
Cal., has appointed Glen Little- 
field designer-art director, a new 
post. Prior to joining Lawrence, 
Mr. Littlefield was with a Chicago 
graphic design studio and Capper 
Publications, Topeka. 
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PAGEANT’S GUIDE TO THE ART OF BIRL-WATCHING 
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Bo ea dig naele pg ayes Guaranteed circulation: 500,000—98.4% newsstand sales. Men readers: 50.6%; women readers: 49.4%. 


What men and women realy tes about cach other Average Pageant family income: $9,254. October issue closes June 20. Published by Macfadden Pub- 
THE SECRETS ONLY A PSYCHIATRIST HEARS lications, Inc. For details, call your Macfadden Representative. 
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Merrill Lynch 
Anti-Speculation | 
Ads Stepped Up — 


(Continued from Page 3) 
ing, not all branch office cities are 
on the list, “because of budget 
problems.” 


s The words of warning also are 
not new. “We have been saying 
things like this for the past 15 
years,” John W. Adams Jr., vp of 
Albert Frank-Guenther Law and 
account supervisor on the Merrill 
Lynch business, said today. 

Old or new, however, the warn- 
ing ads are being stepped up. “We 
are running these cautionary mes- 
sages more frequently than be- 
fore,” he added. 

He recalled at least three cau- 
tiomary ads in the past three 
months. Headlines were: “All| 
prices subject to change”; “A mat- | 
ter of some concern”; and “Wall | 
Street one way.” | 

“A matter of some concern” was | 
a reprint of an ad originally pub- | 
lished in April, 1959. Copy said in | 
part: “We are concerned about the | 
number of people who have been 
buying stocks in recent months | 
for what we believe are the wrong | 
reasons—wrong, at least, for them. 
These are the people, mainly un- | 
sophisticated about securities and 
often victimized by the tips and 
rumors that flood the market to- 
day, who have been buying stocks 
in the hope of making a big, quick | 
profit. In a word, these people are 
speculating imprudently.” 


® Merrill Lynch’s cautionary ads, 
Mr. Adams said, have followed a 
pattern: “We’ve run. them when- 
ever the market’s boiling, and 
whenever we feel people are too 
interested in unwise speculation. 

“Back of our advertising is the 
reasoning that we just don’t want | 
anybody coming into the market 
for a quick dollar, if that is the 
only reason he has for coming in. 

“If it’s just for the fast dollar, 
we don’t like that. It’s wrong.” 
Merrill Lynch, he said, is selling 
long-range investment. 


s Outside the New York Stock 


Don’t you believe it. Wall Street isn’t a one way street. It 
never was. It never will be. 


Stock prices may move up. 


But stock prices can move down too. 


And that’s worth remembering any time stock prices are 
making headlines—or new highs. 


True, we've always believed in the lang range future of 
American business and the long range future of American 
investment. 


As a matter of fact, since the turn of the century, leading 
averages of common stock prices have shown an average 
increase of 3% a year. 


But that still doesn’t mean you can buy stocks blind—or 
speculate indiscriminately in hopes of overnight profits. 


Which stocks you buy will always make a big difference; 
which stocks you should buy in your particular circumstances 


will always vary widely. 


If you would like to know what we would suggest in your 


Situation, may we invite you to stop in and discuss that 
problem with one of our Account Executives. And if that’s 
not convenient, please feel free to phone or write us. 


Exchange itself, Merrill Lynch is 
the biggest investor in anti-specu- 
lation advertising. Altogether, 60% 
of its $2,000,000-plus budget goes 
into newspapers, and of this, about 
25% goes into the cautionary ads. 
That boils down to an annual 
$300,000 in newspaper ads devoted 
purely to warning investors. 

In addition, as much as 25% of 
its $800,000 magazine budget goes 
into similar ads in magazines. 
Merrill Lynch uses financial pub- 
lications such as Forbes, Barron’s 
and the Wall Street Journal, plus 
a list of magazines—Atlantic 
Monthly, Harper’s, Holiday, News- 


|/week, Saturday Review, The New 


Yorker, Time, U. S. News & World 


|Report, and the New York Times 


Magazine. 

This year’s $2,000,000-plus budg- 
et represents a doubling of the 
Merrill Lynch 1959 outlay. In 1960, 
the brokerage jumped from a $1,- 
000,000 appropriation to $1,800,000. 


In addition, its educational efforts | 


last “year (including four movies 
and an investment information 
center in Grand Central Station 


| here, since vacated) called for an 
investment of $1,000,000. 


s Merrill Lynch has not been) 


happy about the way some brokers 
advertise their services. Particu- 


larly suspect are ads urging in- | 
vestors to indulge their specula- | 


tive interests. Typical examples of 
the kind of ads Merrill Lynch 
would never run have been along 
the lines of “Fifteen electronic 
stocks we like,” and so on. 

“I don’t think the brokers’ fra- 


| ternity as a whole approves of the 
|fever of the public in speculating 


imprudently,” Mr. Adams said. 
Right now, he said, the two hot 
ones are electronics and chemical 


| stocks. “You just put electronics 
|in the headline, and boom!” 


Merrill Lynch alone handled 
12.7% of the round lot volume on 


| the exchange last year, and in ad- 
|dition, 20.2% 


of the odd-lot vol- 
ume. 


|@ The New York Stock Exchange 


Merrill Lynch, Pierce, Fenner & Smith Inc. 


Members New York Stock Exchange and other principal 
Stock and Commodity Exchanges 


70 PINE STREET, NEW YORK 5, N. Y. 
142 offices in U.S., Canada and abroad 


Babe+Woods+Shoe=Formula for Pablum Ad 


BACKGROUND FOR FANTASY—Here’s the story behind an advertising il- 
lustration. To get the picture used in Mead Johnson’s Edward Dal- 
ton division’s Pablum and Bib juice advertising in June, Kenyon & 
Eckhardt men and photographers Steve Horn and Norm Griner 
went to Florida in March to shoot the pictures. The advertisement 
appears on right as it will in June issues of Ladies’ Home Journal, 
Parents’ Magazine and Redbook; the July issue of Modern Ro- 
mances; and the September issue of True Story. These pictures were 
taken in Greynolds Park, north of Miami Beach. With the shoe on 
the tailgate of a station wagon (upper left), K&E account executive 
Denning Harvey talks to the parents of model Wickie Mockus, while 
Norm Griner looks on and Steve Horn makes notes. Steve Horn car- 
ries a prop toadstool across a green at Viscaya (left), and nobody 
pays any attention to him (this is Miami, remember). Harvey and 
Horn jockey the shoe into position (above) while Griner looks on. 
These photos are due to the sharp eye and trusty Asahi Pentax of 
Clyde Baird, K&E art director, who took them. 


| said its main concern is with the 


unwary buying of over-the-coun- 


ONE wAyY—What goes up can also 
come down is the burden of this 
ad being used by Merrill Lynch, 
Pierce, Fenner & Smith in its cam- 
paign against unwise speculating. 


and good cating habits start with a varirty 


Advertising Age, June 12, 1961 


ter stocks by people who do not 
even know what the company 
produces. “It’s the new issues, the 
$5 stuff, that we are warning 
against,” it said. 

While the exchange said it is 
not running a special cautionary 
campaign at this time (as it did 
in 1959, when it spent $250,000 for 
this purpose), all its advertising 
“always, always” emphasizes the 
fundamentals of sound investing. 

Thi$ year the exchange’s total 
ad budget is about $1,000,000, as in 
past years. Last year, however, it 
also ran a Reader’s Digest primer 
on investing, costing $490,000. This 
was in addition to the regular ad 
investment. Compton Advertising 
handles the exchange’s advertis- 
ing. 


FOUR ROSES TESTS 
LUNCH QUOTATIONS 
CuIcaco, June 6—Noontime New 
York Stock Exchange prices, plus 
|late news flashes from the Dow- 
| Jones News Service, New York, 
jare contained in a “Mid-Day Loop 
| Market Gram,” now being distrib- 
‘uted in Chicago restaurants at 
|noon by Four Roses Distillers Co., 
| New York. 


| In a test effort to promote An- 
|tique bourbon and Four Roses 
whisky, Four Roses first intro- 
duced the Market Gram in ten 
local restaurants, and within two 
weeks the number has been in- 
creased to 35. 

Jay Lewis, Four Roses’ Chicago 
district manager, said if the trial 
run in Chicago proves successful, 
Market Grams may be distributed 
in other cities. Mr. Lewis also said 
that two Chicago radio stations 
have expressed interest in tying in 
with the program. + 


Bernstein Names Two 

Pat Halloran, formerly of Lynn 
Baker Inc., New York, has been 
named copy chief of Bo Bernstein 
& Co., Providence. The agency has 
also named Nancy Brown, former- 
ly executive secretary to the presi- 
dent, to the new post of media 
director. 


Manchester Names Lavenson 
Manchester Hosiery Mills, Man- 
chester, N. H., has named Laven- 
son Bureau of Advertising, Phila- 
delphia, to handle its account. 
There was no previous agency. 
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she grew and she dreu 


of taste experiences plus sound mutrition, These form the 


foundation for your baby s growth and development. Pablum® cereals (m five distinct varieties) and PuB 

pusces (im mune delicious flavers) are formulated to provide nourtshment for energy and growth Jt s an impor 
tant day when your physician specifies “grown-up” foods like cereals and juices “a 
And remember he is the best source of advice about your baby s nutritional needs = . 
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National advertising—with local prices 


When a salesman shows a dealer 
scheduled advertising featuring local prices, 
the ads make a hit, get larger orders! 

And local prices are a big selling point 
with local customers—are doubly 
effective when displayed with a fine 
quality reproduction of the product. 

Now advertisers can enjoy both 
advantages in SUCCESSFUL FARMING’S 
12 State & Regional Editions! 


These editions offer infinite flexibility. 
The advertiser can match map and 
market, combine coverage in any way which 
best meets his individual requirements, 
custom fit promotion to his sales program. 
States need not be contiguous. 


Used separately or in combination with 
the SUCCESSFUL FARMING National Edition, 
they put more push and power where 
wanted, give dealers extra support, serve for 
seasonal selling, copy and coupon testing, 
new product or model introduction, new offer 
tryouts. All editions have SuccESssFUL 


Successful Farming 


..» Des Moines, New York, Chicago, Atlanta, Boston, Cleveland, Detroit. 


FARMING’S editorial excellence, fine 

reproduction and long life. And use of more 

than one edition earns cumulative rates. 
SUCCESSFUL FARMING is read by big 

businessmen in the nation’s most important 

industry, agriculture. Its audience has 

big farms averaging more than 300 acres, 

50% larger than in 1945. They are the 

country’s major producers of hogs, cattle, 

milk and poultry. In the past decade 

SF farm families have received an estimated 

annual average cash farm income about 70% 

above the national farm average. 
SUCCESSFUL FARMING delivers prestige 

and influence, merited by fifty-nine 

years of service, helping readers earn more 

money and live better. Advertising 

enjoys unusual confidence and respect, 

gets extra attention and response. 


Ir you want your advertising to make 
more sales, use SUCCESSFUL FARMING’S new 
selling tools! For full data on State & 
Regional Editions, ask any SF office. 


: . . . N . ‘ I . f , 
Los Angeles, Minneapolis, Philadelphia, St. Louis, San Francisco. a. 2 s 
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AVERAGE PAID 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. 
Add two lines for box number. Closing deadline: Copy in written form in Chicago 
office not later than noon, Wednesday 5 days preceding publication date. Pacific 
Coast Representative (Classified only): Classified Departments, Inc., 4041 Marlton 
Ave., Los Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles: Monday noon, 
7 days preceding publication date. Display classified takes card rate of $18.75 per 
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column inch, and card discounts on size and frequency apply. 


CIRCULATION FOR 6 MONTHS ENDING DEC. 31, 1960 


HELP WANTED 


HELP WANTED 


Copywriter 
For our growing, medium size, south- 
western New York State agency. Several 


years of agency copy-contact experience 
handling industrial accounts absolutely 
necessary. You must be a self starter—a 
man that can develop and write ads, 
catalogs, direct mail, publicity in a posi- 
tive, clear, sales minded style. If you 
are interested in working in a stimulat- 
ing atmosphere with young and aggres- 
sive creative talent, send us a resume, 
realistic salary requirements, a small 
snapshot and a few examples of your 
work 
Box 4884, ADVERTISING AGE 

630 Third Ave., New York 17, New York 


MOLENE PERSONNEL SERVICE 


publicity editors | 
adv. managers copywriters 
artists media production sales 


“All is grist which comes to our mill” 
ANdover 3-4424, 105 W. Adams St., Chgo 3 
ADVERTISING AND SALES 
PROMOTION 
Indiana manufacturer needs young copy- 
writer to prepare rough layout and copy 
for circulars, sales letters, brochures, 
other direct mail literature. Write and 
tell us all about yourself, salary expected 
Box 4957, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


PRODUCTION MANAGER 


Major 4 A’‘s Agency located in N.Y.C 
has opening for top Print Production 
Manager. Heavy experience in color re- 


production required 
TOP SALARY 

Send complete resume to 

Box 4958, ADVERTISING AGE 
630 Third Ave.. New York 17, New York 

EXECUTIVE & CLERICAL 

EXPERIENCED & TRAINEE 

Publishers Employment 
154 E. Erie St.. SU 7-2255, Chicago 

CREATIVE ART DIRECTOR 
Small, but booming, ad agency needs 
layout artist experienced in all phases of 
art—production Will have major re- 
sponsibility in building top-notch agency 
in virgin Central Illinois territory. Salary 
plus commission. Send resume and sam- 
ples 

Box 4959, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

ILLUSTRATOR. Modern, versatile, fast! 
To visualize and produce sketches and 
finished renderings for high-quality pro- 
ducer. Must have demonstrated ability to 


LAYOUT ARTIST—DESIGNER 
We need a pro with speed, taste and 
flair. Must really know type. Experienced 
in collateral and sales promotion as well 
as media advertising. Can be man or 
woman who can work rough but crisply 

our clients detest stiff comprehensive 
layouts. If you have a buddy who's a 
great production artist, we can use him 
or her too! Salary open. Call H. Baker, 
Herbert Baker Advertising, MO 4-1870. 


| sion plan and health insurance 


HELP WANTED 
SPACE SALESMAN 
Well established magazine representative 
firm, operating nationally, has opening 
in Chicago office for young aggressive 
producer. Young management on the go! 
Compensation based on experience and 
proven ability. Send resume and income 
requirements. We pay total cost of pen- 
Write to 
Box 4611, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING MAN 
Leading Chicago manufacturer of elec- 
tronic products needs a man to assist 
Advertising Manager, should be 
promotional writer and know how 
originate and buy dealer 
sales promotional materials, 2 to 4 years 
advertising experience desirable Full 
range benefit program. Salary 
surate with experience. Please 
complete resume including age, educa- 
tion, experience, salary requirements and 
photo if possible 
Box 4963, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


PUBLICITY—PUB RELATIONS 


good | 
to | 
and consumer | 


commen- | 
submit | 


| 


| best! 


Chicago ad agency wants tiger (‘or ti- 
gress) who really wants to move. If | 
sending out a release or two a day 
seems like a days work, you're wrong 
for our zoo. If you're our kind of person, 
you'll find we have everything to offer, 
including growth, fringe benefits and 
good salary. Sell us in your reply (‘in 


complete confidence) 
Box 4961, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ASSOCIATE EDITOR 
publication in merchandising 
field has excellent opening for young, 
ambitious man to fill responsible posi- 
tion in editorial department. Prefer mar- 
ried now living in or near Chicago. Send 
resume and salary requirements 
Box 4964, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
COPY-CONTACT 
For exciting, demanding and hard hitting 
clients, mainly on the “consumer” side 
but big users of our creative sales pro- 
motion, sales letters, direct mail and 
publicity. Man or woman under 40 but no 
beginner. Plenty of benefits, fringe and 
otherwise to right person. Chicago Agen- 
cy. Write in confidence. Salary open 
Box 4962, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Wanted: Strong Rx drug writer 


Leading 


: re? , , ’ able to create campaigns. 
_— lige meme. color and B/W. with Just supply samples and show wide ex- 
minimum direction. Willing to work as ” - . add t 
one of a team w/Art Director and| Perience. Will be valued addition to 
Writer. Midwest region. Please state sal- ethical marketing group in midwest 
ary requirements. Send resume agency. Terms open. Write to 

; Box 4960, ADVERTISING AGE Box 4965, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 200 E. Illinois St., Chicago 11, Illinois 


Production 


vertisers. 


an independent producer, or a 


sibility in our organization. 


ability, it also requires good 
since a large part of this job 


location costs. 


your permission. 


Procter & Gamble 
Television Commercial 


Here’s an unusual opportunity in the field of Commercial 
Production with one of the country's leading television ad- 


The man we want is under 32, and has had several years 
of commercial television production experience with an agency, 


enough experience to enable him to quickly assume respon- 


The man we employ will, after a short indoctrination period, 
take over the responsibility of working with our Advertising 
Agencies on all phases of the television commercial production 
for several of our major consumer brands. His job will be to 
do everything that can be done, from the client's point of view, 
to achieve top quality television commercial production. This 
will involve representing the Company in production planning 
discussions with the Agency and with the outside producer, 
attending the actual shooting of commercials and giving advice 
and guidance on matters such as casting, sets, etc. 


While this position calls for a high degree of creative 


management of our production operation. This position is in 
our General Offices in Cincinnati, and we will assume all re- 


If you feel that you can qualify for this position, please 
write and tell us about yourself. All replies will be handled 
in confidence, and no contacts will be made until we have 


Supervisor 


television station or network— 


business administrative ability, 
is concerned with the business 


Mr. H. H. Wilson, Jr. 

Procter & Gamble, Dept. AA-612 
P. 0. Box 599 

Cincinnati 1, Ohio 


PRODUCT ADVERTISING MANAGER 
National multiplant food manufacturer 
located in St. Louis, Missouri seeks cre- 
ative young man 28 to 35 with degree 
(marketing preferred), minimum 5 years 
experience consumer product advertising 
and promotion, to meet challenge of 
product line with current $3,000,000 media 
budget. Send resume with salary require- 
ment to 

Box 4966, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Nlinois 


PRODUCTION ARTIST 


Keyline and paste-up. No amateurs can | 


be considered. We're busy and want the 
We'll pay well for the right man 
or woman. Call H. Baker, Herbert Baker 
Advertising, MO 4-1870. 


Personal Secretary And Executive As- 
sistant to President of Leading National 
P.R. Firm... Excellent Salary 
Box 4967, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


TOP OPPORTUNITY 
for top-flight copywriter with retail ad- 
vertising experience. Essential require- 
ments include ability to handle retail 
campaigns for a leading men’s shoe man- 
ufacturer, meticulous attention to detail, 
and budget-consciousness However, 
ability to write copy most important 
requisite. Salary commensurate with 
ability. Immediate opening act now! 
Call H. F. Pfister, FREEMAN SHOE 
CORPORATION, Beloit, Wisconsin, EMer- 
son 5-6665. 
FOR A CREATIVE COPY-CONTACT 
ADVERTISING MAN WITH 
AIR CONDITIONING EXPERIENCE 
There is a rich opportunity in a national 
advertising agency. Ability to compre- 
hend all technical aspects of air-condi- 
tioning and _ refrigeration You must 
know how to write sound copy. You 
must have an eye for details and a sense 
of administration. The position: Copy- 
Contact on a major account. Write fully: 
background, and salary requirements. Our 
staff knows of this ad 
Box 4831, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
POSITIONS WANTED 
PUBLIC—EMPLOYEE RELATIONS 
Marketing man with 7 years solid ex- 
perience in public, employee and com- 
munity relations promotion, seek- 
ing challenging position. Age 31, married 
Box 4950, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
YOUNG ADV. & SALES 
PROMOTION MAN OFFERS 
13 yrs. of creative & admin. experience 
in food, candy, beverages, biscuits, etc 
for opportunity with Eastern firm or 
agency. In East June 26 til July 8. Mar- 
ried. $9-10 M 
Box 4968, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


sales 


Available Soon: 
FARM AD MAN 


New York-based Midwesterner 
knows beth advertising and 


33. who 
agriculture 


would like to make a $10,500 connection 
with advertiser agency who has some- 
thing important to say and sell to the 
farm market 

Twelve years experience in key adver- 
tising promotion and PR posts also 
trade-writing. Products: Feeds. chemicals 
farm structures and equipment (budgets 
from $350,000 to millic yns). Traveled most 
agricultural areas Excellent copy back 
ground, familiar with markets and media 
and experienced in working with agen- 
cies, printers, pop. and packaging cre- 
ators 

If you have a job to do—or one to fill 
in the farm field, write today to Box 776, 
Advertising Age, 630 Third Ave., New 
York 17, N. ¥. 


CHICAGO EMPLOYERS 
We have Well Qualified 
Copywriters 

Advertising Managers 

Asst. Advertising Managers 
Account Executives 

Radio & TV Men 

Production Managers 
Artists 

Editors 

Writers 

Photographers 


Iinois State Employment Service 
Professional, Sales & Clerical Office 
73 West Washington Street 
Financial 6-3960 
NO FEES CHARGED 
Employers or Workers 


POSITIONS WANTED 


Retail Ad Manager Wants Out! After 8 
yrs, want to get into Industry, pref, con- 
sumer products. Retail chain background 
can be asset to aggressive Co. Chicago or 
relocate. College background. 29, 3 chil- 
dren. 
Box 4969, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

Space Salesman. Over ten 
ence representing industrial, 
special interest books. 
sively 
$10,000 plus. Available on short notice 
Robert Weston, 8 Ground Pine Rd., Wil- 
ten, Conn., N.Y. phone...MU 4-7545 
DISPLAY OR PRODUCTION MANAGER 
for manufacturer or agency. 14 years 
dynamic point-of-purchase, exhibit, trade 
shows, and sales promotion graphics ex- 
perience plus administrative background 


trade and 
Travelled exten- 


Close liaison with merch., adv., promo- 
tion and sales depts. Planning, control 
and distribution of all programs. Refer- 


ences: will relocate. 
Box 4970, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
1 AM INTERESTED IN SPAIN. 
Creative Art Director—Ten years experi- 
ence in Latin America with top Interna- 
tional agencies, would like position in 
Spain. British national. Highest refer- 
ences 
Box 4971, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


| Need good pictures day after day without 


that tired, 
publication 
work for 


flat look? Versatile, 
photographer would 
firm needing wide 
quality pictures. 35 mm expert in shoot- 
ing action, directing poses, selecting the 
unusual viewpoint, executing the tech- 
nical and research photograph, producing 
slide and motion films, and printing for 
publication, display, or projection. For 
photomural and big transparency quality 
backed by eight years daily production 
experience, write 
Box 4972, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADV. MGR. ASS’T. PROD. MGR. 
Over a dozen solid diversified years 
agency, retail. Experienced assistant 
vertising manager also production 
layout. Ready for any interesting 
in above or allied fields, N.Y.C 
Box 4973, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
ARTIST 
wants to come home 
from Rocky Mountains to 
Coast. Experienced—Illustration, Layout, 
Art Direction Family Man, Age 30, 
Adaptable. BA plus Art Center L.A 
Box 4974, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


WRITER-FREELANCE 


efficient 
like to 
variety of 


in 
ad- 
and 
offer 
only 


Westerner 
where 


Any- 
Pacific 


Food—Fashions—Hard Lines. Top Na- 
tional Accounts & Agencies Experience 
Original—Dependable—Reasonable 


Box 4975, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ACCT. EXEC—ADV. MGR. 
Young, Aggressive Acct. Exec offers adv 
marketing know-how gained in 6 years 
of experience with leading midwest 
agency—for challenging opportunity to 
contribute—agency or client. Write for 
resume 
Box 4976, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


TV Film Company wants negoti- 
ator to deal with networks, ad & 
talent agencies. Write: 


Box 780, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


years experi- | 


50,026 


REPRESENTATIVES WANTED 
Chicago based publication 
quarter million college 
national sales reps. 

Box 4949, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
EXTRA DOLLARS FOR YOU SELLING 
AD SPECIALTIES & EXEC GIFTS 
Am among oldest 15% of membership of 
ASNA (founded 1903). Com & Bonus to 
50%. No investment. Samples free. Write 
to: Eric Howlett, Box 299, Huntington, 


reaching 
students desires 


North Eastern U.S. Past earnings | N.Y 


28 year old monthly bidg. trade pub 
seeks reps in all key areas throughout 
U.S. Excellent opportunity for right men. 
Write 
Box 4977, ADVERTISING AGE 
630 Third Ave.. New York 17, New York 
REPRESENTATIVES AVAILABLE 
PUBLISHERS REP 
Chicago base. 10 years exp. working with 
Midwest accounts and agencies. If you 
want your business increased through 
hard work and intelligent selling, write 
Box 4900, ADVERTISING AGE 
200 E. Illinois St.. Chicago 11, Illinois 
PUBLISHERS’ REPRESENTATIVE organ- 


| ization with highly experienced staff will 


| publication 
| gressive 


represent 
trade or 


one additional 


magazine in 
industrial field 


Must be major 
to fit in present group. Ag- 
staff does intensive travel in 
eight mid-western states. 
Box 4905, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
BUSINESS OPPORTUNITIES 
DISTRIBUTOR-N.Y. CITY-SPECIAL PA- 
PERS FOR GRAPHC, INDUSTRIAL AND 
PACKAGE DESIGNERS, ADVERTISING 
AGENCIES AND ART STUDIOS, TOP 
RATED INDUSTRIAL AND MANUFAC. 
TURING ACCOUNTS. $2500 REQUIRED 
FOR STOCK. CAN EARN FIVE FIGURE 
NET ANNUAL INCOME TO START. OF- 
FICE EXPENSES, DELIVERY AND 
BILLING—YOUR RESPONSIBILITY. 
PREFER PERSON WITH HEAVY EX- 
PERIENCE IN ABOVE FIELDS AND 
GOOD REFERENCES. 
Box 4978, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
35mm COLOR SLIDE DUPLICATES 
made from your master transparencies 
as low as 9'2¢ each. Write for sample 
slides, full information to 
WORLD IN COLOR PRODUCTIONS 
Box 392-F, Elmira, N. Y. 


MISCELLANEOUS 
UNIQUE & beautiful new 2 story bldg. in 
Hollywood, Cal area Architecturally 


designed & landscaped. Refrig. air cond., 
Janitor serv., util., music & parking 
incl. in very reas. rental. Will custom 
design your suite, 80% leased. Approx 
1400 ft. on 2nd fir remaining. Special 
consideration to tenant for entire space 
Owners. 818 N. La Brea Ave., s 


Calif. HO 6-3451. 
PRINTERS ... PUBLISHERS 


Sell 


on spec.? Creative Copy Service 
sells prospects, products, faster! 7 Merry 
Lane, Westbury, L. I., N. ¥. EDgewood 
41-6060. 


NEED MARKETING MAN? 
Man with 14 yrs. solid marketing 
background. Presently Mktg. Mgr 
(Advertising, Public relations, prod- 
uct Mgrs., sales training, field sales) 
for nationally known, medium sized 
firm. Strong on automotive TBA, 
etc., but will consider other fields 
Outstanding record of achievement 
37 yrs. old. Business Degree. Pres- 
ent earnings $17,500. Looking for 
more challenging position with 
growing company 
Box 775, Advertising Age 

260 E. Illinois St., Chicago 11, Il. 


and sell. 


customer response. 


sume for your review. 


THE COPYWRITER WHO COMMITTED MURDER 


He wrote in well-traveled copy cliches. He used gimmicks in- 
stead of fresh sales hooks crafted from people's basic interests. 
He played with ‘‘clever’’ phrases instead of words that knew how 
to punch cash registers. His copy died a lonely death. 


In my five years of advertising experience, I've shunned these 
poisons. I've discovered the nutrients that make copy live, breathe 


Working directly under one of the top professionals of the 
agency world as a copywriter-account executive, I've developed 
copy platforms that are sincere and succinct. 


Creatively serving a wide spectrum of clients—including Amer- 
ica’s best-known resort hotels and a prominent bank, brewery, 
“big ticket’ appliances, a utility company and paint-tire distribu- 
tors—lI've probed the intricate chemistry of effective advertising. 

Planning and executing retail promotions have given me an 
understanding of problems on both sides of the store counter. 
And I've earned that most gratifying of copywriter awards— 


At 29, I'm looking for greater opportunity as a copywriter for 
a medium or large agency. Perhaps yours. | have a thorough re- 


May | begin to nurture the longevity of your advertising? 


Box 781, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
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Apeiaae 


Our 50th Year 
TV ART DIRECTOR—4A Agcy 
Story-board exp. nec $15,000 
CREATIVE SPACE SALESMAN— 


good oppty. mid-west territory 8,000+ 
LAYOUT ARTIST—No. 2 man in 
progressive mid-Illinois agcy 8,500 


MANY MORE—MAIL RESU 


GLADER CORPORATION 


110 S. Dearborn St., CHICAGO, I. 
Phone: CEntral 6-5353 


AD AGENCY 


Medium-size 4A agency seeks man to 
groom for +1 position in research dept. 
Must have proven ability to organize and 
complete projects. Salary area $12,000. 
Send your confidential resume in dupli- 


cate to: 

ADVERTISING DIVISION 
STURM-BURROWS & co. 
Executive Search and 
Personnel Placement Specialists 
1420 Wainut Street Phila. 2, Pa. 


MARKET RESEARCH 


CREATIVE 
HOUSE 


PERSONNEL 


Did we ever goof? 

We just weren’t staffed to 
handle your overwhelming 
reception to Creative House. 
But now we are. 

And now, advertising people 
have a place to come for jobs 
and advertising jobs have a 
place to come for people. 
Aren’t you glad Chicago has 
this new Talent Center? Don’t 
you wish every town did? 
Now, let’s fill these: 


Ad Managers 

Ad Sales (Liquor) .......... $15,000 
| AOS ee OPEN 
Account Executives 

Industrial (Yale Grad.) ..... $22,000 
i (Ne 20,000 
Copy/Contact ............. $12,000 
Art Directors 

Layout, Illustration ........ $40,000 
Executive type ........... $25,000 
ee $12,000 
eee $12,000 
Layout (Food) ............. $10,000 
Print (Industrial) .......... $ 6,500 
Layout/Illustration ........ $ 7,800 
Copywriters 

Senior Copywriter .......... $25,000 
Creative Director ......... $22,000 
a $22,000 
eae Be oid ss oa.cis $12,000 
Consumer/Iindustrial ....... $12,000 
Farm/industrial ........... PEN 
Print (Medical) ........... $10,000 
Magazine Prom ............ $10,000 


One Man Copy Dept. ....... $10,000 


Print/House Organ ........ $ 8,500 
House Organ Editor ........ $ 7,500 
ae $ 5,200 
Public Relations 

i... eee $10,000 
Writer (Consumer) .......... $ 6,000 
Television 

Writer Producer ........... 18,000 
3) eee $15,000 
Writer (Cosmetics) ........ $15,000 
Writer (Food) ............. $15,000 
Writer (Insurance) ......... $15,000 
Writer/TV-Film ............ PEN 
Writer/TV-Radio $10,000 
Writer (Food) ............. 7,800 
Research-Marketing 

Mkt. Research (Medical) $15,000 
Research Supervisor ....... $15,000 
Marketing Supervisor $15,000 
Market Analyst ............ $12,000 
Research typists (2) ...... $350 mo 


Research secretaries (2)... .$375 mo 


Media 

Print/Time buyer .. OPEN 
Estimater/typist ... ..$350 mo 
Radio/TV biller . .$375 mo 
Secretarial 

President's Secretary |. $420 mo 
Private Secretary ........ $400 mo 
2-man Gal Friday .......... $350 mo 


Dictaphone Typist ......... $3 
Receptionist (A Beauty) ... .$300 mo 


JACK BAXTER KNOWS ADVERTISING 
ADVERTISING KNOWS JACK BAXTER 
41 EAST OAK . CHICAGO 11 - DE 7-0001 


CREATIVE-CONTACT EXECUTIVE FROM 
N.Y. WANTS TO BUY INTO AND WORK 
WITH GROWING FAR WESTERN AGENCY 


You're doing well and want to do better. 
You may or may not need more capital. 
You may be able to use the skill, experi- 
ence and talents of a creative-contact 
executive who has been in the top spots 
at 3 major agencies for over 17 years, 
but wants to get away from NY living 
and weather. Why don’t we try a few 
probing letters back and forth to begin 
things? 


Box 783, Advertising Age 
630 Third Ave., New York 17, N.Y. 


MARKETING 
RESEARCH 
CAMPBELL SOUP CO. 


General Office Staff located in Cam- 
den, N. J., has opening for Analyst 
with 2 to 6 years’ experience in con- 
sumer research. The successful appli- 
cant will have had exposure to a 
variety of consumer research methods 
and must have ability in statistics, 
report writing and questionnaire writ- 
ing. All qualified applicants will re- 
ceive consideration for employment 
without regard to race, creed, color 
or national origin. Reply in detail to: 


J. A. NIXON 
EMPLOYMENT MANAGER 
CAMPBELL SOUP CO. 
CAMDEN 1, N. J. 


SPACE SALES OPPORTUNITY 


We are seeking an experienced in- 
dustrial space salesman to establish 
a Chicago Office and cover Midwest 
territory. Well established audited 
publications. Excellent potential with 
Salary, plus commission and ex- 
penses. Send complete resume in 
confidence to: 

Jerome R. Peskin, Publisher 

Ceramic Publications, Inc. 

2728 Euclid Avenue 

Cleveland 15, Ohio 


| 
ATTA RRR: 
| 
| 


DON HARRIS NEEDS... 

these 5 he couldn't find in his files 

GROUP COPY SUPERVISOR who asks 
the unusual of himself and his super- 
visees. Important-account experience. Ex- 
ceptional fringe benefits $18-$20M 
TV ART DIRECTOR, idea-prolific, prej- 
udiced against the commonplace, good 
critic of his own work. Important-account 
experience. Exceptional profit-sharing and 
retirement $17-20M 
FOOD MERCHANDISER. Major agency, 


major account Grass-roots experience 
plus national planning experience for 
sizeable agency or company Realistic 


deals, etc 


TV ART DIRECTOR. Can be young if 
exceptional and important-account-expe- 
rienced $12-$15M 
ADVERTISING SALESMAN. Midwest out- 
door or transportation experience. Com- 
mission, expenses, plus to $10M 
DON HARRIS, DIRECTOR 


Advertising and Marketing Division 


MONARCH PERSONNEL 
Jackson, Chicago WA 2-9400 


problem-solver and deviser of promotions, 
$15-16 


28 E 


I can write and write 
NEED VERSATILE | co" wr 


yrs. copy 
chief.) Also _ skilled 

? at layouts, comps. 

wide range of fin- 

* ished art. Age 32 


married, and heading south to roost in 
the Bay area. 

AGENCIES IN SAN FRANCISCO 
and environs — especially the 
shops—listen. I 


you almost writing 


crisp. effective copy, making fast lay- 
outs, following through on artwork, 
type spec, etc. My sam- 
ples and references will 
prove’ this Interested? 


Let's talk it over. Write: 
Sam Connery. c/o 4777 
Davenport. Oakland 


NOW! 


ADVERTISING 

AGENCY 

WANTED 
Multiple businesspaper publish- 
er seeks Chicago advertising 
agency with top creative copy 
and visual talent. Commission- 
able billings in excess of $50,000. 


Box 774, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


TRADE MAGAZINE 


for sale. Monthly low circulatior 


second class, audited. Gross $90-$100,000 
this year, fit well into multi-publication 
venture Needs national representa 
tion—gross could be increased 50°7 in year 
with sales coverage in Mid-West, Fast Two 
local space salesmen wor xclusively for 
company could handle extra’ publicatior 
ould like chance at extra = income Be 
proven reliable have been with ympany 
several years One man_ handles editorial 
part-time, could continue for several months, 
remain Ss consultant indefinitely Magazine 
serves special field, international in scope 
opportunity for special issue almost every 
month. Purchase price $80,000 or will op 
tion to reputable firm wanting to take over 
national sales and increase’ space before 
buying 
Reply Box 773, Advertising Age 
200 €E. Illinois St., Chicago 11, Iilinois 


TV News Service Formed | ; 
National Television News Inc, 
has been formed at 1480 East Outer 
Drive, Detroit, by Howard Back 
| and James O’Donnell. Mr. Back re- 
| Signed as manager of radio and 
| television of Chrysler Corp. to be- 
| come executive editor of NTN. Mr. 
O'Donnell, NTN managing editor, 
| was with the Chrysler radio and tv 
| department since 1956. The new 
company will distribute free news- 
film to tv station news depart- 
ments. The news will be on behalf 
of business, government or indus- 
try and will be supplied by the or- 
ganizations concerned. The new 
company plans to establish bureaus 
in major cities in the near future. 


WANTED: COLLEGE GRADS 


Planning to send your kids to col- 
lege? $25 a month plus time plus 
right investment could swing financ- 
ing. Write for free prospectus. Could 
be your greatest investment return, 
for college degree adds $14 million 
lifetime earnings. Box 526, Wall St. 
Station, New York 5. 


TEMPORARY—This page ad by Man- 
|power set for the June 16 Time is 
part of the company’s “boom busi- 
ness” campaign. 


The Midwest's 
outstanding placement 
service for Adv. + Art & 

allied fields. 

By appointment only 


Manpower Launches 
Ad Drive in Books, 
67Emavison-suiteisis | Newspapers, Mail 


CEntral 6-5670 | MILWAUKEE, June 6—Manpower 

|Inc. yesterday launched a “boom 

es COPYWRITING ns th international sales and 

| advertising program. 

4, anf = i Cee | Most of the ads are set for a 10- 

x 4 an | day period, with a page each in the 

e Professional | Office, Office Executive, Personnel 

AV 2-3367 Administrator, Personnel Journal 

| HOLDEN Chicago || 80d Time in the U.S. In Canada, 

: | pages are used in Canadian Per- 

|sonnel, Industrial Relations Jour- 

CHICAGO FREE LANCE SERVICE |nal, Office Administration, Plant 
We offer you the services of Chi- | Management and Time. 

cago’s top-level creative talents. All || Bolstering the national schedule 

boards. Weil hepwie outs. story- || will be 60,000 to 70,000 lines of 

department overload. local advertising, being placed from 

| the headquarters of the temporary 


JOHN DENNISON & ASSOCIATES : 
30 N. La Salle St. — AN 3-1152 | help company here. These ads will 


SPACE SALES OPPORTUNITY 


F 


ast-growing multi-magazine businesspaper publisher needs strong space 


salesman to cover Ohio and adjacent area—an important territory with sub- 
stantial established billing. Excellent salary and bonus arrangement with 
bright future for aggressive, hard-working salesman. Reply fully in com- 
plete confidence, to: Doyle Peck, Advertising Director, Gralla Publications, 
566 Seventh Ave., New York 18, New York. 


Sales Representative 


Illuminated Plastic Signs and 
Clocks. Chicago and New York 
office. Train under experienced 
and successful manager. Draw- 
ing account against commission. 
Prefer man _ with advertising 
sales experience. Contact: 

Dualite Products, Inc., Cincin- 
nati 27, Ohio; or New York of- 
fice: 25 West 45th Street, N.Y.C. 


A Service By & For Ad 
en & Women 


$10 
CAN GET YOU 
A BETTER JOB 
IN ADVERTISING 
YOUR RESUME WILL BE PRINTED, 
ADDRESSED, STAMPED & MAILED 


to 1,000 Executives & Personne! Managers 
of leading ad agencies, advertisers, TV 
stations, radio stations, & newspapers 
No Extras—No Employment Fees 
For Details, WRITE: 
STRICTLY AD PERSONNEL 
191 Seventh Ave., N.Y. 11, NY. 


|be in addition to local insertions. 
|A mailing of 745,000 direct mail 
| pieces is also being readied. 

Financial Post, U.S. News & 
World Report and the Wall Street 
Journal will be added to the media 
list in July. Fromstein & Levy is 
the agency. # 


OPPORTUNITY 
Lithographer offers 8% commission 
on all work we get through your re- 
commendation. Fine quality. Reliable 


Box 778, ADVERTISING AGE 
630 Third Ave., New York 17, N.Y. 


Charles Hires Appoints 
Mackerer Marketing VP 
John C. Mackerer has been ap- 


CAPITAL TO INVEST 


Experienced ad man will enthusias- 


tically invest CAPITAL — time pointed vp of marketing of Charles 
talent — in small, solid agency . ‘ 
with mutual growth potential. Write E. Hires Co., 
fully, confidentially, to: Philadel- 
Box 777, ADVERTISING AGE ; serict 
630 Third Ave., New York 17, N.Y. | Phia, a division 
of Consolidated 
|Foods Corp., 


| succeeding The- 
|odore W. Pres- 
cott, now direc- 


SPACE SALESMAN 
Trade publication in Feed Manufac- 
turing field seeks space salesman 
with proven ability in feed or allied 


field. Eastern New York area. Ex- tor of the new es 
ceptional opportunity with long- State Farm Pa- 
established company 


Extraordinary 
fringe benefits. Salary commensur- 
ate with experience. Our staff knows 
of this ad. Send full resume 
Box 784, ADVERTISING AGE 
630 Third Ave., New York 17, N.Y. 


per Advertising 
Bureau (AA, 
May 15). George 
Finnie contin- 
}ues as director 


John C. Mackerer 


Outstanding Marketing Opportunity 


The Job—A program of ex 


pansion for consumer products has made 


it necessary for us to enlarge the Marketing Department of our 


Dallas General Office with a 


man who can assume the responsibility 


for the planning and execution of all phases of marketing for highly 
competitive food products. This position will involve working closely 


with other departments wi 


thin the Company, as well as our adver- 


tising agency and other outside groups on copy and other media 


strategy, promotion plans, package design, consumer and market re- 
search, and product development. 


Our Requirements—The man we want should be a college graduate, 
under 30 years of age. Experience in the advertising, promoting and 


marketing of grocery products 


is desirable. 


The Opportunity—For the right man we offer outstanding growth 


and advancement 
experience and qualifications. 


opportunities. Initial salary commensurate with 


Our staff knows of this ad. Please write in confidence, giving full in- 
formation on education, experience and current salary. Address 


Marketing Operations Manager, Anderson, 
Division, P.O. Box 35, Dallas 21, Texas. 


Clayton & Co. Foods 


of advertising and merchandising 
at Hires. 
Mr. Mackerer formerly was sales 

|manager of the beverage division 

writers to prepare retail ads. Prefer of Heublein Inc., Hartford. He also 

retail advertising copy experience, | » 2 : of 

strong on Apparel or Home Furnish- | has been with Pepsi-Cola Co. and 

ings, but will consider Mail Order Coca-Cola Co. in a variety of sales 

experience in similar lines. Salary 7 os a 

commensurate with ability and ex- | management, advertising and mer 
|chandising capacities. 


perience. Exceptional employe bene- 
fits for present and future 
Box 782, ADVERTISING AGE —_| Larrabee Adds Scott Radio 

200 E. Illinois St., Chicago 11, Tl. Scott Radio Laboratories, An- 
napolis, Md., electronic components 
company, has appointed Larrabee 

Associates, Washington, to create a 

campaign for its new line of stereo 

record player-am-fm “packages.” 

Including collateral materials and 

co-op, the budget for the remain- 

der of 1961 is estimated at $80,000 

to $90,000. Class, hi-fi and trade 

publications will be used. 


Creative Retail Copywriter 


National merchandising company 
with headquarters in Chicago has 
opportunities for experienced copy- 


Western Publishing Moves 
Western Publishing Co. has 
moved its office to the new West- 
ern Publishing Bldg. at 850 Third Bogen 
Ave., New York. seo 
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AFA Adds Seven Members 

Pure Oil Co., Palatine, Ill; Bur- 
lington Industries, New York; 
Philip Morris Inc., New York; Ev- 
ans Young Wyatt Advertising, Dal- 
las; Hoover Co., North Canton, O.; 
J-K Associates, Scranton, Pa.; and 
Medallic Art Co., New York, have 
been elected to membership in the 
Advertising Federation of Amer- 
ica, New York. 


ON CHICAGO'S 


Enjoy superlative luxury only five 
minutes from downtown .. . steps 
from famous restaurants and exclu- 
sive North Michigan Avenue stores. 
Superb appointments and 
friendly service. Rooms, suites 
and apartments by the day, 
month or year. 4 


Doncld O. Cronin, Mgr 


LAKE SHORE DRIVE HOTEL 


Overlooking Lake Michigan 
181 E. Lake Shore Dr. - 


SU 7-8500 } 


Int'l Telemeter Hopes to Test Pay TV 
in Little Rock This Year, Novins Reports 


New York, June 7—Interna- | Toronto suburb of Etobicoke, Bar- 


tional Telemeter Co. hopes to have | 


its pay tv test in Little Rock, Ark., 
organized and ready to go by the 
end of the year, Lou Novins, presi- 
dent of the company, said here 
yesterday. 

Addressing the annual stock- 
holders meeting of Paramount 
Pictures Corp., which owns Tele- 
meter, Mr. Novins explained that 
his company had been in constant 
negotiation with various groups 
for franchises in the U.S. for its 
cable tv systems. Its executives 
had talked with three such groups 
during the past week, he said. 


@ There was still a great deal of 
discussion about a test in New 
York or Long Island, since these 
“represent desirable locations,” 


j}he added. 


Discussing a pay tv test in the 


Buy a 
SWIMM! 


read daily by 7 out of 10 Cin 
clusively. Don’t be a sissy 
circulation. If it’s volume s 


NG 


You'll do better to dive into Cincinnati than merely to wet 
your toes. This rich market has depth of quality, and the 
best way to get into it is through the Post and Times-Star, 


cinnatians, 43% of them ex- 
wading around in shallow 
ales you want, take the big 


plunge... in the BIG paper! 


out of 


* 


Largest Cincinnati Daily 
* 


as of all Groups. 


43°, Read No Other Daily 


* 


| 0 Cincinnatians 
read the Cincinnati POST Times-Star 


* 
Total circulation . . . 274,874... ABC 9/30/60 


Greatest Coverage of Highest Income Groups, 


One of the nation’s lowest Milline rates 


* 


The Newspaper that Spends the Evening with 


almost 1,000,000 Readers. 


' ROBERT K. CHANDLER 
| Manager, General Advertising Department 


Represented by The General Advertising Department 
SCRIPPS-HOW ARD Newspapers 


ney Balaban, president of Para- 
mount, said Telemeter grossed 


| two-thirds of the combined gross | 
of both local theaters on motion | 


pictures offered on pay tv and in 
the theaters. “Psycho” was pur- 
chased by 47% of the subscribers, 
while 30% paid to see “Swiss Fam- 
ily Robinson.” 


s “Obviously, when we spend 
about $8,500 to bring an away- 
from-home hockey 
Etobicoke fans at a charge of $1 
per home, we do not expect to 
make money—even if 100% of 
our subscribers purchase the pro- 


gram. We are much more inter- | 


ested, at this time, in determining 
the average per cent of our sub- 
scribers who purchased such 
games,” Mr. Balaban said, pointing 
out that the average audience for 
the eight hockey games on Tele- 
meter was 20%. Two professional 
football exhibition games at $2 
each, pulled an average of 14%. 

Mr. Balaban was vague about 
the success of the non-sports en- 
tertainment specials, saying only 
that a Bob Newhart production 
and “Show Girl,” at $1.50 each, 
“achieved ratings that would have 
been spectacular on so-called free 
television.” 


® Paul Raibourn, a Paramount vp, 
showed stockholders a demonstra- 
tion of a color tv set, developed by 
Paramount engineers, which he 
said will give all the brightness 
available in a black-and-white set. 
Comparing it with a Zenith b&w 
receiver, which lists at $309 for 
the console model and $219 for the 
table version, Mr. Raibourn said 
that the cost of the Paramount 
color set would probably be be- 
tween 1.7 and 1.9 times the Zenith 
set for a production of 50,000 to 
100,000 sets per year. Under mass 
production of about 500,000 an- 
nually, the price could be reduced 
to 1.3 to 1.4 times the price of the 
Zenith b&w receiver. 

Paramount currently is talking 
with three manufacturers about 
the production of its color set. 
These manufacturers have not yet 
seen Paramount's latest “break- 
through in brightness,” shown for 
the first time at the stockholders 
meeting. The set is about three 
times brighter than other quality 
sets. Mr. Raibourn said. He esti- 
mated that it would probably be 
another six to nine months before 
the set would be on the market, 
once an agreement has been 


game to the| 


Videodex Network TV* 
May 1-7, 1961 


Copyright by Videodex Inc. 


} Homes 
| Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) ooo... 31.6 
2 Wagon Train (Ford, National Biscuit, R. J. Reynolds, NBC) .................... 30.1 
3 The Untouchables (Several sponsors, ABC) oo.........ccccccccceccecescecesecececeeceeeees 29.4 
4 Ed Sullivan Show (Colgate-Palmolive, Eastman Kodak, CBS) .................. 29.1 
5 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) ........................... 28.8 
6 Andy Griffith (General Foods, CBS) .............cccccccscsccsescosseccosescesessoccccesecseees 28.2 
7 Candid Camera (Lever Bros., Bristol-Myers, CBS) oooo..oocccccccccccccccccececeeeee 28.1 
8 Danny Thomas Show (General Foods, CBS) 27.0 
9 Rerwtalele (Gawerel appeetenrs, GOR) aii. iic cs evecscincescsccsisesssscscccscvcccocssessosescessccces 26.4 
10 i UM CUI TOPIPO, UIUI arias cic cccenccscccsivscecivesecssesesocesenzecceseses 26.2 
Homes** 

Rank Program (000)* 
1 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) ooo....ccccccccccccccccceceeeeee 14,100 
2 Wagon Train (Ford, National Biscuit, R. J. Reynolds, NBC)... 13,300 
3 The Untouchables (Several sponsors, ABC) o.........cccccccccccccescecesccesececsceeesce 12,900 
4 Ed Sullivan Show (Colgate-Palmolive, Eastman Kodak, CBS) ................ 12,800 
5 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) .0...0....0.ccccccccccecceeees 12,700 
6 Se, CN I, CD vatievetssccsicietinreacircsteetnniniaiien 12,400 
7 Candid Camera (Lever Bros., Bristol-Myers, CBS) ........cccccccccccccsceecsceceeceesceee 12,400 
~ Danny Thomas Show (General Foods, CBS) o...........cccccccccccecsceceeseeeeeneeee 11,900 
9 Sy CRIT IID, Gna caiivecesisssencssecensescacasiviovessckecsienedsissectevnve 11,600 
10 Ge Ty CEI IT, GD Sicsesisisencescscrcssessconsscsasrsssaviescsesesssccessscen 11,700 


* Homes viewing in cities where program is telecast. 
**Listed in sequence of rating level from first table. 


reached with a manufacturer. The 
demonstration set was developed 
by Autometric Corp., a Paramount 
subsidiary. 

Mr. Balaban reported that gross 
revenues for the second quarter of 
1961 were better than last year, 
but he said that it was too early 
to predict profit for that quarter. 
Consolidated net income during 
the first quarter of 1961 was $2,- 
450,000, in addition to an invest- 
ment profit of approximately 
$400,000. This compares with a 
net income of $1,699,000 for the 
first quarter of 1960. = 


Dick Carland, Elliott 
Charlop Open New Agency 

Charlop & Carland has opened 
offices at 150 Pine St., Montclair, 
N.J. 

Principals of the new agency are 
Dick Carland, formerly an account 
supervisor of Batten, Barton, Dur- 
stine & Osborn and division adver- 
tising manager of U.S. Rubber Co., 
and Elliott Charlop, former mar- 
keting consultant and director of 
market research for a division of 
Curtiss-Wright Corp. 


Gero, Bierstein Adds Two 
*Maplecrest Battery & Ignition 
Co., Irving, N. J., manufacturer of 
Crest batteries and distributor of 
Castrol motor oil, and Fountain- 
head Publishers, New York, have 
named Gero, Bierstein & Levy, 
Paterson, N. J., to handle their 
advertising. Neither company pre- 
viously had an agency. 


Ballet Magazine Sets Rates 

A souvenir magazine to be pub- 
lished Sept. 11 in conjunction with 
the first visit to the U.S. by the 
Leningrad Maryinsky Ballet has 
announced advertising rates: A 
b&w page is $1,400, and a four- 
color page $1,750. The issue will be 
distributed during the ballet’s 
three-week New York engagement, 
and a seven-week tour. Ad repre- 
sentative is National Theatre & 
Concert Magazines, New York. 


Macmillan to Smith, Henderson 
Macmillan Co., a division of 
Crowell-Collier Publishing Co., 


has named Smith, Henderson & 
Berey, New York, to handle its 
advertising. The agency, formerly 


Smith, Hagel & Knudsen, handles 
advertising for Crowell-Collier. J. 
M. Hickerson Inc., New York, was 
the former agency. 


Your Script or Copy 
may carry the haz- 
ard of claims for 
LIBEL, SLANDER, 
INVASION OF PRI- 
VACY, VIOLATION OF 
COPYRIGHT, PIRA- 
CY, PLAGIARISM. 


SCREEN 
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The distinctive, sparkling “sound” of 

Kansas City’s only Beautiful Music Stations 

holds the mature adult listening audience. 
Commercial Limitation: 12 wacnenains per hour 
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T REACH the ADULT BUYING 


audience of Greater Kansas City! 


1% BILLION DOLLAR MARKET 


VENARD, RINTOUL & McCONNELL, Inc. ‘ 
Owned by Pubic Radio Coy. 


KBEA/KBEY-FM 
Kansas City 
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Advertising Age, June 12, 1961 


Schlitz Goe 


s to Burnett 


Without a Presentation 


(Continued from Page 1) 
Jr., president, and Mr. Gorman. 
No presentation was made. The 
topics discussed included the agen- 
cy’s service facilities, clients, per- 
sonnel, billings and Burnett’s past 
work on beer accounts. 


® Following the meeting, Mr. 
Gorman recommended that the 
Burnett agency be hired, and his 
recommendation was accepted by 


Burnett 


the Uihleins. There was no further 
contact between Schlitz and the 
agency until yesterday, when Mr. 


Gorman walked into the agency’s | 


headquarters in the Prudential 
Bldg. and told Mr. Burnett that the 
Schlitz account was his. Mr. Gor- 


man had just come from JWT, | 
where he had presented a pink | 
slip to George Reeves, exec vp and | 


W. T. Young Jr. 


Draper Daniels 


manager of Thompson’s Chicago 
operation. 

Mr. Gorman stressed to AA that 
Schlitz had not talked to nor con- 
sidered any other agencies for the 
account, and that Burnett made 
no presentation for the business. 


e Memories of their unhappy 
four-month marriage in 1952 and 
past differences between the Bur- 
nett and Schlitz managements 
were forgotten with the rehiring 
of the agency. When, at that time, 
the agency lost Schlitz, Mr. Bur- 
nett wrote a memo to personnel of 
his agency, which said, in part: 

“We tried to sell them some 
very strong ideas which represent 
our highest standards of thought 
and craftsmanship but we weren't 
on the same wavelength. 

“Compared with our dealings 
with our other wonderful clients, 
this experience has been a _ be- 
wildering and frustrating one... 

“Any of you who are so inclined 
can now look television straight in 
the eye when the man says, 
‘What’ll you have?’” [This slogan 
was then used by Pabst Blue Rib- 
bon, which Burnett garnered four 
years later and lost in 1958.] 

The Burnett agency was chosen 
this week because Schlitz felt it 
could do the best job for the 
brewer, a Schlitz spokesman told 
AA. “Mr. Burnett’s memo was 
never mentioned during our recent 
talks with the agency; it has long 
been forgotten,” he said. 


ws Mr. Reeves told AA that he was 
“shocked” and “surprised” at los- 
ing the Schlitz business. “This was 
entirely unexpected and there was 
no hint that anything was wrong,” 
Mr. Reeves said. “No specific rea- 
sons were given to us by Mr. Gor- 
man for losing the account, and 
there was no criticism of our 


work. Mr. Gorman brought the 
letter of termination with him.” 


statement. “The Thompson agency 
has known for a long while that 
we were not happy with the ad- 
vertising they were doing,’ he 
said. “I had several talks with 
| Mr. Reeves and John J. Morrissey, 
|vp and account supervisor, ove 


|the past year about the problems 


| on the account. 

“IT had a meeting last March 
with Mr. Morrissey and Norman 
Strouse, president of JWT, in New 
York, at which I again discussed 


} our problems and our dissatisfac- 


tion with the agency’s work,” he 
said. “Mr. Strouse acknowledged 
that there were problems.” 


s Mr. Gorman further stated that 
JWT executives were not sur- 
prised at losing the _ business. 
“When I gave the agency our 
termination notice yesterday, Mr. 
| Morrissey remarked, ‘I knew it 
was going to happen, and in ex- 
actly this way,’’’ Mr. Gorman said. 
| While declining to say what the 


scribed himself as an orchestra 
leader. “Their orchestra just 
wasn’t playing right,” he _ said. 
“The music they made just wasn’t 
right for us.” 

JWT people working on the 
Schlitz account have complained 
to AA for years that the account 
was a tough one to work on. The 
biggest gripe seemed to be that 
many decisions on media buys and 
campaigns were delayed for long 
periods, awaiting only client ap- 
proval. In many cases, approval 
was not obtained until just before 
campaigns, especially those on 
radio and tv, were scheduled to 
start. “As a result, a lot of over- 
time was spent in getting spots 


‘/routed and delivered to the vari- 


|/ous stations,” one JWT source 
| said. “No one at Schlitz seemed to 
—— to make a decision on things.” 
| The switch hit most JWT staf- 
| fers like a bombshell. Everyone 
|seemed stunned by the loss of 
Schlitz. Some 35 persons at the 
| agency were assigned to the ac- 
| count. 

i. Why did JWT loose Schlitz? 
“The agency just lost its zip this 
past year,” one Schlitz source told 
|AA. “There was no excitement 
|and imagination in their ads.” He 
went on to say that his company 
held JWT in the highest respect, 
that there was no conflict of per- 
sonalities involved and that the 
| parting was an amicable one. 
Some admen think the agency 
| change reflects the thinking of the 
he ””’ Schlitz management. Last 


| 


new 
| Jan. 31, Sol E. Abrams, 87, vp and 
|general manager, who was re- 
|garded as the No. 2 man at the 
| brewer, retired after 69 years with 
the company 

The following month, Erwin C. 
Uihlein, who served as Schlitz’ 
president for many years, moved 
up to board chairman and was 
succeeded by his nephew, Robert 
A. Uihlein, exec vp. Robert Uih- 
jlein now is making many of the 
| top level decisions which formerly 
| were made by his uncle and Mr. 
| Abrams. 


‘brewer's aims when he stated that, 
“Schlitz has embarked upon an 
‘all-out drive to regain the top 
| position in the industry. The im- 
pressive creative talents and the 
imagination displayed by Leo Bur- 
nett Co. in handling other con- 
sumer product accounts convinced 
us that these talents fit perfectly 
with the dynamic program we 
have laid out for the immediate 
future.” : 

Schlitz sales have been declin- 


“problems” were, Mr. Gorman de- | 


ing steadily since 1957. 

From 1947 until 1953 Schlitz 
was the largest brewer in the U:S. 
‘In 1952, Schlitz sales hit a record 
| 6,347,000 bbls., as compared with 
6,034,000 bbls. for its strongest 
competitor—Anheuser-Busch Inc. 

In 1953, Schlitz and other Mil- 
| waukee brewers suffered a 78-day 


Mr. Gorman disputed Mr. Reeves’ |StTike by local brewery workers. 


| Anheuser-Busch, which has its 
| headquarters in St. Louis, was not 
|affected, and took full advantage 
lof the strike to fill the Milwaukee 
|vacuum. Busch won the sales 
|crown in 1953 with 6,711,000 bbls. 
while Schlitz fell to second with 
5,255,000 bbls. 

Schlitz regained the sales lead- 
jership in 1955 and 1956, but lost 
|it again to Busch in 1957, although 
|Schlitz sold 6,023,000 bbls.—its 
best sales year since 1952. Since 
then, Schlitz sales have declined 
each year while Busch sales have 
showed impressive gains each 


year: 


| Schlitz vs. Anheuser-Busch 
| Annual Sales in Bbls.—1952-'60 


Year Schlitz Anheuser-Busch 
_ = 6,347,000 6,034,000 
ee 5,255,000 6,711,000 
ee 5,400,000 5,829,000 
 e- 5,780,000 5,611,000 
1956... 5,941,000 5,866,000 
i za 6,023,000 6,115,000 
1958 ........ 5,875,000 6,982,022 
| 1959 was 5,860,000 8,027,000 
zz ae 5,640,000 8,480,000 
® Jos. Schlitz Brewing Co. has 


been a large and colorful adver- 
| tiser for many years. The immor- 
| tal copywriter, Claude C. Hopkins, 
|made advertising history for 
| Schlitz by dramatizing a story of 
| purity, which was common to all 
| good brewers, but which had never 
been told by any of them. Mr. 
| Hopkins listed the specific reasons 
\for the purity of Schlitz beer in- 
|cluding the “Sterilized with live 
|steam” line while he was a copy- 
|writer with the old Stack-Goble 
Advertising Agency, Chicago, and 
|he always classified the Schlitz 
campaign as one of his greatest. 

Such advertising slogans as 
“The Beer That Made Milwaukee 
Famous” and “Just a Kiss of the 
Hops” have endured through the 
years and are still used in some 
Schlitz ads. 

Stack-Goble Advertising han- 
dled Schlitz until 1936, when the 
business moved to the old McJun- 
kin Advertising Co. (later Gordon 
Best Co., now Post & Morr). The 
Schlitz agencies (excluding export 
advertising) for the past 25 years, 
and their tenure, include: 

McJunkin Advertising—1936-'38 
Needham, Lovis & Brorby—1938-'40 
Geyer, Cornell & Newell—1940-'41 
Gordon Best Co.—1941-'47 

Young & Rubicam—1947-'52 

Lennen & Newell—1952-'56 

leo Burnett Co.—1952-'52 
Biow-Beirn-Toigo—1956-'56 

J. Walter Thompson Co.—1956-'61 


For some strange reason, sever- 
al of Schlitz’ agencies have lost the 
account in years when the brewer 
was leading the industry in sales. 
Gordon Best Co. lost Schlitz in 
1947—the year that it first be- 
came the No. 1 brewer. During the 
five years Y&R had the business, 
Schlitz led the field in sales each 
year. When Y&R lost the account 
in 1952, Schlitz’ sales reached a 
record high of 6,347,000 bbls. Al- 


| though Schlitz was the top brewer 


in 1955 and 1956, Lennen & New- 


/ell was let go in 1956. 
|s Pat Gorman underscored the) 


Schlitz became involved in one 
of the strangest agency appoint- 
ments in advertising history in 
1956. The brewer hired the old 
Biow-Beirn-Toigo agency to re- 
place Lennen & Newell, primarily 
because of the work created for 
Pepsi-Cola by John Toigo, vp of 
the agency (AA, Jan. 2, '56). 
Three weeks later, however, Mil- 
ton Biow, president of the agency, 
resigned the account, on the 
ground that Mr. Toigo had signed 


|up Schlitz without his knowledge, | 


Good Living 
(o-logethers 


f 

" a anene teneen 1 A 

move up lo Sc] ) | | | Vy 
JWT’S SWAN SONG—This ad, which 
will break June 26 in newspapers, 
magazines and supplements, is one 
of the last ads prepared for Jos. 
Schlitz Brewing Co. by J. Walter 
Thompson Co. Radio and tv spots 
and outdoor also will be used in 
this new food store promotion push. 


at a time when Biow-Beirn-Toigo 
was still agency for another brew- 
er—Jacob Ruppert (AA, Jan. 23, 
56). Thus, Biow-Beirn-Toigo 
gained and lost what was then a 
$9,000,000 account in three weeks. 


# A week later, Norman Strouse, 
president of JWT, and George 
Reeves, exec vp and general man- 
ager of JWT’s Chicago office, made 


Move Up, Burnett Advises 

CuHIcaAGo, June 6—Following the 
acquisition of the Schlitz account, 
Leo Burnett, board chairman of 
Leo Burnett Co., issued the follow- 
ing memorandum to his staff: 

“T am sure you will be inter- 
ested in the attached press re- 
lease issued by our new client. I 
call your special attention to the 
estimate of annual billings of 
$15,000,000 on all products. In an 
earlier story the press erroneous- 
ly reported this at $16,500,000 

“Knowing something of our loy- 
alty to client products, and judging 
by the reactions so far, I assume 
that if you enjoy beer, you have 
already moved up to quality—and 
to Schlitz. 

“All of the signs seem to point 
to a New Day at Schlitz and I am 
sure that all of us have a real 
urge to contribute to the Aurora.” 


a “casual” call on the top man- 
agement of Schlitz. After several 
hours of discussing the beer busi- 
ness, and without the benefit of a 
presentation, JWT landed the ac- 
count, and Erwin C. Uihlein per- 
sonally called ADVERTISING AGE to 
announce the appointment (AA, 
Jan. 30, ’56). 

Two months after the hiring of 
JWT, John Toigo joined Schlitz as 
director of marketing, bringing 
with him a three-man team from 
Biow-Beirn-Toigo—Robert F. 
Branch, Louis S. Berger, and 
Richard Steenberg (AA, March 5, 
56). 

During his stormy and some- 
times brilliant stay at Schlitz, Mr. 
Toigo created the most controver- 
sial ad campaign in the brewer’s 
history—the “Schlitzerland” 
theme. Mr. Toigo nearly created a 
new language, with all words pre- 
ceded by the word Schlitz. 


s The ads carried such headlines 
as “Raiders of the Schlitzbox,” 
“Friday Night Schlitzfry,” “The 
Schlitzecue Season’s Back,” and 
“Schlitztoast to the Happy Home, 
or Have a Good Schlitzwarming.” 
The campaign received more raves 
—and more brickbats—than any 
previous Schlitz effort. 

After more than two years of 
reported clashes with Sol Abrams, 
the strong-willed general manager 
of Schlitz, the strong-willed Mr. 


Toigo packed his bags and left, | 


turning up a week later as a presi- 
dential candidate for Pabst Brew- 


119 


ing Co. on a slate compiled by un- 
happy Pabst stockholders (AA, 
March 24, ’58). His Schlitzthemes 
since have been abandoned. 


® Schlitz and Anheuser-Busch 


| have been the two largest adver- 


tisers in the brewing field for 
many years. AA estimated that 
Schlitz invested $15,500,000 for ads 
in 1959 and $13,350,000 in 1958. 
Following are the measured media 
expenditures—newspapers, gener- 
al magazines, farm magazines, 
business publications, network tel- 
evision, spot tv and outdoor—for 
the two brewers in 1959 and 1960: 
1960 1959* 

Anheuser- 
Busch ...... $12,386,338 $15,368,201 
Jos. Schlitz .. 10,371,227 10,497,151 
* The 1959 totals include spot 
radio expenditures of $3,683,000 
for Anheuser-Busch and $2,710,000 
for Schlitz; spot radio figures are 

not included in the 1960 totals. 

/@ The Burnett agency has had 
|some good and some bad luck 
with beer accounts through the 
| years. The agency’s first beer client 
| was Carling Brewing Co., which 
hired Burnett to introduce its Red 
Cap ale in the U.S. Burnett han- 
dled the account from 1946 to 1950. 

The agency felt that it lost Red 
Cap ale because it was unable to 
achieve the kind of sales progress 
|hoped for by Carling in a “beer- 
drinking America.” 

The next brewer to retain Bur- 
|nett was Schlitz, in 1952. When 
Schlitz parted with Young & Rub- 
icam after five years (AA, March 
3, °52), the brewer gave Burnett 
the print and outdoor end, as- 
signed the broadcast segment to 
Lennen & Mitchell (now Lennen 
& Newell), and awarded its export 
advertising to Irwin Vladimir & 
Co. (now Gotham-Vladimir Ad- 
vertising). Burnett’s billings 


amounted to about $3,000,000. 


RED CAP ALE—The Burnett agency’s 

first beer account was Red Cap ale, 

|which it introduced in the U.S. for 
Carling Brewing Co. 


Burnett held its Schlitz business 
for only four months, by all odds 
the shortest tenure of any client 
in its history. Lennen & Mitchell 
took over Burnett’s share of 
Schlitz. 
| Interestingly enough, Burnett 
|}also landed the Schlitz business 
the first time without making a 
presentation. Edwin B. Self, for- 
mer advertising manager of Schlitz, 
called Mr. Burnett and asked if the 
agency would handle the account. 


s “We made a basic error in tak- 
ing Schlitz in 1952 on a split me- 
|dia basis,” a Burnett spokesman 
|told AA. “Our position turned out 
|to be an untenable one. We just 
couldn’t get into harness. The split 
|media created a basis for failure.” 
| Schlitz was the first and last 
|account that Burnett took on a 
|split-media basis. Since that day, 
|it has refused to consider portions 
of accounts based on a media split. 

Burnett took on G. Heileman 


| Brewing Co., a regional brewer 


(Continued on Page 120) 
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Schlitz Shift... 


with headquarters in LaCrosse, 
Wis., with the full understanding 
that Heileman would step aside if 
Burnett was able to land a nation- 
al brewer. Burnett handled Heile- 
man’s Old Style lager and Special 
Export beers, popular brands in 
the Midwest, from January, 1954, 
until it resigned the account in 
October, 1955, to accept Pabst 
(AA, Oct. 10, °55). 


a While at Heileman, Burnett de- 
veloped the “little professor,” a 
squatty, animated German-speak- 
ing character. The ads featured 
rhyming German “Schnitzelbauk” 


|NPAK 


Consultants 

to Management 
on Packaging 
141 East 44 Street 


SYSTEMS. INC. New York 17. N.¥ 


DESCRIPTIVE BOOKLET ON REQUEST 


jingles and proved to be popular 
among midwestern beer drinkers. 
Although Heileman has since 
dropped the “little professor,” the 
company continued the theme for 
a year or two after Burnett had 
left for Pabst. 


s Burnett’s most recent grievous 
experience with the restless brew- 
ing field occurred more than five 
years ago, when it picked up 
Pabst Blue Ribbon beer from War- 
wick & Legler (AA, Oct. 10, °55). 
Twenty months later, Blue Ribbon 
and some $6,500,000 in billings 
moved to Norman, Craig & Kum- 
mel (AA, May 13, °57). Four 
months later, Burnett resigned the 
rest of its Pabst business—East- 


| side Old Tap lager, which was bill- 


ing $1,500,000. 

Burnett may have been a vic- 
tim of circumstance at Pabst. 
When the agency started work on 
the account Jan. 1, 1956, Pabst 
sales had been declining steadily 
since 1953. Then Marshall Lach- 
ner, for many years a vp of Col- 


JACKSON NOW 
RANKED 84TH 
IN NATION! 


Jackson rose from 111th spot among the 
nation’s centers of population to 84th, since 
the previous census. As a unit, Jackson and 
the 16-county trade area ranks 7th in gross 
farm income, too! . . . a market well worth 
cultivating, particularly when you find the 
spending ratio is 4 out of 5 income dollars 
compared with U.S. average 2 out of 3. 


You can get your share of growing sales 
from a growing, spending market from ad- 
vertising in Mississippi's leading newspapers 
—the Clarion Ledger and Jackson Daily 


News. 


Co-Owners WJTV (TV) WSLI (Radio) 


“- 


b 
— sING! 


FINE MALT HOUSE ? 


she 


4b = tr nit ene TEMPTING STEN? 
J das tere TEMPTING STEIN ? 


THE LITTLE PROFESSOR—Leo Burnett 

Co. created the “Little Professor” 

character when it handled Old 

Style beer for G. Heileman Brew- 
ing Co. 


3 lerdac niche sine AGEING PLACE? 
Je das @t ore. mace? 


TASTES BETTER BECAUSE 
IT'S AGED LONGER 
THAN ANY OTHER BEER 


gate-Palmolive Co., joined Pabst 
as president. With him Mr. Lach- 
ner brought many marketing ideas, 
such as giveaways and cut-price 
promotions, which had worked 
wonders in the soap field, but 
which fell flat in the brewing in- 
dustry. : 

Then the agency developed a 
campaign in 1956 for Blue Ribbon 
which has since been called the 
Blue Mask or the “touch and 
blindfold” campaign, which prob- 
ably drew more criticism than any 
promotion the agency has ever 
prepared. Pabst executives and 
salesmen publicly rapped the Blue 
Mask push, and also criticized the 
agency for the company’s sponsor- 
ship of weekly tv boxing shows, 
which Burnett had inherited and 
not originated. 


s Pabst’s sales and earnings in 
1956 slumped below 1950 levels. 


The company suffered a net loss 
year, 


of $767,724 that the first 


..the extra 


touch that 


brings out 
the best 
in beer 


BLUE MASK—The Mask cam- 
paign which Burnett created for 
Pabst Brewing Co. in 1956 prob- 
ably drew more criticism than any 
ad ever originated by the agency. 


Blue 


year that Pabst 


showed a loss. 


'When notified that the agency had 


lost the account, Mr. Burnett 
wrote a letter to the “Pabst ad- 
vertising committee,” saying that 
the agency was “not a quitter” and 
would not resign the account, and 
added that the agency had nothing 
to apologize for about the ads it 
had created for Pabst. 

When Mr. Lachner resigned un- 
der pressure from the company 
later that year, it became known 
that he had been feuding with 
Harris Perlstein, board chairman, 
over Pabst’s advertising and mar- 
keting policies. = 


Walker Names Batz-Hodgson 

G. H. Walker & Co., St. Louis, 
investment banker, has appointed 
Batz-Hodgson-Neuwoehner, St. 
Louis, to handle advertising for its 
home office. 


Wurlitzer Offers Compact 
Piano via Print, TV 

Wurlitzer Co., Chicago, has be- 
gun marketing a “compact” piano, 
designed for the smaller, more 
crowded rooms in modern houses 
and apartments. The piano is about 
6” smaller than regular spinets or 
consoles, and contains 73 keys, 
compared to 88 on a standard mod- 
el. Prices will range from $595 to 
$700. 

The company said ad plans are 
not complete, but a fall drive will 
include ads in shelter publications 
and church and music publications. 
Wurlitzer will also use minute spots 
once weekly on “Today” (NBC- 
TV) in October, and twice weekly 
through November and most of De- 
cember. Clinton E. Frank Inc. is 
the agency. 


B&B Elects Cuff Chairman; 
Boosts Lowndes, Griffin 

John Cuff has been elected chair- 
man of Benton & Bowles, London, 
and Douglas Lowndes and Town- 
send Griffin have been named joint 
managing directors. Mr. Cuff, for- 
merly managing director, succeeds 
Kenneth Robinson, who has re- 
signed. Mr. Robinson was co- 
founder of Lambe & Robinson, 
which changed its name to Benton 
& Bowles earlier this year. 

Mr. Griffin, a vp of the parent 
company in New York, joined the 
London agency in 1959. He was 
formerly account supervisor on 
Procter & Gamble’s Tide in New 
York. Mr. Lowndes, an account su- 
pervisor, has been with the agency 
since 1952. 


KJEO-TV to Hollingbery 

KJEO-TV, Fresno, Cal., previ- 
ously handled by H-R Television, 
has appointed George P. Holling- 
bery Co. as its national representa- 
tive, effective June 15. The station 
was recently bought by George C. 
Fleharty, who now serves as pres- 
ident, and his associates from the 
O’Neill Broadcasting Co. for $3,- 
000,000. 


Owens-Corning Names Arnoldy 

Harold I. Arnoldy has been ap- 
pointed advertising manager of the 
textile fabrics division of Owens- 
Corning Fiberglass Corp., New 
York. He will continue as manager 
of the Fiberglas Fabric Center and 
also as merchandising manager of 
Owens-Corning. 
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MacLaren, McKim 
Vie for $1,100,000 
Bank Account 


ToRONTO, June 8—Two of Cana- 
da’s top agencies are in a knuckle- 
duster fight for the choice 
$1,100,000 advertising account of 


| the Canadian Imperial Bank of 


| Co., 


Commerce. 

They are MacLaren Advertising 
which handled the $700,000 
account of the Canadian Bank of 
Commerce, and McKim Advertis- 
ing, which directed the $400,000 
account of the Imperial Bank of 
Canada (AA, May 1). 

The Commerce and Imperial 
banks merged officially June 1, 
forming the eighth largest bank in 


| North America and the 11th largest 
|in the world. Both had headquart- 


ers in Toronto. 

While both agencies are expect- 
ed to be retained by the new bank 
at least until October (end of its 
fiscal year), MacLaren appears to 
have won the first of the unofficial 
three-round bout to take the ac- 
count. 


#® It currently is handling the 
bank’s intensive one-month amal- 
gamation campaign, estimated to 
involve $175,000. 

Round two is said to be taking 
place this week, when MacLaren 
and McKim again draw swords 
for the post-amalgamation cam- 
paign which will run through until 
October. 

At that time, the bank is likely 
to make its round-three choice cf 
an agency to supervise the account 
on a permanent basis. 

Trade sources point out, how- 
ever, that there is a possibility that 
both MacLaren and McKim will be 
retained by the bank after October. 

They explain that both agencies 
are good customers of the bank and 
feel that it will do its best to keep 
them as customers. + 
Jet Propulsion to Hixson . 

Jet Propulsion Laboratories, Los 
Angeles, has appointed Hixson & 
Jorgensen, Los Angeles, to handle 
its $250,000 advertising account. 
The account was formerly with 
Barton A. Stebbins Advertising, 
Los Angeles. 


Why not let ACB Newspaper 
Research Reports help you 
and your salesmen find the 
weak spots in your promotion 
and distribution...show you 
where to apply extra effort... 
tell you how your dealer ad- 
vertising support compares 


~, 


A definite help to your 
sales force in producing 
more volume 


ACB Retail Store Reports 


with that of competition. Sup- 
ported by these detailed Re- 
ports your salesmen will have 
a distinct advantage when 
talking with dealers. Used 
for years by leading concerns 
whose merchandise is sold 
through retail outlets. 


We read every daily newspaper advertisement 


tHe ADVERTISING CHECKING BUREAU, inc. 


NEW YORK, 353 Park Avenue South - CHICAGO, 18 South Michigan Avenue 


MEMPHIS, Tenn. - 


COLUMBUS, Ohio - 


SAN FRANCISCO, 51 First Street 


Send today for descriptive material and free catalog. 
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MAY 31, JACQUELINE KENNEDY IN PARIS JUNE 5, TWO K's IN VIENNA 


Ciudad Trujillo...Paris...Vienna. .. wnerever 


news of great events and politics were taking place, there also was LIFE, as you 
saw in the June 9th issue. This was the eighth successive week of great 
events that shook the world... Yuri Gagarin... Adolf Eichmann... the Algerian 
rebellion ...the Cuban invasion... the Freedom Riders ... the Astronaut 
...the Kennedys in Canada—newsbreaks that were pictured in LIFE, while they 
were sti// current and long after al! the other mass magazines had gone to bed. 
For 25 years now, LIFE’s photojournalism has shown the life of your time. 
With each year, LIFE’s responsibility has grown. Today, when your need to 
know is crucial, LIFE’s editorial vitality meets that need with timeliness and 
depth, week after week after week. Another good reason why people value LIFE. 


JUNE 2, TRUJILLO'’S SON IN DOMINICAN REPUBLIC 
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